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Abstract 
The owners, managers and executives of companies would agree that change has 
become a constant phenomenon that must be managed if an organisation is to survive. 
This change could be the result of internal or external environmental pressure on an 
organisation, or both. Expansion to global markets is the ultimate target. This was 
difficult in the past but now the opportunities to do business in foreign countries are 
much easier as a result of advances in communication, transportation and global 
treaties. 
Generally, world trade is still in favour of large companies because of financial, trade 
and host country aspects. The advantage of the incentives system is also mostly 
available to larger companies. Furthermore, most large companies have international 
experience. These types do not need advice or help to implement an international 
strategy because they probably have their own global evaluation department to do that 
for them, or they have a business advisor. However, the reduction of custom duties 
under the World Trade Organisation Agreements and the advancement in 
technologies and communications have provided opportunities for small-sized 
companies to enter new markets and to improve their access to production 
technologies, among other benefits of outward globalisation. The owners and 
managers of most small-sized companies are nonetheless still cautious about entering 
a global market because of the problems associated with it. This research therefore 
will focus on small-sized companies because these are the types of organisation that 
need advice or consultancy from outside because their resources and skills are limited. 
The main aim of the research is to develop a new decision model to help owners and 
managers of small-sized companies to identify weaknesses within their activities, to 
show how competitiveness can be maintained in their markets, and to enable them to 
select international markets. This research will offer a positive example of how small- 
sized companies can evaluate alternatives and make decisions about the external and 
internal environment by using this decision tool without putting pressure on their 
budgets. 
i 
This thesis begins by reviewing various perspectives on formulating global strategy 
and presenting major approaches in the current literature. The key issues in the 
literature on global organisations are then traced and highlighted. Organisational 
structures and configurations, the motives and driving forces behind globalisation, and 
the markets and influential factors for organisations are also identified. 
Then, the Global Evaluation Model framework is presented. In order to propose the 
final Global Evaluation Model, certain processes and evaluations have been prepared 
and examined. The development framework of this model was conducted in two main 
phases: the framing phase and the Global Evaluation Model phase. The framing phase 
is the process of conducting a survey to provide as full an understanding as possible 
about the critical factors that shape and affect the practices and activities of small- 
sized companies in global markets. This phase provides an insight into the influential 
factors of the real global economy that the small-sized company faces when deciding 
to enter the global market. The second phase has five stages and has been evaluated 
by using a number of case studies of companies to be tested. The first two stages have 
data inputted through multiple sources, including documentation, interviews and 
literature related theories and approaches. These theories and approaches include 
Danny Miller's Four Trajectories, Mintzberg's Pentagon of Forces and Forms, Miles' 
and Snow's approach, and Galbraith's Level of International Development. The last 
three stages are more concerned with building an AHP model that will weight the 
influential factors and prioritise target markets in order to support the decision making 
of the owners and managers of the small-sized companies by using Expert Choice 
software and with diagnosing and recommending a new structural design by using the 
Viable System Model (Viplan Method). 
This author of this research hopes that that this work will succeed in making a new 
contribution to the domain of manufacturing organisations by providing a Global 
Evaluation Model to be used as a support tool for small-sized companies when 
making decisions about their desire to expand globally. 
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Chapter 1: Introduction 
1.1 Introduction 
Economic and technological developments are driving the world towards a global 
marketplace. The realities of increased competition and globalisation are forcing 
companies and manufacturers to gain competitive advantage on a global scale. 
However, managers and investors are still cautious about entering the global 
marketplace because of the high risk involved while most countries are trying to 
eliminate or lower barriers through international treaties, such as the General 
Agreement on Tariffs and Trade (GATT) and the North American Free Trade 
Agreement (NAFTA). As a result, managers, consultants, researchers, and investors 
have all recognised that markets, organisations and competitive environments in a 
global context need to be evaluated and examined since it has been argued that a 
global organisation's ability to survive in the real world market depends on whether it 
can compete effectively. 
In order to grasp global market opportunities, companies need to consider where to 
perform value chain activities (i. e. configuration) and how to perform effectively in 
different countries (i. e. co-ordination). With the global strategy in mind, companies 
that adapt to local market conditions can make distinctions between and adjustments 
in different markets and can obtain better leverage from their overall global positions 
(Chang, 1995). 
Strategy formulation is the most important task of any organisation. This task depends 
on many factors, such as the organisation's configuration and its market orientation. 
Mintzberg (1994) stated that "... organisations should complete their thinking before 
they begin to act", but this "thinking" cannot be completed without a feasibility test of 
the formulated strategy. Therefore, managers must identify and analyse the 
globalisation drivers of their organisation that affect their operation and development. 
These drivers include such aspects as market, cost, government and competition. 
1 
Formulating a global strategy is not an easy task. It needs managers, decision-makers, 
or a project team to identify and analyse the industry and identify what globalisation 
strategies are needed for their particular field. Also, globalisation is not an "all or 
nothing" choice, as Ted Levitt noted in 1983, when he considered going global as an 
all or nothing issue. On the contrary, every multinational company can be global in 
some way. Yip (1992) showed that companies can choose to have a globally 
integrated strategy alongside others which continue to take a locally focused 
approach. 
In the literature, most of the research studies on the global market have focused on 
large companies and the way they conduct their business, resulting in a shortage of 
literature about the activities of the growing number of small and medium-sized 
companies (SMEs) that are active players in the global market. SMEs constitute a 
substantial part of many economies of the world, including those of advanced and 
developed countries. For example, in the USA in 1992, only about 14,000 businesses 
out of a total of 5.711 million had more then 500 employees (US Small Business 
Administration, 1992). Naisbitt (1994, p. 13) noted in his book "The Global Paradox" 
the bigger the world economy, the more powerful its smallest player. Big companies 
must break up to become confederations of small, autonomous and entrepreneurial 
companies if they are to survive. In the USA, the largest trader in the world, 50 per 
cent of exports are generated by companies with 19 or fewer employees (these are 
considered to be small companies); the same is true of Germany, while only 7 per cent 
of US exports are generated by large companies with 500 or more employees 
(Naisbitt, 1994; Lloyd, 1994). 
In the international business literature, global trade is often investigated in terms of 
company size, international experience, the size of the home country market, product 
standardisation, transportability and management's attitude toward international 
involvement. Company size, however, is considered to be the most important factor 
that may influence export activities (Calof, 1994). It is generally assumed in economic 
and strategic literature that large companies enjoy competitive advantage over small 
ones because they command more resources, they can control a higher market share, 
they can ride the experience curve faster, and they enjoy strong bargaining power with 
suppliers and customers (Agmon and Drobnick, 1994). 
Recently, attention has focused on small and medium-sized companies within the 
global economy. The reduction of custom duties under the World Trade Organisation 
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Agreement will provide opportunities for small and medium-sized companies to enter 
new markets and to improve their access to production technologies, among the other 
benefits of outward globalisation. Despite the increased attention to the promotion of 
small to medium-sized companies generally, world trade is still in favour of large 
companies because of financial, trade and host country aspects. The advantage of the 
tax incentives system provided by countries is mostly available to large companies. 
On the other hand, doing business internationally poses many difficulties for small 
businesses in many ways. According to the House Small Business Committee, these 
include lack of export marketing information, discouragingly high "hassle factors", 
insufficient financing options, intense foreign competition, lack of tax incentives, and 
language barriers (Davies and Keys, 1996; Sisisky, 1989). 
A company's decision to initiate global market involvement often arises for a variety 
of reasons. Many of these motives have been identified in previous international 
models (Albaum, 1983; Bilkey and Tesar, 1977; Crick and Chaudhry, 1997; 
Diamantopoulos et al., 1990; Kaynak and Erol, 1989; Malhotra et al., 1998). 
However, the decision of small-sized companies to "go global" generally arises as a 
result of the personal decision of an entrepreneur owner or manager. The academic 
literature clearly identifies the key role of the owner-manager of small-sized 
companies in the internationalisation process. That is, this process is determined by 
the international outlook of the decision-maker. Within a larger company, the 
decision-making process would probably be a group activity, whereas within a small- 
sized company, this would tend to rest with the owner-manager. In other words, the 
strategic direction of the company would be determined alone by the owner-manager 
of the small company (Lloyd-Reason and Mughan, 2002). In such cases, strategy 
decisions can be seen as an output of the input of the owner-manager's characteristics 
and background experience. 
In the literature, different models are continuously being developed to aid 
management in the evaluation process that companies must carry out at the start of the 
global expansion process. Such examples include Porter's paradigm (Porter, 1990), 
the market segment evaluation and selection model (Sarabia, 1996), and the business 
strategy approach (Welford and Prescott, 1994; Whitelock, 2002). Some of these 
models are of help only with a specific task. For example, Koch's holistic model 
(2001) helps in developing further business practice improvements in global market 
expansion. 
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This research was motivated by the fact that small-sized companies, and their owners 
and managers, are the ones that need most help in identifying weaknesses within their 
activities by using a support tool when making decisions about their desire to expand 
globally. The facts that inspired the author of this study are: 
" Most large companies have international and global experience. These types do 
not need advice or help to implement an international strategy because they 
probably have their own global evaluation department to do that for them, or they 
have a business advisor. On the other hand, small-sized companies often have 
limited financial resources and skills to perform such tasks; also they do not have 
the time to evaluate market research tasks because the driving force for most of 
these companies is opportunities (Goodman, 1999). 
" Within a larger company, the decision-making process would probably be a group 
activity whereas, within a small-sized company, this would tend to rest with the 
owner-manager. Therefore, proposing a model framework will encourage such 
companies to follow the steps presented in this study to select suitable 
international markets without putting pressure on their budget (Lloyd-Reason and 
Mughan, 2002). 
" Most small -sized companies are reluctant to "go global" without a very clear 
evaluation of whether or not they are competent to take that risk (Davis and Keys, 
1996). 
" Owners and managers of small-sized companies do not move into international 
markets because of ignorance about international markets, fear from the risk 
associated with this step, or both (Daniels et al., 1984). 
" The configurations and structures of small -sized companies are much less rigid 
than those of large companies. Therefore, these are much easier to work with. 
This thesis reviews all the factors associated with the internal and the external 
environment of the organisation and will be focused on small-sized companies. These 
competitive factors are prioritised according to their strengths and weaknesses within 
the market-environment/organisation domain. Then, a number of globalisation drivers 
are identified. Also, an organisation's configuration and markets' orientations are 
reviewed according to their effect on management decision-making. After that, a wide 
spectrum of factors associated with market selection and market entry are examined 
4 
and analysed. A proposed global evaluation model has then been developed to 
evaluate and validate both a global organisation that wants to maintain its 
competitiveness globally and a local organisation that wants to compete globally. 
Through this model, procedures to identify weaknesses within their activities are 
presented, showing how competitiveness can be maintained in their markets. Also, a 
structuring rule of assessing the appropriate global involvement is developed and 
examined. 
1.2 The research approach - focus and objectives 
The focus of the research was determined by both a review of the literature (this is 
presented in Chapter 2), the development of a model framework for small-sized 
companies to assess their activities (presented in Chapter 3), and a survey. This was 
distributed in two regions: Europe, with the United Kingdom (UK) as the chosen 
sample; and Asia and the Middle East, with Kuwait as the chosen sample to identify 
the most important critical factors that affect the practices of small-sized companies in 
global markets and to test the research questions in order to see the big picture of the 
global activities of small-sized companies. The results of the survey are presented in 
Chapter 5. 
The literature contained no model that described all the facets of a company such as 
its successes, failures, specifications, appropriate environments, behaviour, strengths 
and weaknesses, and its configuration. The theories and strategies that have been 
selected in this research are well respected and well researched. Such theories include 
Mintzberg's Pentagon of Forces and Forms, Miller's Four Trajectories, Galbraith's 
level of international development and the approach of Miles and Snow. Others 
theories are also available but it is difficult to cover all the organisational theories and 
approaches that have been undertaken. In many respects, this research is not restricted 
and closed to new ideas but instead has used knowledge from the others research the 
most appropriate way possible. So, a combination of selected theories, methods and 
support tools from the literature was used in order to select an appropriate 
international market that would match the capabilities and needs of the evaluated 
company. 
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Therefore, this thesis has the following objectives: 
1. To review the literature and search extensively about organisations' 
configurations, characteristics and behaviours. 
2. To review previous international models in literature. 
3. To identify and describe key complexities associated with small-sized companies. 
4. To identify influential factors and information about small-sized companies when 
analysing international markets by using a questionnaire as a data collection 
method, and by using knowledge gained from the literature. 
5. To develop an clear technique for evaluating and scanning international markets 
to stay ahead of competition and maintain competitiveness because small-sized 
companies generally suffer from limited resources in terms of finance and skills. 
6. To develop a proposed framework for a Global Evaluation Model to evaluate, 
validate and justify the results in order to aid consultants and decision-makers in 
evaluating the possibility of expanding into global markets. 
Implicit in these objectives was the need to understand the practices and complexities 
associated with small-sized companies in international markets. The study also builds 
a strong knowledge base to offer a positive example of how small-sized companies 
can evaluate alternatives and make decisions about external and internal 
environments. There are many market selection and global expansion models in the 
literature but most of them are designed as explanatory or theoretical models; they 
would also be difficult to implement. Such examples include Porter's paradigm 
(Porter, 1990), the market segment evaluation and selection model (Sarabia, 1996), 
and the business strategy approach (Welford and Prescott, 1994; Whitelock, 2002). 
Also, some of these models are of help with only a specific task. For example, 
McAuley's export assistance model (1993) helps managers in exporting and Koch's 
holistic model (2001) helps in developing further business practice improvements in 
global market expansion. Therefore, this research attempts, by presenting a model 
framework, to provide a clear procedure to aid small companies in constructing and 
arranging their businesses in the global markets in order to compete effectively. 
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1.3 Aims 
This research aims to develop a logical set of rules and clear procedures for solving 
problems encountered when designing a global framework for small-sized companies. 
To achieve this aim, the research required the use of selected organisation theories, 
strategies and tools from the literature, such as Miller's Four Trajectories, 
Mintzberg's Pentagon of Forces and Forms, the approach of Miles and Snow, and 
Galbraith's level of international development, as reference sources of organisation 
practices in order to design and examine the organisation's practice in a global 
market. Also, the Analytical Hierarchy Process (AHP) was used as a support tool for 
organisations when making decisions about their desire to expand their business 
globally and the Viable System Model was used as a diagnostic tool to understand the 
company's behaviour and performance. 
1.4 Personal aims 
There is one major reason for choosing this research as a PhD topic. This is to provide 
and develop the necessary personal knowledge and guidance to be able to establish an 
engineering consultancy company. The knowledge that will be gained during the 
research will provide a strong advantage in this particular area. Also, becoming 
familiar with the techniques of the Viable System Model (VSM) and Viplan Method 
as a supporting tools and the Expert Choice Software as a decision support evaluation 
tool for examining more effective organisational structures will add to the knowledge 
and expertise which this research already demonstrates. In the last stage of this 
research period, two questions, which this research seeks to address for two types of 
company, are answered. These are: 
1. How to evaluate and examine the capability of a local small-sized company that 
wants to "go global" and what is the appropriate procedure to follow in order to 
achieve this. 
2. How to check and evaluate the validity of a global small-sized company that 
wants to maintain its competitiveness in a global market and what is the 
appropriate procedure to follow in such a case. 
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1.5 Guide to the structure of the thesis 
This thesis presents the research in nine chapters. 
Chapter One: Introduction 
This chapter begins with the nature of the research and explain the reasons behind 
selecting this topic. The objectives and aims of the research are presented in Sections 
1.2 and 1.3, while the personal aims behind choosing this research topic are presented 
in Section 1.4. Finally, the chapter concludes with an overview of the thesis' content. 
Chapter Two: Literature review 
This chapter concentrates on the past and current literature that relates to the theories 
and methods underpinning the research. The past and current organisation models that 
help management to achieve their global expansion goals are reviewed. The 
objectives of this chapter are, not only to provide all the information related to the 
activities and strategies of small-sized companies in a global context, but also to 
explore the feasibility of adopting organisational problem solving tools such as the 
Viable System Model (VSM), and especially the Viplan method. This chapter also 
outlines the importance of implementing Expert Choice software as a decision tool in 
the evaluation process. It concludes by highlighting the current drawbacks regarding 
the practices and knowledge of small-sized companies that this research seeks to 
address. 
Chapter Three: Model development 
This chapter begins by identifying those factors that have an influence on an 
organisation's international activities. Then, the five-stage global evaluation model is 
introduced. The purpose of each stage and the relationship between them, as well as 
the tools that are used, are explained. 
Chapter Four: Research methodology 
This chapter describes all the methods that are used in academic research. Afterwards, 
the research methodology that has been adapted by the author in order to build up and 
identify the research framework is described and justified in detail. The research 
methodology is divided into two main phases: the framing phase and the Global 
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Evaluation Model phase. The research method and data collection tools that have 
been used in each phase are described and examined. 
Chapter Five: Phase One: The framing phase (questionnaire results) 
This chapter analyses and discusses the data collected via the e-mail questionnaire in 
order to understand respondents' perceptions regarding their experiences in 
international markets. The chapter is organised into five main sections: the research 
techniques and procedures; the descriptive statistical analysis of the sample; the extent 
of the usage of market research; an analysis of the questions concerning the most 
influential factors that have an affect on the decisions of companies to expand; and 
finally the analysis and testing of the proposed research questions. 
Chapter Six: Questionnaire discussion 
This chapter evaluates the questionnaire results and the research findings that are 
identified and analysed in Chapter Five. The chapter also proposes the most important 
influential factors that help in developing a framework of the Global Evaluation 
Model (The model is presented in Chapter Three). 
Chapter Seven: Phase Two: The Global Evaluation Model 
This chapter evaluates the variables and methods that are used or affect the 
implementation of the Global Evaluation Model. (The model is presented in Chapter 
Three. ) The information required for completing the model framework was gathered 
from the literature survey chapter and questionnaire results (Chapter Five), and the 
from the discussions in Chapter Six in order to integrate these into the model 
framework. The chapter also proposes a framework of the Global Evaluation Model 
for evaluating and examining the activities of small-sized companies in order to 
diagnose and support the problem-solving process. 
Chapter Eight: Evaluation strategy (usability test) 
This chapter presents the evaluation strategy and the usability testing of the Global 
Evaluation Model in order to assess and demonstrate the use of the model and to 
achieve the research objectives. This chapter also reports on the cases studies carried 
out with three small-sized companies in Kuwait. The identified results and the 
9 
participants' feedback will be used to assess the current Global Evaluation Model and 
to give advice about the amendments that need to be made to the model. 
Chapter Nine: Conclusions 
This chapter presents the conclusions of the thesis. It summarises the research work 
and then demonstrates how this research contributes to the body of knowledge. Then, 
it shows the limitations of the research and the author's recommendations for further 
work. 
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Chapter 2: Literature Review 
2.1 Research area 
The purpose of this chapter is to discover all the literature relevant to this research and 
to critically assess its strengths and weaknesses with respect to small company 
globalisation. This thesis focuses on the practices and activities of small-sized 
companies in international markets. It is about developing a model framework to help 
owners and managers of small-sized companies to diagnose and solve problems and 
weaknesses in their practices in order to stay competitive when a decision is taken to 
expand into international markets. 
This chapter first offers a brief overview of globalisation that leads companies to 
change their structure and activities in order to meet global requirements. This is 
followed by a review of various perspectives on formulating global strategy and also 
presents major approaches to setting a strategy in the current literature. The key 
contributions and issues in the literature on global organisations are then traced and 
highlighted. Organisational structures and configurations, types and characteristics of 
small-sized companies, the motives and driving forces behind globalisation, and 
approaches used to identify and evaluate target markets will be discussed and 
reviewed as they appear in the literature. 
2.2 Globalisation 
The enormous growth, potential profits, and intense global competition in overseas 
markets motivate many organisations to examine their business practices and to 
evaluate how to meet the challenges economic globalisation has presented. As a result 
of this, top business managers are, or will be, forced to deal in the global marketplace. 
With current economic changes making international trade more accessible and 
increased technology making communication easier and faster, the issue of effectively 
implementing international marketing strategy is becoming increasingly important. 
Typically, a company starts competing internationally by entering just one or maybe a 
select few foreign markets. But, competing on a truly global scale comes later, after 
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the company has established operations in several continents and is racing against 
rivals for global market leadership. 
Before a company can organise itself globally, choices must be made, challenges must 
be met, and mind-sets must be altered. The organisational choices are directly related 
to the challenges that must be addressed: the greater the complexity of the challenges, 
the deeper the complexity of the required organisation (Galbraith, 2000). Managers 
have recognised that it is important to study and monitor continuously international 
markets in order to survive and gain competitive advantage. It has been argued that a 
global organisation's ability to survive in the real world market depends on whether it 
can compete effectively. However, when considering overseas markets, decision- 
makers face relatively complex strategic planning assignments in terms of assessing 
the external environment, market attractiveness and competitiveness, and internal 
organisational variables. These variables need to reviewed, monitored and forecast so 
that strategies can be developed with reference to the environmental conditions and 
restrictions. 
2.2.1 The global organisation 
In the era of globalisation, managers, consultants and researchers have all recognised 
that the study of industries, strategies and organisations in a global context needs to be 
regarded as the norm (Zou and Cavusgil, 1996). It has been argued that success or 
failure of a business in the twenty-first century will depend on whether it can compete 
effectively in the world market (Hax, 1989; Ohmae, 1989). Therefore, many 
companies want to examine their practices and evaluate their company's capabilities 
to meet global challenges. 
Robey et al. (1994) defined an organisation as a system of rules and a stream of 
activities designed to accomplish shared purposes. These rules can be identified by 
managers and researchers. In a complex, real-world market, organisations deal with 
countries, currencies, taxes, policies, languages, cultures, time zones, and an almost 
endless list of other factors. All the factors that influence these rules cannot be 
detailed precisely, however, because these factors vary from one region to another. 
Nikolenko and Kleiner (1996) emphasised that organisations are subject to a variety 
of constantly changing internal and external influences, such as organisational 
strategy and environmental conditions. Organisational structure should reflect the 
organisation's situation, for example, its age, size, type of production system, 
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dynamics, and the extent to which its environment is complex (Miller and Friesen, 
1984). 
Globalisation can be defined in several ways, depending on the level the organisation 
chooses to focus on; worldwide, a single country, a specific industry or even a 
particular line of business or function within a company (Govindarajan and Gupta, 
1999). Globalisation can be defined at the worldwide level as the growing economic 
interdependence among countries as reflected in the increasing cross-border flow of 
goods, services, capital and know-how. Globalisation at the level of a specific 
country, however, refers to the extent of the inter-linkages between a country's 
economy and the rest of the world. Kim and Lee (2001) defined globalisation as a 
process through which a company endeavours to gain competitive advantage by 
dynamically (i. e. over time) employing different "global strategic levers" (e. g. 
strategic dimensions such as configuration, coordination, market participation, 
competitive moves and so forth) on a global scale. Organisations can diversify freely 
in the related industries. They can diversify broadly or narrowly and whether they can 
enter the global market as a joint venture or an international subsidiary depends in 
each case on the organisation's situation. While Jones et al. (1998) defined global 
organisations as organisations that operate and compete in more than one country. 
Galbraith (2000) summarised global organisations through the Star Model, as shown 
in Figure 2.1. He explained that all four policies of the Star Model must be aligned to 
international strategy. Different strategies require different configurations of structure, 
processes, rewards and people practice. 
In the literature, many researchers have pointed out a number of factors that might 
influence each policy of the Star Model. These factors are called macro forces. These 
macro-forces are grouped as follows (Keuning, 1998; Vrontis and Veronti, 2001): 
a) Demographic factors: these factors are the physical size and the average height of 
the country's inhabitants. 
b) Economic factors: these factors are the local markets and their income per capita, 
and the importance of quality of lifestyle or the value of money. 
c) Socio-cultural factors: these factors consist of language, religion, ethnics, value, 
colour and customer perceptions. 
d) Technological factors: these factors concern whether the local market has 
sufficiently developed technologies to take full advantage of the product, the 
clock-speed measurements, and the limitations of the product life cycle (PLC). 
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e) Political and legal factors: these factors include local regulations, the restrictions 
of the host government, the country's political system, political threat, and 
national trade barriers. 
f) Physical environmental factors: these factors include such things as climate 
conditions. 
g) Competitive and market factors: these factors include, for example, pricing 
strategies, manufacturing costs of the product, the actions of rivals, the numbers of 
leader and follower companies, and the risk involved in the investment. 
These groups of macro forces are based upon scanning the organisation's external and 
internal potential and therefore, these macro forces will vary from one organisational 
environment to another. Also, the experience of the researchers or the managers who 
identify these factors could be helpful because the more training and practice they 
receive, the greater their ability to identify such factors. 
Figure 2.1: The Star Model (Source: Galbraith, 2000) 
2.2.2 Organisational structure 
The structure of an organisation refers to the formal way in which people and work 
are grouped into defined units. It determines where formal power and authority are 
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located. No one structure is best for every organisation. The best structure is the one 
that helps the organisation achieve its strategy (Galbraith et al., 2002). On the other 
hand, organisations cannot implement their strategies without a structure that supports 
the perspectives of organisational capabilities, power, workflow, e-commerce impact, 
complexity and consistency (Galbraith et al., 2002). There are a number of choices 
available to a multinational organisation (MNE) when deciding on an organisational 
arrangement, and a number of factors will influence this choice. Organisational 
structure has been defined in the literature in a number of ways. A very simple way 
of describing organisational structure differentiates between organisations on the 
dimension of centralisation and decentralisation (Ghoshal et al., 1994). A second 
approach categorises multinational corporations into "pure" structure, including 
worldwide function, international division, worldwide product division, geographic 
region, and matrix. The difference in these types lies primarily in the relationship of a 
foreign operation to the corporate head office (Habib and Victor, 1991). A third 
approach classifies organisational structure into functional, project and matrix 
categories. Each of these methods differentiates among organisations in terms of how 
tasks are allocated among organisational units and how the decision-making authority 
is specified. 
Multinational organisations have traditionally had a global structure (Rugman and 
Hodgetts, 1995). There are five basic types: 
a) Global product structure: this structural arrangement is one in which domestic 
divisions are given worldwide responsibility for product groups. This product 
division structure relies on the "profit centre" concept. In this structure, each 
product division is responsible for its output throughout the world. 
b) Global area structure: this is a structural arrangement in which primary 
operational responsibility is delegated to area managers, each of whom is 
responsible for a specific geographic region. In this structure, the individual 
product lines are subsumed within each geographic area. 
c) Global functional area: the global functional area is one that is built around the 
basic tasks of the organisation. Under this structural arrangement, the head of the 
production department is responsible for all domestic and international 
manufacturing. 
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d) Mixed structure: the mixed structure is a hybrid organisation design that combines 
the structural arrangements in a way that best meets the needs of the enterprise. 
Different businesses with different patterns of global demand, supply and 
competition demand different management structures. 
e) Matrix structure: a matrix structure is an organisational arrangement that blends 
two organisational responsibilities such as function and product structures, or 
regional and product structures. The functional emphasis provides attention to the 
activities to be performed, whereas the product emphasis provides attention to the 
goods that are produced. This structure is characterised by a dual command 
system that emphasises both inputs (functions) and outputs (products). 
However, if the organisation is small, a functional structure will probably be the most 
effective (Galbraith et al., 2002). A small organisation cannot afford to duplicate 
functions. Global organisations are complex as they balance many factors. These can 
be divided into four major and two minor groups (Bartlett and Ghoshal, 1989). The 
major factors are the level of international development, the amount of cross-border 
coordination, the activity of host governments in the economic process, and the 
diversity of the international business portfolio. The minor factors are the size of the 
market in the company's home country and the company's history and heritage in 
international business. Therefore, choosing the right organisation is a constant 
balancing of these factors. Many organisations prefer to embrace partial globalisation 
some businesses are globalised, while others are adapted to the local environment. 
In the literature, most of the research studies on the global market have focused on 
large companies and the way they conduct their business, resulting in a shortage of 
literature about the activities of the growing number of small and medium-sized firms 
(SMEs) that are active players in the global market. Surveys of the literature on 
internationalisation research identify a number of theoretical and practical 
inadequacies in terms of current theory's ability in describing behaviour of the smaller 
firm (Fillis, 2001). Analysis of the literature will show that internationalisation 
research originally focused on the activities of multinational enterprises before 
shifting attention to a certain extent to the behaviour of small and medium-sized 
enterprises (Fillis, 2001). SMEs constitute a substantial part of many economies of the 
world, including those of advanced and developed countries. For example, in the USA 
in 1992, only about 14,000 businesses out of a total of 5.711 million had more than 
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500 employees (US Small Business Administration, 1992). Naisbitt (1994, p. 13) 
noted in his book "The Global Paradox" that the bigger the world economy, the more 
powerful its smallest player. Big companies must break up to become confederations 
of small, autonomous and entrepreneurial companies if they are to survive. In the 
USA, the largest trader in the world, 50 per cent of exports are generated by 
companies with 19 or fewer employees. The same is true of Germany (Naisbitt, 1994; 
Lloyd, 1994). 
In the international business literature, global trade is often investigated in terms of 
firm size, international experience, the size of the home country market, product 
standardisation, transportability and management attitude toward international 
involvement (Calof, 1994; Ali et al., 2002). Firm size, however, is considered to be 
the most important factor that may influence export activities (Calof, 1994). It is 
generally assumed in economic and strategic literature that large firms enjoy a 
competitive advantage over small ones because they command more resources, they 
can control a higher market share, they can ride the experience curve faster, and they 
enjoy strong bargaining power with suppliers and customers (Agmon and Drobnick, 
1994). 
Recently, attention has focused on small and medium-sized firms within the global 
economy. The reduction of custom duties under the World Trade Organisation 
Agreement will provide opportunities for small and medium-sized firms to enter new 
markets and to improve their access to production technologies, among the other 
benefits of outward globalisation. Khouri (2001), a well-known economist in Amman, 
wrote a commentary for the Daily Star noting that, despite the increased attention to 
the promotion of small to medium-sized firms generally, world trade is still in favour 
of large firms because of financial, trade and host country aspects. In most Arab 
countries, incentives have been devised to encourage large, rather than small, 
enterprises. The advantage of the incentives system is mostly available to large 
companies (Davis and Keys, 1996). The tax incentives system, financing options and 
complex government regulations pose difficulties for small businesses when they do 
business internationally (Sisisky, 1989). 
The increase in competition in the international markets has been responsible for the 
need for small and medium-sized firms to engage in global trade, especially 
exporting. In the UK, policy-makers have been active in export promotion, and 
assistance is provided by the Joint Export Promotion Directorate (JEPD) and a variety 
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of private sector organisations (Crick and Chaudhry, 1997). However, empirical 
evidence (see, for example, Czinkota (1982) in the US and Pointon (1977) in the UK) 
suggests that approximately 20 per cent of the firms that are large in size, tend, in line 
with the Pareto effect, to contribute in the region of 80 per cent of export sales. This 
shows the willingness of two major nations which are involved in the global market to 
encourage successful export operations within them. 
A market research and analysis technique is a skilled activity mainly adopted by 
medium and large-sized companies because they have the resources and tend to be 
planners but small-sized companies find it difficult to adopt a formal market research 
study or any process to evaluate international markets because their resources and 
skills are limited (Goodman, 1999; Williams, 2003). Also, obtaining market 
information is another activity that could be used to assess the external environment. 
Market information is defined as any information which increases the knowledge base 
of the organisation in relation to customers, competitors and other external 
stakeholders. It covers both primary and secondary sources of information, as well as 
information gathered through various informal means including personal experience 
(Bradshaw and Burridge, 2001). Most studies of the development and export practices 
of small firms tend to highlight their lack of knowledge of market information as a 
major drawback. For example, Dodge et al. (1994) found `a lack of market 
knowledge' to be a major problem for small US firms and Poutziouris et al. (1999) 
highlighted a `lack of market research' and `poor knowledge of the competition' as 
significant inhibitors of small firm growth. Similarly, studies related to exporting 
highlight a lack of information on foreign markets (Aaby and Slater, 1989; Ford and 
Leonidou, 1991; Styles and Ambler, 1994) and uncertainties related to overseas rules 
and regulations (Bello et al., 1991; Moini, 1997) as major restrictions to overseas 
expansion. Small-sized companies often have limited financial resources and skills to 
perform processes of market research or obtain market information; also they do not 
have the time to perform such tasks because the driving force for most of these 
companies is opportunities (Goodman, 1999). 
The adoption of market information will help the decision-makers in small-sized 
companies to develop a strategic plan to compete effectively internationally because it 
is considered to be one of the most important factors influencing market orientation, 
with market orientation itself being a major determinant of successful performance 
(Slater and Narver, 1995; Han et al., 1998; Greenley and Foxall, 1998). Furthermore, 
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Sinkula (1994, p. 36) argues that ` the market research function in a small organisation 
... 
is sporadic and ad hoc' arguing that it is only `as organisations grow ... that they 
demand more unique and meaningful information'. Such companies could have many 
reasons for not carrying out market information analysis or market research before 
attempting to do business internationally. For example, they might be unable to afford 
the cost of hiring a professional market research agency, they may not know how to 
conduct in-house market information analysis, or they may not have the time to 
develop and carry out market information analysis. 
Owners and managers of small companies do not move into international markets 
because of ignorance, or fear, or both (Daniels et al., 1984). Therefore, small 
companies are likely to benefit in practical terms from appropriate market research or 
market information techniques. 
Goodwin and Wright (2004) identified the factors that affect how people make 
choices. These factors are: (i) the time available to make the decision, (ii) the effort 
that a given strategy will involve, (iii) the decision-maker's knowledge about the 
environment, (iv) the importance of making an accurate decision, (v) whether or not 
the decision-maker has to justify his or her choice to others and (vi) a desire to 
minimise conflict. The procedures to move into international markets could be easier 
for large companies because of the available financial resources, skills and experience 
that are needed for such an action. Also, within larger companies, the decision- 
making process will probably be a group activity and the risk-taking will be 
distributed among all. Within small-sized company, however, this risk would tend to 
rest with the owner-manager. This explains the reason why owners and managers of 
small-sized companies are cautious about moving into international markets. This 
may be because of ignorance about international markets, fear of the risks associated 
with this step, or both. One of the reasons that guides this research in the direction of 
diagnosing and understanding the behaviour of small-sized companies when a 
decision is being taken to expand into international markets is that generally small- 
sized companies have limited experience, financial and skill resources to carry out 
market research analysis and a decision evaluation as large companies do (Davis and 
Keys, 1996; Goodman, 1999; Williams, 2003). Therefore, small-sized companies are 
the ones that need more help by providing a clear and affordable procedure or model 
to help owners or managers of small-sized companies to identify weaknesses within 
their activities. 
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2.3 Company size 
Globalisation is a widely and extensively investigated research area. Many aspects of 
export activities can be investigated, as mentioned in Section 2.2.2, and firm size is 
considered to be one of the most important factors (Bennett and Robson, 2004; Calof, 
1994; Ali et al., 2002). The framework of this research has been designed to evaluate 
small businesses, the reasons for this focus having been mentioned earlier. Briefly, it 
is important to focus on the domain of small companies because to attempt to cover 
all sizes of firms would be too complex and cumbersome. It would also be more 
difficult to examine all the complexities associated with the alternatives of 
organisational types. However, the process that is used here in dealing with small- 
sized firms could be a basic process or procedure that could be formulated to work 
with other sizes of company if needed. 
In the literature, small companies are classified according to their ownership, 
technology, life cycle, reliance upon large firms, and customers' functions. Small- 
sized companies cannot, however, be defined in a single phrase because of the wide 
diversity of business carried out in the real market. In the United Kingdom, the most 
well known attempt to describe the key characteristics of small companies was made 
by the Bolton Committee in its 1971 report (Carter and Jones-Evans, 2000). 
Its definition stated that a small company is an independent business, managed by its 
owner or part-owners, and having a small market share. Small companies are also 
defined in the Companies Act, 1985 (amendment) regulations 2004. The law states 
that a company is `small' if it satisfies at least two of the following criteria 
(Brooksbank, 2000): 
"A turnover of not more than ¬ 2.8 million; 
"A balance sheet total of not more than ¬ 1.4 million; 
" Not more than 50 employees. 
In February 1996, the European commission adopted a communication setting out a 
single definition of small and medium enterprises (SMEs) and applied this across EU 
programmes and proposals with effect from January 1998, as illustrated in Table 2.1 
(Brooksbank, 2000). 
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Companies Micro Small Medium 
Maximum number of 
10 50 250 
employees 
Maximum annual turnover - 7 million Euros 40 million Euros 
Maximum annual balance 
- 5 million Euros 27 million Euros 
sheet total 
Maximum % owned by one, 
or joint by several, enterprise 
- 25% 25% (s) not satisfying the same 
criteria 
Table 2.1: European commission definitions of SMEs 
However, for statistical purposes, the Department of Trade and Industry (DTI) usually 
uses the following definitions: 
" Small firms: 0-49 employees (includes micro firms) 
9 Medium firms: 50-249 employees 
41 Large firms: over 250 employees. 
The definition of small firms that will be used in this research will be that used by the 
Department of Trade and Industry (DTI). The reasons for using this definition are: 
" Annual turnover and annual balance sheets are considered to be personal and 
private issues. To ask to for information on these would have a negative influence 
on the participation of the small firms in the study. 
" To make the evaluation clearer and the statistical analysis more simple. 
" The definition of UK firms cannot be applied to firms around the world, especially 
the turnover and the balance sheet total. 
2.3.1 Characteristics of small-sized companies 
Small-sized companies are not just scaled-down versions of large ones. They have 
some special characteristics that set them apart and make the process of management 
different from that of larger firms. These characteristics also make most small firms 
riskier than larger firms (Beaver and Prince, 2004; Bums, 1996; 2001; Goodman, 
1999; Lloyd-Reason and Mughan, 2002; Williams, 2003). Theses characteristics are: 
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1. One person (the owner/manager) has an overwhelming influence on the company. 
This means that business decisions will often become personal decisions and the 
logic of the balance sheet will not always apply. 
2. Most small companies are unlikely to be able to exert much influence on their 
market. They are price-takers in the classic economic sense and are likely to face 
significant competition. 
3. Some small companies suffer from their limited financial and technical resources. 
4. Small companies are likely to operate in a single market, or a limited range of 
markets, probably offering a limited range of products or services. 
5. Small companies are likely to be over-reliant on a small number of customers. 
Losing any customer constitutes a great loss and risk. 
6. Small companies are not public companies. This means that they often have 
problems raising capital and this can significantly constrain their choice of 
strategies. 
2.3.2 Types of small-sized companies 
Small companies are not homogenous. Each is different and has special characteristics 
so it is clearly dangerous to generalise small-sized organisations. Bums (1996) 
differentiated between two types of small company: the `life style' business and the 
`entrepreneurial' business. The `life style' business is a business that has been set up 
to provide the owner/manager with an acceptable income at a `comfort level' of 
activity. Once the level of activity is reached, management becomes a routine 
technical activity. There is probably little thought about strategic management unless 
things start to go wrong or if the market changes without the owner/manager realising 
it. The other type is the `entrepreneurial' business that is set up with the intention of 
growth (Bums, 1996). In this case the owner/manager is far closer to the classic 
concept of the entrepreneur where a new product or service, which differs 
significantly from products or services offered elsewhere, is marketed (Deakins and 
Freel, 2003). 
Value Added Tax (VAT) data also distinguish between small companies as sole 
traders, partnerships and limited companies (Burns, 1996; 2001; Devins et al., 2002; 
Hillary, 2000). The Bolton Committee researchers in the UK classified small 
companies according to their reliance upon large companies (Stanworth et al., 1995). 
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The small companies that were classified by the Bolton Committee (Bolton, 1971) 
are: 
1. "Marketeers": those companies which actually compete in the same or similar 
markets as large companies (examples are computer software companies and 
restaurants). 
2. "Specialists": those companies which carry out functions that large companies do 
not find it economic to perform at all, though they may include large companies 
amongst their customers (examples are repair and maintenance businesses in the 
building industry and special retail outlets such as bookshops). 
3. "Satellites": those companies where the small company is highly dependent upon 
a single larger business for the majority of its trade. The degree of dependence 
may be even greater if the larger customer actually designs the product or service 
and merely subcontracts its manufacture or supply as in the case of franchises. 
There are other forms of small company such as franchise businesses which allow the 
running of a business with less risk. There are two types of franchising: a distributor 
and a licence to manufacture (Barrow, 1996). A venture capital company is another 
type of small business that attracts investors to support its future development and 
profitable growth (Murray, 1996). There are also small companies which operate as 
entrepreneurs within existing large organisations; these are called "Intrapreneurs". 
These are like entrepreneurs in that they take risks to make new ideas and innovations 
happen. However, unlike entrepreneurs, where the time and capital of the 
entrepreneur is placed at risk, Intrapreneurship will often take the large organisation 
into new products and markets and away from their established core businesses. 
Therefore, an intrapreneur can be said to be an employee of a large organisation 
(Jones-Evans, 2000). 
It seems clear that the uncertainty faced by a large company will be considerably less 
than that faced by a small company which, in turn, is likely to face less uncertainty 
than the individual entrepreneur. There are three different forms of uncertainty which 
the entrepreneur faces: market uncertainty, customer uncertainty and aspirational 
uncertainty (Storey and Sykes, 1996). Each area of uncertainty is associated with 
certain influential factors. Firstly, market uncertainty is associated with a small 
company's lack of market power and the risk of competing with large companies. 
Secondly, customer uncertainty is associated with customer need and customer 
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control and thirdly, aspirational uncertainty is associated with the aspirations, 
motivations and abilities of the owner/managers of such businesses (Storey and 
Sykes, 1996). 
Uncertainty factors facing small companies are an extremely important issue because 
the strategy objectives of small companies are generally designed according to one 
man's experience, knowledge and decisions. Therefore, the owner/manager's short- 
term considerations, such as bank loans, inevitably take priority over long-term issues 
such as training (Storey and Sykes, 1996). Researchers believe that there are three 
ways to deal with uncertainty: preventing it, forecasting it or dealing with it when it 
occurs (Mintzberg, 1983). The owner-manager of a small company is the one 
responsible for the business decisions that are made in order to face uncertainty. If a 
poor business decision is made, it could lead the company to go out of business. The 
business decisions of small companies, therefore, depend on the owner's/manager's 
personal ability, personal background, experience and capability. 
Owners-managers come from diverse backgrounds in terms of education levels, 
management styles, business experience, personal backgrounds and motivational 
factors. These influential factors combine to form an owner's/manager's ability to 
manage the company. A body of literature has considered the nature of small 
company performance in terms of the personal characteristics (e. g. education), 
motivations, objectives and practices of the entrepreneurs who create and develop 
these companies (e. g. Beaver and Prince, 2004; Begley and Boyd, 1987; Cragg and 
King, 1988; Hornaday and Wheatley, 1986; Glancey et al., 1998; Miller and 
Toulouse, 1986; Storey, 1994). 
Burns (1996) emphasised that the business decisions of small companies will often 
become the personal decisions of the owner/manager. Therefore, strategy can be seen 
as an output of the input of the owner's/manager's characteristics and background 
experience. However, the owner's/manager's characteristics are a result of many 
factors that form the uniqueness of this personality. Therefore, it is hard to 
differentiate among small companies by using the criterion of the owner's/manager's 
characteristics because it will be hard to cover and clearly define the full spectrum. 
Also, the limited capability of the small company to cope with uncertainty could be 
reflected in the design of its business strategy based on awareness about the threats 
from the real outside world. 
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In this research two key factors will be focused on in order to differentiate between 
the strategies of small companies. These are the owner's/manager's characteristics 
and the uncertainty factors. These two factors are tightly related to each other since 
greater insight and knowledge on the part of the owner/manager of the small company 
will result in a better strategy decision. Also, the better a company copes with forms 
of uncertainty, the lower the risk of the strategy decision. The types of small 
companies are numerous, however, and it is hard to draw lines between them because 
of the issue of the owner's/manager's personal characteristics and changes in the 
small company's flexibility with respect to time, customer need, market 
circumstances, etc. Finally, small companies will be differentiated according to forms 
of uncertainty. The main uncertainty factors are as follows (Storey and Sykes, 1996): 
1. Market power uncertainty. 
2. Risk of competing with large-sized companies. 
3. Uncertainty of customer needs and customer control. 
4. Uncertainty of owner's/managers' aspiration, motivation and abilities. 
2.3.2.1 Market power uncertainty 
Small-sized companies suffer from lack of market power. The large-sized company is 
much more likely to be able to influence price because its market share is likely to be 
higher. Even if its share in a particular market is small, the large-sized company can 
constitute a much more credible threat to companies in that market than a smaller 
company through its ability to enter a market and to compete on the grounds of low 
prices (Storey and Sykes, 1996). However, small-sized companies working within 
large-sized companies can overcome such financial concerns and lack of resources. 
2.3.2.2 Risk of competing with large-sized companies 
Large-sized companies tend to be better able than their smaller counterparts to absorb 
risk and uncertainty (Johnson et al., 2000). Small-sized companies cannot compete 
with large-sized companies in their market. However, they can compete effectively 
with large companies if they know "when and where" to compete for the business 
(Wood, 2001). As a matter of fact, small-sized companies may have certain 
advantages over large-sized companies: for example, they are better at selling to a 
small number of sophisticated customers who need frequent change or specialised 
products and who are willing to pay a price premium (Agmon and Drobnick, 1994); 
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they can demonstrate entrepreneurial dynamism, internal flexibility and 
responsiveness to changing circumstances; they can be more responsive to customer 
demands (Wood, 2001); they are often more technologically innovative (Stock et al., 
2001; Ali et al., 2002); and they frequently have little bureaucracy so decisions can be 
made within a shorter period of time (Interview with Mr. Alan Wheeler - see 
Appendix A). 
2.3.2.3 Uncertainty of customer needs and customer control 
A number of studies of smaller companies have shown that many smaller companies 
have no more than a handful of key customers, and a number have only one customer 
(Storey and Sykes, 1996). Such companies suffer badly from losing a single customer 
and many cannot stand to lose a good customer since losing this custom may lead to 
business failure. Small-sized companies may be under the control of their 
customer(s), especially if the customer is a large-sized company or is particularly 
important. An important customer may control the design and production process, the 
product price, the quality measurements, etc. 
Because small-sized companies are often dependent on a small number of customers, 
this can produce a permanently high risk. Also, innovation, creativity and flexibility 
are important features of small-sized companies; these need to be carefully evaluated 
with regard to customer satisfaction and need to be considered as success factors. 
Therefore, small-sized companies need to search carefully for target markets and 
customers. 
2.3.2.4 Uncertainty of owners'/managers' aspirations, motivation and abilities 
This type of uncertainty is the reflection of the diverse aspirations, motivation and 
abilities of the owners/managers of small-sized companies. The aspirations of small- 
sized companies could be a result of the uncertainties of economic life. This reason 
could reflect the nature of the uncertainties facing the small entrepreneur and could be 
linked to certain motives such as the desire to be self-employed or the fact that an 
owner/manager does not want to jeopardise the continued development of the initial 
company (Storey and Sykes, 1996). 
The owners/managers of small-sized companies, as the key players in initiating a 
business, vary in the way they interact and deal with uncertainties. Culture, 
experience and other facets of personal background may affect the interpretation of 
26 
outside threats and uncertainties; short-term and long-term business targets are also 
major and complex issues usually facing owners/managers whenever there is a 
decision to make. For example, when the owner/manager needs to adopt a long-term 
plan to minimise risk and uncertainty, this could lead to damaging some of the short- 
term issues such as annual and monthly payments. 
The motivation of owners/managers to start a new business could be the result of 
positive or negative factors. Positive factors are those associated with the desire for 
"entrepreneurial aspiration" on the part of nascent entrepreneurs: for example, a desire 
to be independent, to be their "own boss" and to achieve a growth business. Negative 
factors could be associated with discrimination of alternative employment 
opportunities (Deakins and Whittam, 2000). However, the entrepreneur has to balance 
short-term risks against long-term risks (Das and Teng, 1997). 
2.3.3 Uncertainty factors in the proposed small-sized companies 
The four factors of uncertainty are important in identifying types of small companies. 
They are used in this research to differentiate between small-sized companies. 
Therefore, based on the definitions and characteristics of small-sized company types 
evaluated in the literature (Beaver and Prince, 2004; Barrow, 1996; The Bolton, 1971; 
Bums, 1996; Burns and Harrison, 1996; Castrogiovanni and Justis, 1998; Cooper, 
2000; Deakins and Whittam, 2000; Gibb, 1988; Jones-Evans, 2000; Murray, 1996; 
Sapienza; 1992; Stanworth and Purdy, 2000; Stonehouse et al., 2000; Storey and 
Sykes, 1996) and the evaluation of the four factors of uncertainty that were described 
earlier, the author came to a view that the types that have been selected in this 
research in an attempt to cover the full spectrum of small-sized companies are: 
1. Life-style companies. 
2. Entrepreneurial companies. 
3. Venture capital companies. 
4. Franchising/licensing. 
5. Intrapreneurial companies. 
2.3.3.1 The life style companies 
The life style company is a very simple business strategy that an owner/manager has 
set up to provide an acceptable income at a "comfort level" of activity. Once that level 
of activity is reached, management becomes a routine, tactical activity. There is 
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probably little thought about strategic management, unless things start to go wrong 
and the most likely thing to go wrong is that the market changes without the 
owner/manager realising it (Bums, 1996; 2001). 
2.3.3.2 The entrepreneurial companies 
The `entrepreneurial' business is set-up with an intention of growth (Burns and 
Harrison, 1996). The strategy of the business is the creation of a new product or 
service which differs from products offered elsewhere in the market. Innovation is the 
driving force of the business. These types of company are not easy to manage and are 
extremely risky. Most will probably not survive without encountering at least one 
crisis that will threaten their survival. Effective strategic management is vital if the 
company is to develop (Bums, 1996). Entrepreneurial companies at start-up are often 
characterised by uncertainty in terms of outcomes, success, failure and survival 
(Deakins and Whittam, 2000). 
There are four types of entrepreneurial companies based on the occupational 
background of the entrepreneur or owner/manager of the small-sized company. These 
types are (Cooper, 2000): 
1. Research entrepreneur: 
Research entrepreneurs have technical expertise and a little management 
experience. Due to their technical strength, they provide the technical vision of the 
business but their level of links to suppliers and customers is extremely limited. 
2. Producer entrepreneur: 
The producer entrepreneur has an industrial background that is of benefit in terms 
of direct commercial experience and in combining both technical and management 
skills. Such company-based experience makes it likely that he/she has extensive 
business related contacts with suppliers and customers. 
3. User entrepreneur: 
The user entrepreneur has technical sales and marketing experience. Due to the 
lack of technical design and development expertise, the sales experience of such 
owners/managers is highly valuable to the business and it is important that this is 
employed in working closely with customers. 
4. Opportunist entrepreneur: 
The opportunist entrepreneur has no technical background but has spotted a gap in 
the market. However, such entrepreneurs have little or no previous experience in 
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the field and are entering into relatively unknown territory. Their knowledge of 
the market, customers and suppliers is either acquired from their business partners 
or developed as they go along. 
As the rate of change in technology is increasing and the cost of R&D is escalating, 
companies are adopting more innovative strategies. Large-sized companies are 
developing partnerships with small-sized companies whose specialist input and 
technical base complements their capabilities and resources to work in a corporate 
mode (Cooper, 2000). This type of entrepreneurial company will carry out functions 
that large companies do not find it economic and/or feasible to perform. 
2.3.3.3 The venture capital companies 
Venture capital is not a modem phenomenon. Throughout the ages, rich individuals 
and money managers have invested respectively in commercial and trading 
opportunities. Venture capital in its widest sense is the investment of equity capital in 
unquoted companies to support their future development and profitable growth 
(Murray, 1996). 
Venture capital companies act as agents on behalf of their investors with a 
responsibility to identify and execute attractive investments which will make 
economic returns commensurate with the risks and illiquidity of investing in young 
and growing unquoted enterprises (Murray, 1996). However, Sapienza (1992) argues 
that venture capital companies are more likely to add `innovator' entrepreneurs who 
are seeking a long-term partner, than exclusively a new source of finance. Therefore, 
a venture capital approach is only suitable for companies able to demonstrate super- 
normal growth and profitability. Venture capital companies may be classified by three 
criteria (Murray, 1996): 
1. Ownership of the venture capital operation. 
2. Investment focus of the fund(s). 
3. Venture capital management behaviour / investor relationship. 
Venture capital users could range from the technology entrepreneur tentatively 
seeking seed capital finance to the established company seeking additional finance for 
a specific product or market opportunity (Murray, 1996). The future for investee 
applicants is that about one proposal in twenty is accepted by the venture capital 
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industry (Murray, 1996). The BVCA (1993) categorises eight investment stages of 
interest to individual venture capital companies (although it emphasises that the last 
two categories are not strictly stages): 
1. Start-up. 
2. Other early stage. 
3. Expansion financing. 
4. Secondary financing. 
5. Management buy-out. 
6. Management buy-in. 
7. New investment. 
8. Follow-on investment. 
2.3.3.4 Franchising / licensing 
Franchising is similar in concept to licensing. In licensing, the licensor (the licence 
holder) allows the licensee to use a piece of intellectual property such as a brand 
name, a formulation, recipe or similar. In franchising, the franchiser allows a 
franchisee, possibly in a foreign country, to use an entire business idea, including a 
brand, an `image' (if appropriate) and a set of procedures and systems that have 
proven themselves to have worked previously by the franchiser (Stonehouse et al., 
2000). Franchising can be defined as consisting of a contractual relationship between 
a franchisee (usually taking the form of a small business) and a franchisor (usually a 
larger business) in which the former agrees to produce or market a product or service 
in accordance with an overall `blue-print' devised by the franchisor (Stanworth and 
Purdy, 2000). Because franchisors generally seek tight control over their franchisees, 
Barrow (1996) describes franchising as something of a halfway house, lying 
somewhere between entrepreneurship and employment. It holds many of the 
attractions of running a small business while, at the same time, eliminating some of 
the more unappealing risks. There are two types of contractual relationship between 
the franchisee and franchisor: a distributorship and a licence to manufacture. 
Licensing can be defined as a contract in which a licensor provides licensees with 
broad access to one or a set of technologies or know-how in return for financial 
compensation. Typically, the licensee has right to produce and market a product 
within an agreed area in return for loyalties (Stonehouse et al., 2000). Franchising and 
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licensing companies differ from other types of company in three important respects 
(Castrogiovanni and Justis, 1998): 
1. Geographic dispersal of organisational units. 
2. Replication across units. 
3. Joint ownership. 
2.3.3.5 The intrapreneurial companies 
Intrapreneurship involves taking risks, like entrepreneurial small companies, while 
making new ideas and innovation happen. However, unlike entrepreneurial small 
companies, where the time and capital of the entrepreneurial companies is placed at 
risk, the intrapreneurial company will often take a large organisation into new 
products and markets away from their established business (Jones-Evans, 2000). 
Therefore, the intrapreneurial company is an employee of a large organisation that has 
the entrepreneurial qualities of drive, creativity, vision and ambition, but which 
prefers, if possible, to remain within the security of an established core company 
(Gibb, 1988). 
2.3.4 Motives of small companies to enter global markets 
Many of those arguing for their own favoured approach to strategy and change do so, 
either explicitly or implicitly, on the basis of their perception of the nature of the 
environment in which organisations operate (Dunphy and Stace, 1988; French and 
Bell, 1984; Mabey and Mayon-White, 1993; Stacy, 1996; Wilson, 1992). Strategy 
formulation can be a choice of an outcome of the context in which an organisation 
operates. This choice is a process whereby an organisation makes a decision regarding 
change. The motive for this choice can be a reactive or a proactive motive to 
environment and market issues. The reactive motive may be the result of defensive 
reasons (Malhotra et al., 1998). On the other hand, proactive motives may be linked to 
increasing economies of scale or gaining a resource advantage. 
George Yip, author of "Total Global Strategy: Managing for Worldwide Competitive 
Advantage", emphasised in his interview with Bruce Lloyd (1996) that there are four 
globalisation drivers: market, cost, government and competition. From these four 
elements a further 20 factors were identified within those four drivers, some of which 
favour globalisation and some of which do not. Reid (1984) on the other hand, 
considered that market saturation creates incentives for firms to seek more profitable 
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opportunities for their valuable productive resources. A reduction in sales potential 
creates a stimulus for appraising new opportunities while, at the same time, releasing 
resources for accomplishing such a strategy. Also, an organisation's decision to 
initiate foreign market involvement often arises when domestic markets no longer 
provide adequate economies of scale effects and scope. As an example, Kim and Lee 
(2001) presented a paper concerning two Korean carmakers: Daewoo and Hyundai. 
The two carmakers were direct competitors in the Korean automobile industry and 
this competition has affected and forged the firms' globalisation strategies to a great 
extent. Kim and Lee mentioned in their paper that Daewoo focused on achieving 
economies of scale by targeting the East European market for its overseas capacity 
expansion vis-ä-vis Hyundai's. Likewise, Hyundai's globalisation strategy, export 
supported by technological advancement, was driven by an implicit assumption of its 
competitive advantage vis-ä-vis Daewoo's. So, the shift toward greater 
competitiveness is encouraging companies to engage in the imperative of international 
and global marketing (Morgan, 1999). 
In reviewing the literature concerning motives for entering global markets, various 
factors have been identified in previous studies. Recently, Katsikeas and Piercy 
(1993) categorised motives into several broad areas: decision-makers' characteristics, 
firm-specific factors, environmental factors, firms' characteristics and ongoing export 
motives. Changes in technologies, the market place, information systems, the global 
economy, social values, workforce demographics, and the political environment all 
have a significant effect on the processes, products and services produced (Church et 
al., 1996). Electronic mail, facsimile transmission, tele and video-conferencing have 
made it possible for people within and across organisations, spread over vast 
geographical distances, to share information instantly. This technological 
development motivates firms, especially small and medium-sized firms, because these 
types are most concerned about reducing the cost of moving goods. Graham (1999) 
reported that small businesses considered freight cost as a major reason for export 
rejection. 
Globalisation of a given business generally is a multi-stage process. Many phases are 
gone through before a company can be called a truly global company (Srinivas, 
1995). These stages may be designated as domestic, export, international and global. 
The factors that motivate businesses are usually the same but the effect of these 
factors on small and medium-sized companies is different than its impact on large 
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companies (Graham, 1999; Taylor et al., 2000). For example, the host government 
restriction is usually in favour of large companies. As previously mentioned, motives 
can be categorised as being either proactive or reactive in nature (Czinkota, 1982; 
Johnston and Czinkota, 1982; Pavord and Bogart, 1975). Alternatively, a motive can 
be categorised as one involving managers to initiate overseas activities or one 
maintaining existing overseas activities (Crick and Chaudhry, 1997). In general, 
however, the main factors for small-sized companies concerning motives for 
globalisation could be one or more of the following (Alexander and Myers, 2000; 
EPAC, 1995; Graham, 1999; Hoffman and Schniederjans, 1996; Koch, 2001; 
Morgan, 1999): 
1. Technological improvements which lower the transaction costs associated with 
conducting commerce across international boundaries and which have had a major 
impact on the structure of the global economy (EPAC, 1995). 
2. A greater global outlook at firm level relates to firms in the manufacturing sectors 
which, in developed countries, are the driving force; the movement of production 
facilities to locations with lower wages and which are also closer to growing 
markets; and the response to the slow growth of markets and high costs in the 
home country (Graham, 1999). 
3. Government policy initiatives in both developed and developing countries have 
resulted in reductions in production for manufacturing industries which have led 
to a relocation of production facilities (Graham, 1999). 
4. Rapid growth in the region. 
5. Increasing levels of international competition. 
6. Lack of domestic businesses. 
7. Looking for new markets. 
8. The prospect of good business opportunities. 
9. Success and reputation in the domestic market. 
10. The reduction of tariffs and custom duties under the World Trade Organisation 
agreements. 
11. The availability of resource accessing and taking advantage of a foreign country's 
incentive systems, together with an easing of product regulations in the target 
market. 
12. Product / service competitive advantages (design, suitability, quality, variety, 
price, uniqueness and size). 
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13. Shorter product life-cycle. 
14. Shorter lead-time to market. 
15. Available production capacity. 
16. Accumulated unsold inventory. 
17. Economies of scale resulting from additional orders. 
18. Availability of foreign market information. 
19. Increased domestic competition. 
20. Export promotion programme. 
21. Profit and growth opportunities abroad. 
22. Saturated domestic market. 
23. Declining domestic sales. 
24. Opportunities to increase the number of country markets and reduce the market- 
related risk. 
25. Managerial urge. 
26. Geographical location advantage and local infrastructure. 
27. Availability of financial resources locally or abroad. 
28. Low cost of manufacturing. 
29. Following competitors and customers. 
30. Scarcity of financial resources locally. 
31. Agreement with foreign companies. 
32. Innovative capabilities. 
33. Human potential. 
2.3.5 Reasons why small -sized companies may reject entry to global markets 
There are also, on the other hand, several reasons why some small-sized companies 
may reject entry to global markets. These reasons could include (Burns, 1996; 2001; 
Davis and Keys, 1996; Graham, 1999): 
1. The change is too expensive. 
2. They feel that they are too small for the export business. 
3. They are concerned about the freight cost. 
4. They have insufficient knowledge about the overseas market. 
5. They had insufficient time to develop a global market strategy. 
6. They had insufficient technological and financial resources. 
7. Government assistance is lacking. 
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8. They have had a bad past experience in global markets. 
9. The owner/manager is only concerned with earning an acceptable income at a 
`comfort level' of activity. 
10. They are not managed by an entrepreneurial owner/manager. 
2.3.6 Advantages of small-sized companies overlarge companies 
In the literature, it is noted that large companies enjoy a competitive advantage over 
small ones because small companies often find the initial entry into the international 
scene difficult. However, the effect of the many new government assistance 
programmes has contributed to growth in overseas markets (Delphos, 1990). Several 
research studies have also demonstrated a significant positive association between 
company size and profit, from which researchers have concluded that there is a causal 
relationship between size and profitability. 
In his study, Liu (1995) reveals that large and extra large companies show better 
profit performance than medium-sized firms. However, studies show that key success 
factors in all industries change as the industry evolves. Small and medium-sized 
companies can compete effectively with large-sized companies but they have to know 
when and where to compete for the business (Wood, 2001). As a matter of fact, small- 
sized companies have the following advantages over large companies (Agmon and 
Drobnick, 1994; Bums, 1996; 2001; Davis and Keys, 1996; Drago, 1998; Graham, 
1999, Ali et al., 2002; Miller and Friesen, 1984; Mintzberg, 1983; Stock et al., 2001; 
Wood, 2001): 
1. They are better at selling to a small number of sophisticated customers who need 
frequent change or specialised products and who are willing to pay a price 
premium (Agmon and Drobnick, 1994). 
2. They function better in an environment characterised by fluctuating demand than 
in a stable environment. 
3. They are more responsive to customers because their staff are empowered to 
"break the rules" to meet customer demands (Wood, 2001). 
4. They are more flexible than large companies to compete on cost. 
5. The increased demand for custom-made products provides small and medium- 
sized companies with greater opportunities in niche markets. They have more 
potential for growth through niche strategy. 
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6. Small and medium-sized companies are more technologically innovative than 
large companies, at least in a dynamic context (Stock et al., 2001; All et al., 2002). 
7. At a management level, small-sized companies have little bureaucracy and 
undertake more risk-taking. 
8. Small-sized companies have effective internal communications. 
9. Decisions in large companies are time-consuming but in small companies these 
decisions can be made within a short period of time. 
2.3.7 Disadvantages of small-sized companies over large companies 
Large companies, however, have certain advantages that small-sized companies do 
not possess, originating from the large size of the company itself. Thus, the 
disadvantages of small-sized companies are (Agmon and Drobnick, 1994; Bums, 
1996; 2001; Davis and Keys, 1996; Drago, 1998; Graham, 1999; Ali et al., 2002; 
Miller and Friesen, 1984; Mintzberg, 1983; Stock et al., 2001; Wood, 2001): 
1. Insufficient financing and development of capital from financial institutions. 
2. The weight of tariff burdens is relatively heavier on small companies than on large 
companies. 
3. Initial entry into the environmental scene is difficult. 
4. Fear from intense foreign competition. 
5. Lack of tax incentives. 
6. High probability of the existence of language barriers. 
7. Lack of international experience. 
8. Lack of multilingual managerial personnel (Barrett and Wilkinson, 1985). 
9. Lack of formal management skills. 
10. Lack of time and resources to create and maintain external relationships. 
11. Inability to attract high-level technical skills. 
12. Inability to support R&D because it is too costly for small-sized companies. 
13. They cannot spread risks over several products. 
14. Lack of technological resources. 
15. Shortage of capital. 
16. Lack of qualified consultant advice within the company. 
17. Inability to adopt and implement "the marketing concept" to as high a degree as 
with large firms (Liu, 1995). 
18. Small-sized companies are less market-orientated than large companies. 
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2.3.8 Global success factors for small-sized companies 
In the new world order, the factors that are necessary for a firm to stay competitive 
are operational flexibility, swift strategic responses, sustained effort, high level of 
energy and continuous renewal (Srinivas, 1995). In the literature, there are many 
success factors and recommendations to establish understanding and insight about the 
important measures that small-sized firms need to take in trading internationally. 
Davis and Keys (1996) emphasise in their survey that the success factors in "going 
international" submitted by companies in their research sample are: 
1. Responding to the global challenge. 
2. Conducting research prior to selecting the market. 
3. Choosing an initial market. 
4. Mastering the language and culture of their customers. 
5. Choosing distribution channels in target markets. 
6. Selecting financial arrangements with customers. 
7. Establishing long-term relationships with clients. 
8. Gaining general advice concerning the decision to "go global" from successful 
exporters, qualified consultants, government agencies or banks. 
9. Setting-up strategies (management, financial, staffing, market and product 
positioning). 
10. Acquiring innovation and flexibility of the firm to the market. 
2.4 Classification of strategies 
Interest in global strategies has been strong in the last two decades. Numerous 
perspectives have been proposed to examine the issue, and so have numerous 
prescriptions for businesses facing global competition. On the one hand, these 
perspectives have enriched our understanding of the complexity of competing 
globally. On the other hand, the diversity of perspectives creates a great deal of 
ambiguity and confusion about how to compete worldwide, about the definition of a 
global strategy, about why a business chooses a global strategy, and about the 
implication of that choice (Zou and Cavusgil, 1996). 
The word "strategy", which derives from the ancient Greek word "State-gos", 
meaning "The art of the general, " has since taken on a variety of broad and often 
ambiguous meanings. Galbraith and Kazanjian (1986) define an organisation's 
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strategy as the fundamental pattern of present and planned resource deployments and 
environmental interactions that indicate how an organisation will achieve its 
objectives. Porter (1996) defined strategy as the creation of a unique and valuable 
position, involving a different set of activities while Yip (1989) defined a global 
strategy as having five dimensions: global market participation; product 
standardisation; concentration of value-adding activities; uniform marketing; and 
integrative competitive moves. He contended that a global strategy must match the 
globalisation potential of the industry as defined by the cost, market, government and 
competitive environments. So, in order to compete successfully, a company must 
utilise the performance criteria of cost, quality, delivery, flexibility and reliability 
(Wainwright, 1995). 
Competitive Advantage 
Lower Differentiation 
Broad 
Target 1. Cost leadership 2. Differentiation 
Narrow 3a. Cost Focus 3b. Differentiation 
E Target Focus 
Figure 2.2: Porter's generic strategies (Source: Porter, 1985) 
According to Porter (1985), a firm must make a choice from among these to gain 
competitive advantage. A firm that engages in each one of the generic strategies 
mentioned below and shown in Figure 2.2, but fails to achieve any of them is "stuck 
in the middle" (McNamee, 1992; Mintzberg et al., 1998). These strategies are 
described below: 
1. Cost leadership. This strategy aims for the firm to be the low-cost producer in an 
industry. This strategy is realised through gaining experience, investing in large- 
scale production facilities, using economies of scale, and carefully monitoring 
overall operating costs. 
1. Cost leadership 2. Differentiation 
3a. Cost Focus 3b. Differentiation 
Focus 
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2. Differentiation. This strategy involves the development of unique products or 
services, relying on brand/customer loyalty. A firm can offer higher quality, better 
performance or unique features, any of which can justify higher prices. 
3. Focus. This strategy seeks for the firm to serve narrow market segments. A firm 
can focus on a particular customer group, product lines or geographic markets. 
Table 2.2 describes a collection of firms within an industry. These collections are 
called the generic strategy group (Porter, 1980; Mintzberg et al., 1998). Strategy 
classifications are a selection of different strategy process models which have been 
developed over the years. The focus of strategy research is shifting away from 
identifying drivers of organisational success towards maximising the change potential 
of an organisation (Feurer and Chaharbaghi, 1997). Mintzberg argues that the role of 
strategists has to change from that of planners and strategy finders, knowledge 
generators and catalysts of change, and that strategic planning must be replaced by 
strategic thinking (Mintzberg, 1994). 
Miles and Snow (1978) classified corporate behaviours into four strategic categories 
which they labelled defenders, prospectors, analysers and reactors, each with " its 
own unique strategy for relating to its chosen market(s), " as well as its related 
"particular configuration of technology, structure, and process" (Burnes, 1997; Miles 
et al., 1978). Miller (1990), however, classified strategies into four "trajectories": the 
focusing trajectory, the venturing trajectory, the inventing trajectory and the 
decoupling trajectory. Trajectory is defined as the process in effect of an 
organisation's "career path" and comprises an organisation's past actions and 
proposed future direction (Burnes, 1997). There are many other approaches such as 
Whittington's four generic approaches, Ansoff s approach, the Sokol approach, and 
many others. 
Successful strategies are crafted and realised through a process of creativity and 
innovation involving all the skills, expertise and genius that are available throughout 
the organisation. In order to understand an organisation's desire to go global, Miller's 
Four Trajectories' approach, the Double Helix approach, Mintzberg's Pentagon of 
Forces and Forms, and Miles' and Snow's approach have been selected. These 
approaches will be identified and reviewed; however, it must be pointed out that 
strategy approaches do not end at four. 
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Strategy Description 
classifications 
Niche players Ilighly differentiated, usually by quality or design, with narrow scope 
core businesses, like the Economist magazine. 
Pioneers Very focused scope and highly innovative designs, first mover, as with 
certain film companies. 
Local Undifferentiated strategies in a particular geographic niche, like the 
producers national post office. 
Dominant "Heavy" cost leaders, whether resource producers upstream or mass 
firms marketers further down, with wide scope and often vertically integrated, 
like General Motors. 
Me-too firms Like the dominant firms but not dominants, with copycat strategy. 
Worldwide Heavy on marketing, producing, and selling in individual markets 
replicators around the world, likes Coca-Cola. 
Professionals Providing established professional services to customers, such as 
consulting firms. 
Thin Filling huge, occasional contracts for customers, usually anywhere in 
producers the world, involving extensive design innovation and complex 
technology, like Boeing. 
Rationalizers So-called "global firms" that distribute production "mandates" around 
the world while selling to large segments on a wide geographic basis, 
like IKEA. 
Crystalline Highly diversified, with wide scope and many products differentiated by 
diversifiers or design, mostly created through internal development around core 
network firms competences as in 3M. 
Conglomerates Often made up of unrelated diversification by acquisition of dominant 
firms. 
Table 2.2: Generic strategy groups 
2.4.1 Miller's Four Trajectories 
Miller (1990) classified strategies, based on research of more than one hundred such 
outstanding companies, into four "trajectories": the focusing trajectory, the venturing 
trajectory, the inventing trajectory and the decoupling trajectory, as illustrated in 
Table 2.3. These companies extend and amplify the strategy to which they credit their 
success. Productive attention to detail, for instance, turns into an obsession with 
minutiae; rewarding innovation escalates into gratuitous invention; and measured 
growth becomes unbridled expansion (Miller, 1990). 
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Craftsman Builder Pioneer Salesman 
Expansion Differentiation Market Strategies Quality Leadership Diversification 
via Innovation Differentiation Acquisition 
Scope Focused Broad Focused Broad 
Strategic Stable Dynamic Dynamic Stable 
Change 
Key Goals Quality Growth 
Technical Market Share Progress 
Dominant 
Operation, 
Production & Finance 
Research & Marketing 
Department i E i Development neer ng ng 
Bureaucracy - Divisional Organic Divisional Structure 
many control Profit Centres Flexible Bureaucracy 
Trajectory Focusing Venturing Inventing Decoupling 
Destination Tinkerer Imperialist Escapist Drifter 
Table 2.3: Miller's Four Trajectories configurations 
These four trajectories have trapped many firms (Miller, 1990). The strategies are 
classified in Figure 2.3 along two dimensions: scope refers to the range of products 
and target markets while change refers to the variability of the methods and offerings. 
Excellent businesses are driven toward extremes along both of these dimensions 
(among others) (Miller, 1990). Therefore, firms that excel by focusing on one product 
or on a precisely targeted market come ultimately to rely on too narrow a set of 
customers, products and issues. Conversely, firms that thrive by aggressively 
diversifying often become too complex, fragmented and thinly spread to be effective. 
The same tendencies apply to change, as dynamic firms become hyperactive while 
conservative ones inch toward stagnation. The four main "trajectories" (see Table 2.3) 
that lead from success to failure are (Miller, 1990; Mintzberg et al., 1998): 
e The focusing trajectory takes punctilious, quality-driven Craftsmen organisations 
with masterful engineers and airtight operations, and turns them into rigidly 
controlled, detail-obsessed Tinkerers, firms whose insular, technocratic cultures 
alienate customers with perfect but irrelevant offerings. 
" The venturing trajectory converts growth-driven, entrepreneurial Builder 
companies, managed by imaginative leaders and creative planning and financial 
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staff, into impulsive, greedy Imperialists, who severely overtax their resources by 
expanding helter-skelter into businesses they know nothing about. 
0 The inventing trajectory takes Pioneers with excellent R&D departments, flexible 
think-tank operations and state-of-the-art products, and transforms them into 
utopian Escapists, run by cults of chaos-loving scientists who squander resources 
in the pursuit of hopelessly grandiose and futuristic inventions. 
0 Finally, the decoupling trajectory transforms Salesmen organisations with 
unparalleled marketing skills, prominent brand names and broad markets, into 
aimless, bureaucratic Drifters, whose sales fetish obscures design issues, and who 
produce a stale and disjointed line of "me-too" offerings. 
very 
stable 
Change very 
unstable 
Drifters 
very 
broad decoupling 
Salesmen 
Scope 
Craftsmen 
very focusing 
/ 
narrow A' 
Tinkerers 
Imperialists 
venturing 
Builders 
Pioneers 
inventing 
Escapists 
Figure 2.3: The configurations and trajectories (Source: Miller, 1990) 
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2.4.2 The Double Helix approach 
Different industries change at different clock-speeds. Organisational clock-speed is 
measured by rates of change in organisational structures and the clock-speeds of 
"other assets" (Fine, 1996). In a fast clock-speed environment, the ability to develop 
continually a series of temporary competitive advantages may be the essence of the 
firm in a dynamic world. The Double Helix is a dynamic approach concerning the 
effect of internal and external forces that evolve and keep changing the organisation's 
structure as a way to survive in the market. This approach emphasises that internal 
and external forces, such as niche competitors, the strain of maintaining technological 
parity across many products, and the organisational arteriosclerosis that so often 
afflicts market leaders, drive vertically integrated companies toward disintegration 
and a horizontal industry structure. On the other hand, when an industry has a 
horizontal structure, the forces exerted by powerful component suppliers and by an 
individual firm's incentives to promote their own proprietary technologies create 
strong pressures toward reintegration (Fine, 1998). 
Figure 2.4 illustrates the entire dynamic cycle within the Double Helix. When the 
industry structure is vertical and the product architecture is integral, the force of 
disintegration pushes towards a horizontal and a modular configuration (Fine, 1998). 
These forces include: 
a) The relentless entry of niche competitors hoping to pick off discrete industry 
segments. 
b) The challenge of keeping ahead of the competition across the many dimensions of 
technology and markets required by an integral system. 
c) The bureaucratic and organisational rigidities that often settle upon large, 
established companies. 
These forces weaken the vertical organisational structure and push it toward 
disintegration and to a more horizontal structure. On the other hand, when an industry 
has a horizontal structure, another set of forces pushes it toward more vertical 
integration and integral product architectures (Fine, 1998). These forces include the 
following: 
a) Technical advances in one subsystem can make that commodity scarce in the 
chain, giving market power to its owner. 
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b) Market power in one subsystem encourages bundling with other subsystems to 
increase control and add more value. 
c) Market power in one subsystem encourages engineering integration with other 
subsystems to develop proprietary integral solutions. 
Modular Modular 
Niche 
product 
vertical product Technical 
competitors industry horizontal advances 
Supplier 
High 
market dimensional 
complexity 
power 
Proprietary 
Organisational 
system 
rigidities profitability 
Pressure to Pressure to 
disintegrate integrate 
Figure 2.4: The Double Helix (Source: Fine, 1996) 
This approach shows the reason why some organisations fail to survive in the real 
world market because they cannot evolve in alignment with the market's competitive 
factors. Organisations that survive will be those which can manage to develop a 
competitive strategy to match the market competition. 
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2.4.3 Mintzberg's Pentagon of Forces and Forms 
Mintzberg et al. (1998) described the two main sides of the configuration school: one 
describes states (of the organisation and its surroundings) as configurations. The other 
describes the strategy-making process as transformation. The researchers note that 
these are really two sides of the same coin: if an organisation adopts states of being, 
then strategy-making becomes a process of leaping from one state to another. In other 
words, transformation is an inevitable consequence of configuration. Configurations 
and transformations need to be examined in order to identify an organisation's 
configurations and characteristics. Configuration can also help people who try to 
make sense of an organisation from the outside. The configurations of the 
organisation's structure and power methods have been adapted from Mintzberg 
(1989) and are based on his earlier work: the Pentagon of Forces and Forms, 
illustrated in Figure 2.5. This method is an appropriate one to evaluate the type of 
force that dominates the behaviour of the organisation. Miller and Friesen (1984) 
explained in their book "Organisation: a Quantum View" that there are only five types 
of organisational structural configuration: the entrepreneurial, the machine, the 
professional, the diversified and the adhocracy. The dimensions of the five structural 
configurations are illustrated in Table 2.4 and Figure 2.5. Miller, together with 
Mintzberg (1983), argued that the approach of configurations (what they call "the 
perspective of synthesis") offers a rich basis for describing various forms. Mintzberg 
points out that organisations will shift between forms during their lifespan. There are 
major differences between the forms in terms of coordinating mechanisms, the 
location of power, the flow of authority and decision-making and the extent of 
formalisation and specialisation (Lau and Snell, 1996). Many factors can be taken into 
account in describing the organisational configurations. The characteristics of each 
structural configuration will be detailed in order to compare it to the other theories 
and methods used in this research. The dimensions of the five structural 
configurations are: 
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Organisational 
Control Product Market Advantage Characteristics 
structural 
configurations 
Entrepreneurial - Centralised direct Innovation Simple / dynamic - Aggressive -Classical case is the 
(Simple) supervision by owner / environment -Flexible Entrepreneurial firm 
manager (strategic -Searching for a - Key part of the organisation 
apex) risky environment is the strategic apex 
Tight control 
Machine -Limited horizontal Standardisation of Simple / Stable - Repetitive work and - Mature organisation that is 
bureaucracy decentralisation work process environment standardised work large enough to have scale 
Much formalisation - Mass production operation 
External control - Key part of the organisation 
is the technostructure 
Professional -Horizontal and vertical Product that Complex / stable - Highly specialised - Varies (age and size are not 
bureaucracy decentralisation requires special environment trained professionals important in this structure) 
Autonomy over the skills to produce - Standardisation of - Key part of the organisation 
operating core skills is the operating core 
Little formalisation 
Divisional form - Limited vertical Standardisation of Simple / Stable - Economies of scale - Large and mature 
decentralisation the output of the environment - Spreading the risks organisation 
Much formalisation division - Standardisation of - Key part of the organisation 
between divisions the output is the middle line 
External control over 
division by 
headquarters 
Adhocracy - Selective Sophisticated Complex /dynamic - Great flexibility and - Very young, very complex 
decentralisation innovation environment responsiveness and often automated 
Little formalisation - Professionals with - Everyone involved in 
between divisions high level of strategy making 
Expert control expertise 
- Mutual adjustment 
of ad-hoc teams 
Table 2.4: The dimensions of the five structural configurations 
To be able to understand and be familiar with the behaviour of Mintzberg's five 
configurations, each one of the five basic parts of the organisation needs to be 
understood, as is illustrated in Figure 2.6 (Miller and Friesen, 1984). Briefly, 
Mintzberg (1979) isolated a number of forces within organisations that interact 
dynamically, moving an organisation in different directions. Based on these forces, a 
number of principal organisational structures have been developed. To help explain 
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each of the five organisational forms, Mintzberg defined five basic organisational sub- 
units. These are illustrated in Figure 2.6 and Table 2.5. 
Mintzberg's five basic parts of the organisation consist of: 
a) The operating core. This is where the basic work of producing the organisation's 
products and services is done. 
b) The strategic apex is the home of top management, where the organisation is 
managed from a general perspective. 
c) The middle line comprises all those managers who stand in a direct line between 
the strategic apex and the operating core. 
d) The technostructure includes the staff analysts who design the systems by which 
work processes and outputs are standardised in the organisation. 
e) The support staff comprises all those specialists who provide support to the 
organisation outside its operating workflow in the typical manufacturing form. 
Direction 
Lntrepreneuiar\ 
Ideology 
Efficient Machine Cooperation Professional Y Proficiency 
Politics 
Diversified Innovative 
Concentration Learning 
Figure 2.5: Mintzberg's Pentagon of Forces and Forms 
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Strategic Apex 
Technostructure Middle Support Staff 
Line 
Operating Core 
Figure 2.6: Mintzberg's five basic organisational sub-units (Source: Mintzberg et al, 
1998) 
Sub-unit Example of the sub-units 
Strategic Apex Board of Directors, Chief Executive Officer 
Strategic Planning, Personnel Training, Operations Research, 
Technostructure 
Systems Analysis and Design 
Legal Counsel, Public Relations, Payroll, Mailroom Clerks, 
Support Staff 
Cafeteria Workers 
Middle Line VP Operations, VP Marketing, Plant Managers, Sales Managers 
Purchasing Agents, Machine Operators, Assemblers, Sales 
Operating Core 
Persons, Shippers 
Table 2.5: Examples of Mintzberg's five basic organisational sub-units 
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Miller and Friesen (1984) explained in their book "Organisation: a Quantum View" 
that the five basic parts of the organisation can be analysed by examining a set of 
parameters. These parameters are: 
a) Coordination within an organisation: this can be done through direct supervision, 
standardisation of the work processes, standardisation of output, standardisation of 
skills, and mutual adjustment. 
b) Design parameters of the organisation: this can be done by job specialisation, 
behaviour formalisation, training and indoctrination, unit grouping, unit size, 
planning and control systems, liaison devices, and vertical decentralisation. 
c) Contingency or situational factors. 
The five types of organisational structural configuration: the entrepreneurial, the 
machine, the professional, the diversified and the adhocracy, are ideal structures for 
companies, as described in Table 2.4. Dargo (1998) highlights in his study that a 
combination of two or more ideal forms (hybrid structures) tend to exist in the same 
organisation. Therefore, the five types of organisational structural configuration 
characteristics are outlined below: 
2.4.3.1 The entrepreneurial (simple or organic) structure 
The entrepreneurial (simple) structure tends to be innovative, reactive, and a risk- 
taker (Yeoh and Jeong, 1995). The performance implication of this entrepreneurship- 
structure relationship has been repeatedly emphasised in recent studies (Covin and 
Slevin, 1989; Naman and Slevin, 1993; Randolph et al., 1991). High performance 
firms have structures that match their entrepreneurial orientation (i. e. an organic 
structure will have an entrepreneurial orientation). Entrepreneurial companies are 
expected to achieve higher performance levels by pursuing organic export channels 
when faced with hostile environments (Yeoh and Jeong, 1995). 
The entrepreneurial (simple) structure is characterised by the following features 
(Miller and Freison, 1984; Mintzberg et al., 1998) (see Figure 2.7): 
1. It has little or no techno-structure, few support staff, loose divisional labour, 
minimal differentiation among its units, and a small middle-line hierarchy. 
2. There is minimal use of planning and training. 
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3. Centralised direct supervision by the executive officer (owner-manager) and 
decision making controlled by one individual (typically everyone reports to the 
owner/manager directly and informally). 
4. Organic structure. 
5. The key parts in this structure are the strategic apex and an organic operating core. 
6. The environment tends to be simple and dynamic. 
7. Young and small organisations tend to use this structural configuration. 
8. Little specialisation. 
9. The classical case of the simple structure is an entrepreneurial firm when the firm 
is aggressive, innovative and flexible. 
10. The major weaknesses of this structure are its limited applicability and the fact 
that power is concentrated in the hands of one individual. 
Figure 2.7: The simple structure (Source: Mintzberg et al, 1998) 
2.4.3.2 The machine bureaucracy structure 
The machine structure is characterised by the following features (Miller and Freison, 
1984; Mintzberg et al., 1998) (see Figure 2.8): 
1. Much horizontal and vertical specialisation. 
2. Highly routine operating tasks. 
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3. Very formalised procedures, rules and regulations (large-sized units in the 
operating core). 
4. Little use of training and low skill variety. 
5. The key part of this structure is the technostructure. 
6. Depends on the standardisation of work processes for coordination, and the 
techno-structure which houses many analysts who do the standardising. 
7. Some informal powers are developed by the analysts (limited horizontal 
decentralisation). 
8. Formal communication is favoured at all levels. 
9. Decision-making tends to follow the formal change of authority. 
10. The machine structure responds to a simple and stable environment because the 
work is standardised and repetitive. 
11. In order to ensure stability, its own support services are preferred whenever 
possible so that these can be closely controlled. 
12. This structure is found in mature organisations, large enough to have the scale of 
operations that allow repetition and standardisation. 
13. The machine structure is often associated with external control. The greater the 
external control of the organisation, the more its structure tends to be centralised 
and formalised. 
14. A typical example is mass-production firms; service firms with simple repetitive 
work, such as insurance companies; government agencies with similar work, such 
as tax collection departments; and organisations that have a special need for safety 
such as airlines and fire departments. 
15. The weaknesses of this design are the fact that specialisation creates sub-unit 
conflicts and it is hard to deal with people in such organisations who have an 
obsessive concern with following the rules. 
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Figure 2.8: The machine structure (Source: Mintzberg et al, 1998) 
2.4.3.3 The professional bureaucracy structure 
The professional structure is characterised by the following features (Miller and 
Freison, 1984; Mintzberg et al., 1998) (see Figure 2.9): 
1. The power of this design rests with the operating core because this has the critical 
skills that the organisation needs; autonomy is provided through decentralisation 
to apply the core's expertise. 
2. The organisation hires highly trained specialists in its operating core and gives 
them considerable autonomy in their work. 
3. The structure is decentralised in both the vertical and the horizontal dimensions. 
4. In order to have power in this design, managers in the middle line must be 
professional operators. 
5. The technostructure is minimal in this configuration because the complex work of 
the operating professional cannot be easily formalised, nor can its output be 
standardised by planning and control systems. 
6. The support staff is highly elaborated to carry out the simpler, more routine work 
and to back up the high cost professionals. 
7. The strength of this design is that it can perform specialised tasks that require the 
skills of highly trained professionals (standardisation of skills). 
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8. The professional bureaucracy structure is found typically in school systems, 
social-work agencies, accounting firms, and craft manufacturing firms. 
9. Age and size are not important factors in this structure because the organisations 
tend to use the same standard skills no matter how small or young they are. 
10. The design typically appears in conjunction with an environment that is both 
complex and stable. Complexity demands the use of skills and knowledge that can 
be learned only in extensive training programmes, and stability ensures that these 
skills settle down to become the standard operating procedures of the organisation. 
11. The weaknesses of this design are the tendency to permit conflicts to develop and 
the fact that specialists are compulsive in their determination to follow the rules. 
Figure 2.9: The professional structure (Source: Mintzberg et al, 1998) 
2.4.3.4 The divisional structure 
The divisional structure is characterised by the following features (Miller and Freison, 
1984; Mintzberg et al., 1998) (see Figure 2.10): 
1. The structure can be described as market-based, with a central headquarters 
overseeing a set of divisions, each charged with serving its own markets. 
2. Each division is given a good deal of autonomy. 
3. There is vertical decentralisation. 
53 
4. The middle line emerges as the key part of the organisation and the power lies in 
this area. 
S. A large number of divisions can report to the one central headquarters. 
6. The outputs of the divisions are standardised by relying on performance control 
systems to impose performance standards on the divisions and then monitoring 
their results. 
7. The divisions are driven to use the machine bureaucracy structure. 
8. Each division must be treated as a single integrated system with a single and 
consistent set of goals. 
9. Division as a machine bureaucracy structure is driven by external control such as 
an organisational headquarters. 
10. It operates in a stable environment in order to establish performance standards and 
integrate into a machine bureaucracy structure. Both machine and divisional form 
structures share many of their conditions: an environment that is neither very 
complex nor very dynamic and an organisation that is typically large and mature. 
11. It diversifies its product horizontally (that is, in conglomerate fashion). 
12. The divisions have the benefits of a large-sized organisation that allows 
economies of scale in planning, acquisition of capital and the spreading of risk. 
13. The greatest disadvantages are the duplication of activities and resources, conflict 
between divisions and headquarters, and coordination between divisions. 
14. It is most likely that this design will be found in giant corporations. 
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Figure 2.10: The divisional structure (Source: Mintzberg et al, 1998) 
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2.4.3.5 The adhocracy structure 
The adhocracy structure is characterised by the following features (Miller and 
Freison, 1984; Mintzberg et al., 1998) (see Figure 2.11): 
1. This is a configuration that consists of an organic structure with little 
formalisation of behaviour. 
2. There are few rules and regulations because flexibility demands a low level of 
formalisation or the absence of formalisation. 
3. There is selective decentralisation. 
4. Great flexibility and responsiveness to change and innovation. 
5. High horizontal differentiation because adhocracies are staffed predominantly by 
professionals with high levels of expertise. 
6. Low vertical differentiation because many levels of administration would restrict 
the organisation's ability to adapt. 
7. The need for supervision is minimal because professionals have internalised the 
behaviours that management wants. 
8. Professionals are employed. 
9. Decision-making in adhocracies is decentralised because it is necessary for speed 
and flexibility and because senior management cannot be expected to possess the 
expertise necessary to make all the decisions. So, the adhocracy depends on a 
decentralised team of professionals for decision-making. 
10. The technostructure is almost non-existent because middle managers, the support 
staff and the operators are typically all professionals. 
11. Adhocracies are best conceptualised as a group of teams that coordinate through 
mutual adjustment. 
12. Conflict is a natural part of adhocracy because there is no clear boss. 
13. Adhocracies are clearly an inefficient configuration because of the high level of 
uncertainty that results from the fact that nothing is standardised, there are no 
rules or procedures, and every day brings unexpected challenges. 
14. Adhocracies can create social stress and psychological tension for their members 
because they find it difficult to cope with rapid change, living in a temporary work 
system, and not being sure where their next project will come from. 
15. Adhocracies can create highly competitive and ruthless work climates because 
there are no well-defined ground rules, politics can often run rampant and this can 
add further to members' stress levels, reducing job satisfaction. 
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16. Extensive job specialisation is based on formal training. 
17. Adhocracy is clearly positioned in an environment that is both dynamic and 
complex because such firms require sophisticated innovation; this calls for an 
organic structure with a great deal of decentralisation. 
18. Such companies are also typically very young because time encourages an 
organisation to shift to a bureaucratic configuration to escape uncertainty. 
19. Adhocracies may be divided into two main types: the operating adhocracy, where 
innovation is carried out directly on behalf of the clients, as in the case of 
consulting firms; and the administrative adhocracy where the project work serves 
the organisation itself, as in the case of chemical firms. 
20. Adhocracies of the administrative kind are also associated with technical systems 
that are sophisticated and automated. 
21. Everyone in the organisation is involved in strategy-making; this is not imposed 
from above. 
Figure 2.11: The adhocracy structure (Source: Mintzberg et al, 1998) 
2.4.4 Miles' and Snow's approach 
In the small business context, an especially relevant foundation for adaptation can be 
found in contingency theory (Schindehutte and Morris, 2001). The basic premise is 
that environmental conditions dictate the adjustments management must make over 
time to the strategy and structure of the company (Andrews, 1971; Ginsberg and 
Buchholtz, 1990; Schendel and Hofer, 1979). In terms of the link to strategy, 
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Chakravarthy (1982) argued that several niches are available to an organisation for 
surviving the conditions of its environment, and niches can be arranged based on the 
extent of an organisation's level of adaptation. Miles and Snow (1978) proposed a 
widely accepted strategy typology in which the four dominant strategies can be 
distinguished, based on the adaptive capability of the firm. Where environments are 
hostile and turbulent, various researchers note a tendency for firms to rely on 
strategies that are more adaptive (Davis et al., 1991; Jennings and Seaman, 1994). 
The small business context is one in which adaptive behaviours would seem 
especially important. Compared with medium- and large-sized firms, smaller 
businesses are more vulnerable to environmental forces, especially given the limited 
cash reserves and debt capacity of such organisations, their frequent over-dependence 
on a limited product/service line, and their tendency to rely on a niche customer base 
(Schindehutte and Morris, 2001). 
Schindehutte and Morris (2001) argue that research on organisational adaptation has 
tended to emphasise the adaptive capacity of the firms, or the extent to which 
particular strategies increase or decrease the firms' ability to adapt. They emphasised 
that much of this work builds on the Miles and Snow (1978) strategy typology in 
which a firm's product-market orientation is characterised as reactor, defender, 
analyser or prospector. Yeoh and Jeong (1995) also emphasised that the conservative- 
entrepreneurial taxonomy is largely consistent with earlier taxonomies developed in 
the management and organisation theory literature. For instance, entrepreneurial firms 
are strategically similar to "prospector" firms, and conservative firms are analogous to 
"defender" firms (Miles and Snow, 1978). 
Miles and Snow (1978) developed a conceptual model of the adaptive process and 
examined the behaviour employed by a business organisation as it adjusts to a new 
market. They identified three sets of problems confronting every company: 
entrepreneurial problems, engineering problems and administrative problems. 
Appropriate solutions to the issues arising in each domain depend on the strategies 
developed to address the issues in preceding ones (Shoham et al., 2002). Miles and 
Snow (1978) classified corporate behaviour into four broad categories, which they 
labelled as defenders, prospectors, analysers and reactors, each "with its unique 
strategy for relating to its chosen market(s). " They suggested that companies could be 
affiliated to one of these four types: prospector, defender, analyser and reactor, as 
illustrated in Table 2.6. 
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2.4.4.1 The defender strategy 
The defender is concerned with the entrepreneurial problem. It concentrates on 
internal stability and efficiency by producing only a limited set of products, directed 
at a narrow but relatively stable segment of the overall market, which it defends 
aggressively. It maintains a narrow and stable market niche. Defender organisations 
are characterised by tight control and by extensive formalisation and centralisation, 
they are concerned about keeping out competitors and either price competitively or 
concentrate on quality. Technological efficiency is also important (Mintzberg et al., 
1998). Potential solutions to the engineering problem for defenders include the use of 
cost-efficient, single core technology while their main administrative problem is how 
to maintain organisational control to ensure efficiency (Shoham et al., 2002). 
Defenders place a strong emphasis on manufacturing efficiency, for example in 
production, in engineering and in financial management. 
2.4.4.2 The prospector strategy 
Prospector firms are almost the opposite of defenders. They are faced with the 
entrepreneurial need continuously to identify and serve new product and market 
opportunities. They aim for internal flexibility in order to develop and exploit new 
products and markets and are concerned about maintaining that flexibility, in both 
technology and their administrative arrangements (Mintzberg et al., 1998). To operate 
effectively in a dynamic environment they have a loose structure, a low division of 
labour and formalisation, and a high degree of decentralisation. Inertia is their main 
engineering problem so they need to avoid too strong an emphasis on a single 
technology while facilitating numerous, diverse operations becomes their major 
administrative problem (Shoham et al., 2002). Marketing budgets and resources tend 
to be at higher levels for prospector firms. Prospectors should be strong in market 
research, engineering management and R &D in order to introduce a new product or 
to identify a new market opportunity. 
2.4.4.3 The analyser strategy 
These types of organisation seek to capitalise on the best of both the preceding types, 
sitting between defender and the prospector types. The aims of this type of company 
are to minimise risk and maximise profit since they move into new markets only after 
viability has been proved by prospectors. Their internal arrangements are 
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characterised by moderately centralised control, with tight control over current 
activities but looser controls over new undertakings. 
The analyser strategy sits between the defender and the prospector strategies in order 
to accomplish the aims of such firms to minimise risk and maximise profit. The 
analyser organisation operates in a stable market, as does a defender, but the analyser 
organisation moves to a new market after viability is proved by a prospector. If the 
new market is a turbulent one, the decision-makers monitor competitors and look out 
for evidence for experimentation and innovation. Analysers typically capture the 
middle ground. Therefore, analyser organisations are able to operate both as a 
defender and a prospector at the same time. 
The major entrepreneurial problem faced by analysers is how best to identify and 
serve new product and market opportunities, while maintaining existing segments. 
This problem can be solved by acquiring a wide and deep product line serving diverse 
markets. The major engineering problem of such firms is maintaining a dual 
technological core in order to maintain efficiency in the present products and markets, 
while being flexible and open to new products and markets. Finally, their 
administrative problems lie in differentiating their structure so that each of the two 
cores is accommodated differently (Shoham et al., 2002). 
2.4.4.4 The reactor strategy 
Reactor firms usually fail to have a clear and consistent perception of product and 
market combinations. They are perceived as an "other" category (Shoham et al., 
2002). This is a residual strategy. These types of organisations exhibit inconsistent 
and unstable patterns caused by pursuing one of the other three strategies erratically. 
In general, reactors respond inappropriately, perform poorly, and lack the confidence 
to commit themselves fully to a specific strategy for the future. This strategy arises 
when one of the other three strategies is inappropriately pursued (Burnes, 1997). 
Hence, in a brief summary of the Miles and Snow approach, defenders and 
prospectors are favourable approaches, placing a firm in a strong position to influence 
its own circumstances. On the other hand, analysers and reactors are likely to find it 
difficult to shape circumstances in their favour. 
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Strategy 
Control Product Market Advantage Concern 
Types 
Competitive price or quality 
-Tight control Creating a stable or - Stable environment Improving the efficiency Specialist in their field 
D der f Extensive division limited set of - Tends not to search for I ti i 
and effectiveness of their 
e en 
of formalisation products or new market opportunities 
nnova on sa rare - operation 
characteristics of these 
and centralisation customers - Keeping out competitors 
organisation 
Innovation 
Loose structure, - Flexibility - Internal flexibility in order 
low division of Defensive tactics can be to develop a new product or 
- Dynamic environment 
Prospector labour and Innovation: new 
- Tends to look for new 
manoeuvred by innovative market 
formalisation products strategy based upon market - Maintaining flexibility in market opportunities 
- High degree of research or by technology and 
decentralisation experimentation of new administrative arrangements 
products 
Stable / dynamics 
In a stable market act 
Locating and like a defender to protect 
Moderately exploiting new their existing segment 
centralised control product and market provision and seek 
Market surveillance - Maximising profit and 
with high control opportunities and operation efficiency. But 
Analyser over current activities simultaneously in dynamic turbulent 
mechanism, market minimising risk 
penetration growth and - Not a risk taker but looser control maintaining a firm market, managers monitor 
product-market development organisation 
over new base of traditional the performance of 
undertakings product and competitors and look out 
customer for evidence of 
experimentation and 
innovation 
Management adhere - This strategy arises when 
to particular strategy- one of the other three 
structure relationship strategies is inappropriately 
Reactor even though it is no - Stable / dynamic pursued 
Undetermined business 
longer relevant to - Adjustment made as a result 
strategy 
environmental of irresistible external 
condition pressure 
Table 2.6: The characteristics of Miles' and Snow's strategies 
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2.4.5 Strategy processes: a comparison 
Most strategy approach research has been directed at identifying reasons for superior 
performance. The main reason for using all of these strategy approaches and 
configurations at once in this thesis is to be able to describe the activities of small- 
sized companies in all dominions: their successes, failures, specifications, most 
appropriate environments, behaviour, strengths and weaknesses, and configuration. 
Each strategy type is limited in its description and every classification approach has 
its strengths and weaknesses. One tends to focus more on the behaviour of the firm 
while another focuses more on its configuration. Miller's Four Trajectories examines 
an organisation's past actions and proposed future direction and in this approach, 
organisations tend to fall into one of four trajectories (Burnes, 1997). This approach 
shows that sometimes the initial causes of success, such as leadership or structure, 
might later be a cause of decline. 
Mintzberg's Pentagon of Forces and Forms represents an explanation that all 
organisations experience all five forces at one time or another, if not all the time. This 
approach defines a number of forces within an organisation that interact dynamically, 
moving an organisation in different directions. Based on these forces, a number of 
principal organisational structures have been developed (Feurer and Chaharbaghi, 
1997). Sometimes an organisation experiences a contaminating effect when one force 
gets too powerful in terms of other secondary forces and this may cause risks to the 
organisation, such as going out of control. At other times, no one force logically 
dominates, but rather two or more have to exist in a rough balance, as in a 
combination or a hybrid of two or more forms of organisation. This can create another 
problem, however, which can be called cleavage-conflict between the opposing 
forces. This approach provides a diagnostic framework by which to understand what 
goes in organisations and to prescribe effective changes in them. 
The Miles and Snow approach tends to classify all organisations into one of its four 
strategy categories. Each type of strategy has its own behaviour that relates to its own 
market, configuration, structure and process. The Miles and Snow approach explains 
the behaviours, participation, description and interpretation mode of the organisation 
because each category has its own behaviour in response to environmental conditions. 
In this type of strategy, strategy formulation is the responsibility of top management 
and thus may be related to environmental conditions that are similar to interpretation 
modes. 
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Finally, the Double Helix is a dynamic approach that evolves and keeps changing the 
organisation's structure as a way of surviving in the market. This approach shows the 
reason why some organisations fail and provides a description of the way an 
organisation changes its structure and strategy to adapt to environmental changes. 
All of these approaches are used in this thesis to gain an advantage in recognising the 
capabilities, behaviour and strategies of small-sized companies. Also, this technique 
will be helpful in understanding the present strategy position and in predicting its 
future. 
2.4.6 Conclusion 
The theories and strategies that have been selected in this research are well 
established and well researched so, although there are others, it is difficult to cover all 
the organisational theories and approaches that exist in the literature. This research, 
therefore, has concentrated on using knowledge from other people's research in the 
most appropriate way. 
The approaches and theories will help significantly in understanding small-sized 
companies because, for instance, Mintzberg' approaches will offer more insight when 
describing issues such as structure, strategy and control within the company, while 
others, such as Miles' and Snow's approach provides assistance in understanding the 
behaviour and characteristic strategies of the company. All of this knowledge, 
gathered from the approaches and theories that have been investigated in this chapter, 
will help in outlining the overall performance of the company. 
Organisations may benefit from configuration and strategy, but may also suffer from 
them. This is demonstrated clearly in Miller's Four Trajectories. Successful global 
configuration and strategy are not achieved by following a single formula or step but 
are instead lengthy processes and demand a very long period of dedication of the part 
of the organisation in considering all internal and external variables. It is also 
important for a company to evaluate and analyse continuously. As a result of being a 
global organisation, many advantages can be gained, such as having a presence in 
many parts of the world, maximising profit, and enjoying the ability to identify 
potential new products from new geographic areas and then converting them into 
finished products for a global market much faster and more effectively than a local 
company. Many others depend on the kind of the globalisation that is envisaged. 
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The global strategy approach includes specific tasks such as the organising of 
worldwide efforts, carrying out research into domestic and foreign markets, finding 
new partners, purchasing comprehensive support services, and the managing of the 
cost of international transactions (Svensson, 2001). The next section reviews the 
approaches of identifying, targeting and evaluating international markets. 
Furthermore, market entry and market selection approaches and companies' 
diagnostic tools will also be discussed. 
2.5 Identifying, targeting and evaluating international markets 
Many reasons can be found in the literature to explain why a firm "goes global". 
These may include a reactive decision, made as a way of overcoming a manufacturing 
cost disadvantage in the domestic market as in the case of Daewoo Motors (Kim and 
Lee, 2001). Conversely, the reason may be a company strategy to gain a competitive 
advantage on a global scale through R&D and exporting as with Hyundai Motors 
(Kim and Lee, 2001). However, a firm's decision to initiate foreign market 
involvement often arises when the domestic market no longer provides adequate 
economies of scale, effect and scope (Cavusgil, 1984). The most important and 
critical question is which foreign market is a potential target. In order to answer this 
question, many potential key factors need first to be identified. Obtaining market 
information is one of the activities that could be used to assess the external 
environment. Market information is defined as any information which increases the 
knowledge base of the organisation in relation to customers, competitors and other 
external stakeholders and covers both primary and secondary sources of information, 
as well as information gathered through various informal means including personal 
experience (Bradshaw and Burridge, 2001). 
Also, market research analysis studies are the tool to scan, evaluate and analyse 
external markets. Market research is a systematic and objective identification process 
which involves collecting, analysing and disseminating information for the purpose of 
aiding management in decision-making which is related to the identification of 
opportunities and the solution of problems in marketing (Malhotra, 1996; Zikmund, 
1996; Aaker et al., 1995). Market research should ideally not just be conducted in 
response to one apparent market threat or opportunity, but rather on an ongoing basis 
in order to achieve a sustainable advantage (Wee, 2001). 
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There are usually two approaches to market research: qualitative or quantitative. 
Qualitative or exploratory research could be a single investigation or a series of 
informal studies to provide background information to clarify and define the nature of 
the problem before the start of quantitative research (Wee and Ahmed, 1999). 
Quantitative research is a survey method of collecting, through telephone or personal 
interviews, primary data in which information is gathered by communication with a 
representative sample of people (Aaker et al., 1995; Zikmund, 1996). Data can be 
interpreted from the raw information stage to the knowledge stage through a medium. 
This medium can be called a processing stage, a validity stage, or an interpretation 
stage. 
2.5.1 Analysing international markets 
In the literature, different models are continuously being developed to aid 
management in the evaluation process that companies must carry out at the start of the 
global expansion process. The literature shows, however, that there is a missing link 
between theory and practice in international models. 
One of the first efforts to explain the nature of the relationship between a subsidiary's 
performance and its national environment was made by Farmer and Richman (1964) 
who suggested that two environments exist for business enterprises: the external and 
the internal. They also theorised that where environments do vary, as, for example, 
between two nations, it is necessary to examine the external pressures or constraints 
on a firm's internal management (Hoffman and Schniederjans, 1994). 
The Farmer and Richman model was criticised by Estafsen (1970) as being all 
encompassing and therefore not sufficiently specific to identify the most critical 
environmental constraints. Estafsen's model focused primarily on the internal rather 
than on the external environment of the firm (Hoffman and Schniederjans, 1994). This 
is not enough to determine the critical factors which surround a firm's evaluation 
process. Swedish researchers at the University of Uppsala in the 1970s proposed a 
model of internationalisation that was based on knowledge development (Whitelock, 
2002). This development is explained by the concept of psychic distance, with firms 
expanding first into markets which were psychically close, and into more "distant" 
markets as their knowledge developed (Johanson and Vahlne, 1977). This approach 
focused on studying the "how" of the internationalisation process, that is, which form 
of internationalisation is chosen by firms (exporting or licensing) (Johanson and 
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Vahlne, 1977; Olson and Wiedershein-Paul, 1978). The Uppsala model was criticised 
by Johanson and Matson (1986) as being a model of internationalisation that leaves 
out the characteristics of the firm and the market that seem important in the industrial 
system. Another weakness of the Uppsala model is the knowledge which can be 
gained through personal experience. This knowledge is a critical and subjective kind 
of knowledge that differs from one person to another depending on the international 
marketing, scientific and cultural background of the person. Also, it does not take into 
account international expansion based on opportunity or motivation by market 
attractiveness or by seeking. 
Kugel (1973) found that the existing models focused on one or more specific topic or 
variable rather than the total relevant environment. He proposed a decisional model 
with the capability of isolating the external environment variables which have a 
significant impact on the firm's profit and which lead to improvements in the firm's 
profit policy in the short, medium and long runs. The problem with the decisional 
model and other international business models is the large amount of time that it takes 
to generate useful information about one or more of the expansion sites analysed by 
the model. 
The eclectic paradigm is another global expansion approach that suggests firms 
should make a choice based on the evaluation of the cost of an entry mode relative to 
their objectives. Johanson and Mattsson (1986) criticised this approach because they 
believed that this model is like the Uppsala model in that it leaves out characteristics 
of the firm and the markets. Turnbull (1986) suggests that the major weakness of the 
Uppsala model and the eclectic paradigm is their one-sided focus on the activities of 
the manufacturer together with the intermediary in the flow of goods and services to 
the customer. 
Green and Allaway (1985) developed and tested a screening technique using one 
measure of market size. The problem with this technique is that managers must decide 
about the entry mode of the firm prior to the screening process. 
The actual establishment process model is another screening and analysing approach 
that is divided into three phases: the research phase, the project phase and the 
establishment phase. Each phase includes actors, resources and activities (Ghauri and 
Holstius, 1996). They are mutually dependent, since actors control the resources and 
perform the activities (Häkansson, 1989). Also, the organisational interpretation 
model is another approach to provide useful and clear knowledge to top managers 
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about the markets and the environment (Daft and Weick, 1984). Both models have 
weaknesses because both models are not accurate in specific details. Also, another 
weakness of these models is that they allow the firm to respond to the environment as 
it is perceived and interpreted, while, on the other hand, the environmental forces that 
are not perceived and interpreted by the decision-makers go unnoticed. Thus, top 
management will not be accurately reading the market or the environment. However, 
the organisational interpretation model is a general, subjective model and could be 
used for any general process of data interpretation because it consists of three 
common stages of data interpretation: collecting, interpretation and learning. 
Hoffman and Schniederjans (1996) proposed a global facility site selection model that 
is a two-stage model. The first stage is to select the firm's best operating environment 
and the second stage is to select the facility within the country that offers the best 
strategic fit. The problems with this model are that it relies on human resources to 
input data regarding the countries (Optimal Performance Factors: OPF) and the dual 
solution value is limited to a single change. Crick and Chaudhry (1997), on the other 
hand, proposed an eight-stage approach. This approach was built on the model used 
by Campbell (1987) since this is considered to provide a more detailed categorisation 
of export development. It allows firms to be more closely classified at the various 
levels of non-exporting activities, distinguishing between firms which have exported 
only in the past to firms that have a high involvement in exporting activities. This 
study provides the useful conclusion that there is a statistical difference between UK 
SMEs at different stages of export development in relation to their motives for 
exporting. This approach focuses only on exporting activities and suggests how 
government policy makers should introduce their assistance programmes to motivate 
SMEs to export. 
There are many market selection and global expansion models in the literature but 
most of them are designed as explanatory or theoretical models. Such examples 
include Porter's paradigm (Porter, 1990), the market segment evaluation and selection 
model (Sarabia, 1996), and the business strategy approach (Welford and Prescott, 
1994; Whitelock, 2002). These models are designed as explanatory or guidance 
models and would be difficult to implement. Some of these models are of help with 
only a specific task. For example, McAuley's export assistance model (1993) helps 
managers in exporting and Koch's holistic model (2001) helps in developing further 
business practice improvements in global market expansion. 
66 
In this research, however, the focus from the beginning will be on the organisational 
interpretation model because this model follows the procedure of a general common 
data interpretation process. This approach was used in order to make explanation 
clearer and also in order to draw a line between each action or stage of a market 
decision. This model is built on specific assumptions about the nature of the 
organisations and how they are designed and function (Daft and Weick, 1984). These 
assumptions are that: 
" The organisation is an open social system that processes information from the 
environment. 
" Individuals come and go, but organisations preserve knowledge, behaviours, 
mental maps, norms and values over time. 
" Organisations can be conceptualised as a series of nested systems and each 
subsystem may deal with a different external sector. 
" Interpretation processes, such as strategy, structure and decision-making, are not 
random and influence the organisational outcomes. 
Daft and Weick (1984) illustrate, in Figure 2.12, the model of organisational 
interpretation as a three-stage model. The first stage is the scanning phase, which is 
defined as the process of monitoring the environment and providing environmental 
data to managers. Interpretation occurs in the second stage, as shown in Figure 10. 
Data are given meaning and the human mind is used at this stage to translate data into 
meaning. The third stage is learning (strategy formulation and decision-making). This 
is the process by which knowledge about action-outcome relationships between the 
organisation and the environment are developed (Duncan and Weiss, 1979). 
Scanning 
(Data Collection) 
Interpretation 
(Data Given 
Meaning) 
Learning 
(Action Making) 
Figure 2.12: The Organisational Interpretation Model (Source: Daft and Weick, 1984) 
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The organisational interpretation model is used to provide useful guidance and clear 
knowledge to top managers about the markets and the environment. As a result of this 
clarity and transparency of the market and environmental potential, top managers can 
take appropriate decisions. Daft and Weick's (1984) stages are outlined below. 
2.5.1.1 The scanning stage (search phase) 
In order to select from among alternative international markets, information is 
required about the chosen markets. Market size, growth rates, competitive forces, 
customer fit and profitability are just a few of the criteria which can be used by 
businesses when assessing the alternatives of their target market (Simkin and Dibb, 
1998). According to Cooper (1993), an attractive market is one where the competition 
is weak, where there is potential growth, few players and where the customer base has 
an unsatisfied need for the product to be supplied. This market is an ideal situation 
and has optimum attractiveness potential. According to Dibb (1995), decisions about 
target market attractiveness may be made within the context of environmental and 
market issues such as market growth potential, the level and structure of competition, 
the nature of customer needs, relevant company expertise and entry barriers. 
Target market selection can be evaluated by identifying the most important 
information about a country or a region. This information can be categorised, 
according to the research made by Wood and Robertson (2000), into six primary 
environmental dimensions, eighteen subsidiary expert dimensions, and sixty specific 
decision variables. Wood and Robertson (2000), as a result of their research, listed the 
primary environmental dimensions according to importance as follows: market 
potential, legal factors, politics, infrastructure, economics and culture. Therefore, 
when any firm starts to think about a foreign market, certain factors need to be 
evaluated. Information on market potential alone is insufficient. The legal system in 
the target environment, the political climate in that country and in the region, the 
extent of the infrastructure of the environment, the current position and strength of the 
economy of the target market, and the culture, together with differences between the 
home and the host country, all need to be investigated. 
The key area that must be considered in selecting an appropriate market is 
environmental scanning. Scanning is critically important since it provides 
informational inputs for the development of strategies and specific market-based 
decisions (Davidson, 1991; Jain, 1984; Keegan, 1974,1989; Preble et al., 1988; 
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Robinson, 1984). Environmental scanning is the process of collecting information 
"about the events and relationships in a company's outside environment, the 
knowledge of which would assist top management in its task of charting the 
company's future course of action" (Aguilar, 1967). This process will allow 
management to develop an appropriate strategy to take advantage of opportunities that 
are present in the international markets. The scanning process can help in identifying 
the organisation's level and the status of its international involvement. 
Aguilar (1967), whose basic interest is the process of scanning the external 
environment of an organisation, showed that the basic aims of his research were to 
examine: 
a) How managers gain relevant information about business opportunities and threats 
b) What kinds of information managers seek and where 
c) How managers can improve their scanning of the environment for the kinds of 
information needed to design major strategies and to incorporate long-range plans. 
Environmental scanning involves information collected about a specific environment, 
and human communication is the most effective and practical technique for data 
gathering. As a result, Aguilar's research is considered to be a pioneering effort. 
However, the weakness of his research is lies in the fact that Aguilar is not concerned 
with the basic phenomenon of human communication (Fulk and Boyed, 1991). 
Some organisations have attempted to develop multiple lines of inquiry in the 
environment. About 53 per cent of multinational companies (MNCs) have formal in- 
house scanning capabilities (Preble et al., 1988). The literature on environmental 
scanning has identified three categories of scanning systems: irregular, regular and 
continuous (Fahey and King, 1977). Irregular systems respond to a crisis in the 
environment and tend to be short-term oriented. Regular systems, however, 
periodically assess the environment while continuous systems constantly assess the 
environment and gather data that will be used as an input for strategic decisions (Lim 
et al., 1996). 
Not all organisations behave in the same way; each organisation interacts with the 
external environment in different ways. Dissimilarities in the environment and in the 
organisation have caused researchers to focus on studying the categorisation of 
organisations according to their interpretation modes. These interpretation modes, as 
illustrated in Figure 2.13, describe four categories of interpretation behaviour (Daft 
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and Weick, 1984). The first mode is the enacting mode that reflects both an active, 
intrusive strategy and the assumption that the environment is unanalysable. These 
organisations construct their own environment. They experiment, test, stimulate, use 
coercion, invent, and learn by doing. 
The second mode is the discovering mode which represents an intrusive organisation. 
Such organisations use market research, trend analysis and forecasting to predict 
problems and opportunities. The third mode is the conditional viewing mode which 
represents a non-intrusive (passive) organisation (Aguilar, 1967). Such an 
organisation relies on established data collection procedures, and the interpretations 
are developed within traditional boundaries. They do not take unusual steps to learn 
about the environment but use procedures similar to the regular scanning of limited 
sectors. 
The last mode is the undirected viewing mode. This is similar to a passive approach, 
but these organisations do not rely on hard, objective data because the environment is 
assumed to be unanalysable (Aguilar, 1967). These organisations rely on information 
obtained through personal contact and casual encounters. Fahey and Kings (1977) 
also found some organisational information gathering to be irregular and based on 
chance opportunities. 
Unanalysable 
Assumptions 
about 
environment 
Undirected viewing: 
Constrained interpretations. 
Non-routine, informal data. 
Hunch, rumer, chance 
opportunities. 
Conditional viewing: 
Interprets within traditional 
boundaries, Passive 
detection, Routine, formal 
data. 
Analysable 
Passive 
Enacting: 
Experimentation, testing, 
coercion, invent environment. 
Learn by doing. 
Discovering: 
Formal search, questioning, 
surveys, data gathering. 
Active detection. 
Active 
Organisational intrusiveness 
Figure 2.13: The interpretation modes 
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According to the organisational model, each organisation has it own scanning 
characteristics depending on the capabilities and the behaviour of its own 
organisation. Figure 2.14 illustrates the scanning characteristics of each organisational 
interpretation. The scanning characteristics consist of the data sources and acquisition. 
The data regarding the environment can come to a manager from external or internal 
sources, and from personal or impersonal sources (Aguilar, 1967; Keegan, 1974). 
Simple data gathering techniques, such as consultation with outsiders, may be 
appropriate for managers (Calof, 1993). This technique will be appropriate when the 
environment is less analysable. However, when the environment is analysable, a 
larger percentage of the data will be gathered internally from the management office. 
One important and critical point regarding environmental scanning is that when 
environmental uncertainty increases, so information acquisition and processing 
regarding the environment increases, especially in the customer, economic and 
competitor sectors (Daft et al., 1988). This point is critical for success in global 
markets because of the increasing level of uncertainty and complexity of the operating 
environment. There are many examples of data collection methods such as: 
" Survey and mail survey (selected individuals or top management). 
" Regular reports. 
" Special studies. 
" Formal information systems. 
" Customers or suppliers. 
" Exhibitions. 
" Analysts' reports, papers, and trade magazines. 
" The Internet. 
" Consultants' offices and market research agencies. 
" Interviews. 
" Group discussions. 
" Questionnaires. 
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2.5.1.2 The interpretation stage (project phase) 
The interpretation stage is the process by which managers translate data into 
knowledge about the environment. This process will vary according to the means for 
equivocality reduction and the assembly rules that govern information processing 
behaviour among managers (Daft and Weick, 1984). The equivocality reduction is the 
extent to which data are unclear and suggest multiple interpretations about the 
environment (Daft and Macintosh, 1981; Weick, 1979). The equivocality reduction 
will be greatest in undirected viewing organisations. In these organisations, managers 
will discuss external cues extensively to arrive at a common interpretation. 
Equivocality is reduced through shared observation and discussion until a common 
grammar and a course of action can be agreed on. The assembly rules are the 
procedures or guides that organisations use to process data into a collective 
interpretation. The greater the equivocality in the data, the fewer the number of rules 
used to arrive at an interpretation (Weick, 1979). Also, the greater the equivocality, 
the more time the data may be cycled among members before a common 
interpretation is reached. On the other hand, the lower the equivocality, the fewer the 
cycles that are needed. Undirected viewing organisations will have few rules but will 
use many cycles during the process of interpretation. Conditional viewing 
organisations will have many rules and fewer numbers of cycles until an 
understanding is reached. The discovering organisation will use many rules and a 
moderate number of cycles may be needed while, finally, the enacting organisation 
will be use a moderate number of assembly rules and information cycles (Daft and 
Weick, 1984). Ghauri and Holstius (1996) emphasised that companies in the project 
phase form a general view of the market and analyse the operating opportunities. 
At this stage, information will be validated, evaluated and interpreted. The sources of 
data could be validated by the following procedures: 
" The credibility of the source. 
" The quality of the information. 
" The reason the source might have for providing such information. 
" Cross referencing by reports or personal confirmation. 
" The organisation's past experience or the management information system. 
" Consulting an outsider or experts. 
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The data can be evaluated and processed by using the expertise of the human mind, by 
using an expert systems shell, or by using management tools such as SWOT analysis 
programs. 
2.5.1.3 The strategy formulation and decision-making stage (learning phase) 
Strategy formulation and decision-making are additional variables which might be 
associated with the organisational interpretation modes (Daft and Weick, 1984). Each 
interpretation mode is consistent with one of the strategy types classified by the work 
of Miles and Snow (Daft and Weick, 1984). Therefore, an interpretation mode 
category will be added to Table 2.6 to extend the understanding of each strategy type 
and its capability to interpret the external environment and decision-making. The 
combined strategy characteristics and interpretation modes are summarised in 
Table 2.7. 
a) Strategy formulation 
According to Miles and Snow (1978), there are four types of strategies: 
prospector, analyser, defender and reactor. The prospector organisation reflects a 
high level of initiative with regard to the environment. This is consistent with the 
enacting mode of interpretation. The analyser organisation is more careful and 
concerned with maintaining a stable core of activities but with occasional 
innovations. This is consistent with the discovering mode of interpretation. The 
defender organisation is determined to defend what it has and perceives the 
environment as analysable and stable. This is consistent with the conditional 
viewing mode of interpretation. Finally, the reactor organisation is not really a 
strategy at all. It is determined to react to the changes in the environment. This is 
consistent with the undirected viewing mode of interpretation. 
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Undirected viewing: Enacting: 
Scanning characteristics: Scanning characteristics: 
1- Data source: external, personal. 1- Data source: external, personal. 
2- Acquisition: no scanning 2- Acquisition: no department, 
department, irregular contacts and irregular reports and feed back from 
Unanalysable reports, casual information. environment, selective information. 
Interpretation process: Interpretation process: 
1- Much equivocality reduction. 1- Some equivocality reduction. 
2- Few rules and many cycles. 2- Moderate rules and cycles. 
Strategy and decision making: Strategy and decision-making: 
1- Strategy: reactor. 1- Strategy: prospector. 
2- Decision process: 2- Decision process: 
Assumptions coalition building. 
incremental trial and error. 
about 
environment 
Conditional viewing: Discovering: 
Scanning characteristics: Scanning characteristics: 
1- Data source: internal, impersonal. 1- Data source: internal, impersonal. 
2- Acquisition: no department, although 2- Acquisition: Separate department, 
regular record keeping and information special studies and reports, extensive 
system, routine information. information. 
Analysable 
Interpretation process: 
I- Little equivocality reduction. 
Interpretation process: 
I. Little equivocality reduction. 
2- Many rules and few cycles. 2- Many rules and moderate cycles. 
Strategy and decision making; Strategy and decision making: 
1- Strategy: defender. 1- Strategy: analyser. 
2- Decision process: 2- Decision process: 
programmed, problemistic search. systems analysis, computation. 
Passive Active 
Organisational intrusiveness 
Figure 2.14: The relationship between interpretation modes and organisational 
processes (Source: Daft and Weick, 1984) 
Undirected viewing: Enacting: 
Scanning characteristics: Scanning characteristics: 
1- Data source: external, personal. 1- Data source: external, personal. 
2- Acquisition: no scanning 2- Acquisition: no department, 
department, irregular contacts and irregular reports and feed back from 
reports, casual information. environment, selective information. 
Interpretation process: Interpretation process: 
1- Much equivocality reduction. 1- Some equivocality reduction. 
2- Few rules and many cycles. 2- Moderate rules and cycles. 
Strategy and decision making: Strategy and decision-making: 
1- Strategy: reactor. 1- Strategy: prospector. 
2- Decision process: 2- Decision process: 
coalition building. incremental trial and error. 
Conditional viewing: Discovering: 
Scanning characteristics: Scanning characteristics: 
1- Data source: internal, impersonal. 1- Data source: internal, impersonal. 
2- Acquisition: no department, although 2- Acquisition: Separate department, 
regular record keeping and information special studies and reports, extensive 
system, routine information. information. 
Interpretation process: Interpretation process: 
I- Little equivocality reduction. I. Little equivocality reduction. 
2- Many rules and few cycles. 2- Many rules and moderate cycles. 
Strategy and decision making; Strategy and decision making: 
1- Strategy: defender. 1- Strategy: analyser. 
2- Decision process: 2- Decision process: 
programmed, problemistic search. systems analysis, computation. 
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Interpretation 
behaviour 
Strategy 
Control Product Market Advantage Concern mode (Daft Types 
and Weick, 
1984) 
Competitive price or - Improving the 
-Tight control Creating a stable - Stable environment quality efficiency and 
- Extensive Consistent with the 
Def d di i i f or 
limited set of - Tends not to search for - Specialist in their field effectiveness of diti l i i er en v s on o products or new market opportunities - Innovation is a rare their operation 
con ona v ew ng 
formalisation and mode 
customers characteristics of these - Keeping out 
centralisation 
organisations competitors 
Internal 
Innovation 
flexibility in 
- Flexibility Loose structure order to develop 
- Defensive tactics can low division of new product or 
- Dynamic environment be manoeuvred by labour and Innovation-new market Consistent with the 
rospector Tends to look for new innovative strategy 
formalisation products - Maintaining enacting mode 
market opportunities based upon market 
- High degree of flexibility in search or by 
decentralisation technology and 
experimentation of 
administrative 
new products 
arrangements 
Stable / dynamics 
In a stable market acts 
Locating and 
like a defender to protect 
exploiting new 
Moderately their existing segment 
product and 
centralised control provision and seek Market surveillance - Maximising market 
with high control operation efficiency. But mechanism, market profit and 
Analyser over current 
opportunities and 
in dynamic turbulent penetration growth and minimising risk 
Consistent with the 
simultaneously discovering mode 
activities but looser market, managers product-market - Not a risk taker maintaining a firm 
control over new monitor the performance development organisation 
base of traditional 
undertakings of competitors and look 
product and 
out for evidence of 
customer 
experimentation and 
innovation 
Management - This strategy arises 
adhere to particular when one of the other 
strategy-structure three strategies is 
Consistent with the 
React relationship even S bl /d i 
inappropriately Undetermined 
i di i or - ta ynam c e n rect v ewing though it is no pursued. business strategy 
mode 
longer relevant to - Adjustment made as a 
environmental result of irresistible 
conditions external pressure 
Table 2.7: The combined strategy characteristics and interpretation modes 
75 
b) Decision-making 
Decision-making will be defined as a variable associated to the mode of 
organisational interpretation. In the undirected viewing organisations, the 
environment is not analysable and the manager will spend time understanding and 
reacting to an agreement before proceeding to a solution (Daft and Weick, 1984). 
However, in the enacting organisation, a decision will be subjected to a trial and 
error process until the solution works. In the discovering organisation, the 
environment is analysable. In this kind of organisation, the decision process must 
be analysed and alternatives must be weighed before a solution is tried. Finally, in 
the conditional viewing organisation, the environment is analysable and the 
decision-making by managers is programmed to react to external events based on 
previous experience. In the decision-making (learning), the organisation believes 
that it has good knowledge and understands the event situation about the market 
and the environment. Therefore, it is the right time to decide about the action it 
will take and it starts to build up relationships and contact networks with the target 
market authorities. The top management at the end of the whole process 
evaluation will be able to respond to the following considerations: prioritising the 
target market, the level of international entry strategy, and the strength of the 
bargaining power of its own organisation. Because in this research the focus will 
be small-sized companies, the evaluation process will influenced more by the 
characteristics of the owner/manager of the company than the company's 
characteristics. (This will be discussed further in later chapters. ) 
i. Prioritising the target market 
Simkin and Dibb (1998) carried out a study to prioritise the target market. The 
survey was finally sent to 120 selected companies and the subsequent findings 
were interesting in that the majority of businesses fall into the "life is simple" 
category, with the focus on a financial return, whereas few businesses chose 
the "short but effective" category. Also, in their study, an significant finding 
was that profitability, market growth, market size, likely customer satisfaction 
and sales volume were cited as the top five criteria by survey respondents. 
Prioritising target market decision-making cannot be evaluated on its own and 
cannot be decided as a separate issue. However, this decision must be 
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evaluated and decided with the level of international entry and the strength of 
the company's bargaining power as one task. 
ii. Level of international entry strategy 
Galbraith (2000) emphasised that there are five levels of international 
development while organisations manage their international operations on 
three dimensions: the role of the subsidiaries, the mode of participation in the 
local economy, and the proportion of assets and employees located outside the 
home country, as illustrated in Table 2.8. Each level is briefly described 
below: 
Level I: 
" Use subsidiaries as sales companies. 
" Transfer products or service advantage. 
" Build a global brand. 
" Besides sales, provide inputs for product improvements. 
" Simplest level of international development. 
Level II: 
9 Choose a partner (local company) to join in the investment. 
" Joint-venture to get market access in a foreign country. 
" Use partner to learn which advantages are transferable, such as 
which must be modified and which must be discarded for 
substitutes. 
"A step to make later is to buy out a partner, or sell out and retreat 
and expand to move to Level III. 
" Is a stepping-stone or learning platform. 
" The price of entry may be enforced by the host government and, in 
this case, the options of the firm may be limited. 
" This level is higher than Level I because it creates more assets and 
has more employees outside the home country. 
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Level III: 
" The firm engages in FDI and creates multiple functions within the 
subsidiaries. 
" It is a multifunction business. 
" Some government use barriers unless a firm produces locally. 
" It is cheaper to produce locally in a good market. 
"A national company with an international or geographical division. 
Level IV: 
" Has acquired some international capabilities and gives more 
responsibilities to the subsidiaries and organises them into a 
multinational network. 
" Generates and transfers technologies, enters geographies and 
develops themselves internationally. 
" Their primary challenge is to develop cross-unit coordination 
capabilities, that is, the managerial skills to maintain strong links 
across borders, functions and businesses. 
Level V: 
" Is a trans-national form which occurs when subsidiaries assume a 
leadership in developing strategy and advantages for a business. 
" The subsidiaries play a role, usually in a geographical sense, with 
locations which have a specific advantage outside the home 
country. 
The international level of entry mode can be generally described, according to 
Galbraith (2000), as: exporting (mode 0); licensing/ franchising (mode I); joint 
ventures (modes II); FDI engagement (mode III); and full ownership (modes 
IV and V). There are many factors that will play a role in the foreign market 
entry mode (Taylor et al., 2000). These factors are: 
" the stake of the firm. 
" the stake of the host country. 
" the need for local contribution to the venture. 
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" the risk involved in the investment. 
" the level of resource commitment by the firm to the foreign market. 
" the intensity of competition for the investment. 
" the host government restrictions. 
" the size of the firm. 
Also, an additional three factors affect the entry level, as mentioned in the 
study by Özsomer and Cavusgil (1999). These additional factors are: 
" the types of organisation ( Leaders or Followers and Generalists or 
Specialists). 
" the number of Leader and Follower organisations in the host country. 
" the number of Generalist and Specialist organisations in the host country. 
The decision regarding the level of international entry must be carefully 
evaluated with all the other important factors because market attractiveness 
and environmental factors have a significant influence on the decisions of the 
top management. In order to accomplish this task, all external and internal 
environmental factors must be analysed to be able to get a clear understanding 
about the whole situation before any decisions and actions are taken. 
Level of 
Percentage of 
International Role of Mode Organisation Value Added 
Development Subsidiary (assets, 
employees) 
0 None None National company Zero 
I Seller Exports National company 
Low 
II Local partner Partnership s 
National company 
lus partnerships 
III Start-up Foreign Geographic 
operations division 
IV Implementer Foreign Multidimensional 
operations network 
V 
Contributor / Foreign 
Transnational High leader operations 
I able 2.8: Levels of international development (Source: Galbraith (2000)) 
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iii. Bargaining power 
The bargaining power theory views the entry mode choices as the outcome of 
negotiations between the firm and the government of the host country (Taylor 
at al., 2000). This theory states that the firm choice of entry mode depends on 
the bargaining power and the strength of the host government. As market 
attractiveness increases, the bargaining power of the firm decreases. The 
factors that affect the level of international entry have an effect on the strength 
of the bargaining power of the organisation because both factors have to be 
evaluated and explained together. 
In the decision-making (learning) stage, the organisation believes that it has good 
knowledge and understands the event situation about the market and the environment. 
However, it is a difficult and lengthy process to evaluate all the critical factors that 
have been gathered and identified. Therefore, owner/managers of the small-sized 
businesses need to evaluate the gathered information and the critical factors in order 
to decide about the action they will take. Decision support tools exist that will help 
decision makers in their analysis and one of these decision tools is the Expert Choice 
software. 
There is no one "correct" model to use in making a decision. According to Thomas L. 
Saaty, creator of the Analytic Hierarchy Process, there are many factors that influence 
any particular decision. These include motivational factors, success factors, failure 
factors, and market attractiveness factors, all of which need to be considered for 
evaluation in order to rank alternative choices. There are a few decision support 
software programs that help consultants and managers to rank choices such as Logical 
Decisions software, Decision Explorer and Expert Choice Software. Decision support 
software does not end with these three. However, the outcomes of the different 
decision support software items are the same in evaluating alternatives and ranking 
priorities. In this research, the process used for weighting the market factors is an 
Analytical Hierarchy Process (AHP) while the weighting process is evaluated by 
using Expert Choice software. Also, the Vroom-Yetton-Jago Model will be used as a 
reference leadership decision method to analyse tree sequences regarding questions 
and answers about why organisations wish to spread globally. 
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2.5.2 Expert Choice software 
The Analytical Hierarchy Process (AHP) was developed at the Wharton School of 
Business by Thomas Saaty. This process allows decision makers to model a complex 
problem in a hierarchical structure showing the relationships between the goal, the 
objectives (criteria), sub-objectives and alternatives, as illustrated in Figure 2.15. It 
engages decision makers in breaking down a decision into smaller parts, proceeding 
from the goal to objectives, then to sub-objectives, and then down to alternative 
courses of action (Expert Choice, 2000). AHP is a powerful and flexible decision 
making process to help people set priorities and make the best decisions when both 
qualitative and quantitative aspects of a decision need to be considered. It can also be 
used to handle problems involving uncertainty (Goodwin and Wright, 2004). It is 
suitable for complex decisions that involve a comparison of decision elements which 
are difficult to quantify (Saaty, 1980). The procedure needed to achieve this involves 
reducing complex decisions to a series of one-to-one comparisons, then synthesising 
the results. AHP not only helps decision makers to arrive at the best decision, it also 
provides a clear rationale to show that the decision that is made is the best. It can be 
used to predict likely outcomes, to plan projected and desired futures, to select 
alternatives, and to allocate resources. 
Goal 
Alternatives 
Objectives 
0 
0 
Sub-objectives 
Figure 2.15: The Analytical Hierarchy Process (AHP) 
81 
Dr. Saaty partnered Professor Ernest H. Forman of George Washington University in 
1983 to produce the computer software package, Expert Choice, based on the AHP 
(Expert Choice, 2000). Because the criteria are presented in a hierarchical structure, 
decision makers or analysts are able to complete their judgments on a pairwise 
comparison of all elements at each level relative to each of the program elements in 
the next level of the hierarchy. The composition of these judgments fixes the relative 
priority of the elements at the lowest level (usually solution alternatives) relative to 
achieving the top-most objectives (Frair et al., 1998). 
Expert Choice mainly consists of five steps: building an expert choice model; making 
judgments; synthesising, examining and verifying the decision (by performing what-if 
or sensitivity analysis); and documenting the decision. These steps will be outlined in 
more detailed on Chapter Three. For the purpose of developing the model process, the 
researcher will complete a pairwise assessment for all elements in the hierarchy, 
according to the author's personal decisions. However, the objective judgments are 
completed according to Wood and Robertson's study (2000), except for the fact that 
technical factors are completed according to the author's personal decision. 
2.5.3 The Vroom-Yetton-Jago Model 
The Vroom-Yetton-Jago model was developed initially by Vroom and Yetton, and 
was later revised by Vroom and Jago. The model emphasises the participative 
dimension of leadership, that is, how the leader goes about making decisions (Vroom 
and Jago, 1988). This model is interesting as it places great emphasis on the decision- 
maker switching between different decision-making styles. A series of questions will 
be used to analyse and identify the most feasible set of answers. The answers to the 
questions from Stage One are important since they introduce sequential questions. 
The questions should be answered with a yes or a no, or with a high or a low. The 
decision tree of the model has many branches and each branch has a set of questions 
and a possible decision style. Finally, this method will provide an understanding about 
the potential impact of the organisation, internally and externally. The output of this 
model will show the current situation of an organisation and where its future plan lies. 
Vroom and Yetton (1973) distinguish between "individual problems" and "group 
problems". An individual problem is one that has potential effects on only one person. 
On the other hand, a group problem will affect more than one of the manager's direct 
reports. Six alternative decision processes apply to the problems (Vroom and Jago, 
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1988). These six processes, as illustrated in Table 2.9, can be thought of as steps on a 
scale of participation or power sharing. As one moves from Al through GII to DII, 
there is a progressive increase in the opportunities provided for subordinates to 
influence the decision. DII and GII, with their emphasis on consensus among 
subordinates, are the most participative; AI is the least participative. 
Symbol Decision Processes 
Al You solve the problem or make the decision yourself using the information 
available to you at the present time. 
All You obtain any necessary information from subordinates, then decide on a 
solution to the problem yourself. You may or may not tell subordinates the 
purpose of your questions or give information about the problem or 
decision on which you are working. The input provided by them is clearly 
in response to your request for specific information. They do not play a role 
in the definition of the problem or in generating or evaluating alternative 
solutions. 
Cl You share the problem with the relevant subordinates individually, getting 
their ideas and suggestions without bringing them together as a group. Then 
you make the decision. This decision may or may not reflect your 
subordinates' influence. 
CII You share the problem with your subordinates in a group meeting. In this 
meeting you obtain their ideas and suggestions. Then you make the 
decision, which may or may not reflect your subordinates' influence. 
GII You share the problem with your subordinates as a group. Together you 
generate and evaluate alternatives and attempt to reach agreement 
(consensus) on a solution. Your role is much like that of chairperson, 
coordinating the discussion, keeping it focused on the problem, and making 
sure that the critical issues are discussed. You can provide the group with 
information or ideas that you have, but you do not try to "press" them to 
adopt "your" solution, and you are willing to accept and implement any 
solution that has the support of the entire group. 
DII A leader is delegated or empowered by the group to make the decision 
without the leader's presence. 
Table 2.9: Management decision methods for problems 
The Vroom-Yetton-Jago model is designed to evaluate leadership decisions and, in 
this research, the focus will be on how to evaluate and analyse an organisation's 
internal and external variables. However, before making any significant decision, five 
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guidelines in the form of questions should be reflected on by managers or leaders 
(Rausch, 1996). These guidelines are: 
a) Who should be involved in participation; and at what level, timing and intensity? 
b) Which point in the Tannenbaum and Schmidt figure is most appropriate, as 
illustrated in Figure 2.16? 
c) What expertise is needed for a high quality decision or plan, and how important is 
it that the decision and the likely outcome, are acceptable to all stakeholders, not 
only to those who will work on the implementation? 
d) Who must be involved and when? Individuals' work-maturity should be 
examined. 
e) Consider the conflicts that might arise. What information is available and/or can 
be made available to the individuals or group and how far is the decision 
predetermined by procedures and policies? 
Boss-centred leadership Subordinate centred leadership 
Use of authority by the manager 
Area of freedom for subordinates 
Manger Manager presents Manager makes Manager Manager presents Manager defina limits: Manager permits 
decision and "sells" present, 
ideas tentative decision problem, gets asks group to make subordinates to 
announces it decision and 
invites 
subject to change 
suggestions, makes decision function within limits 
questions decisions defined by superior 
Figure 2.16: The Tannenbaum and Schmidt approach 
The Vroom-Yetton-Jago Model will be used in this research as a reference decision. 
style method to analyse tree sequences regarding questions and answers about why 
organisations wish to spread globally. Questions and the appropriate answers will not 
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be as clearly focused in the concept of the Vroom-Yetton-Jago Model because this 
model is mainly concerned about leadership style and the level of participation within 
the organisation. However, in this thesis, the questions and answers from the decision 
tree method will be used as a guidance tool to draw up a clear process that will enable 
the organisation's description and behaviour to be understood. Also, this series of 
questions and answers will from the basic structure for further focus investigation and 
diagnosing by using other tools included in this research such as the Viable System 
Model. 
2.5.4 Conclusion 
Any model has certain weaknesses. In small-sized companies, decision-making 
generally lies in the hands of the company owner or manager. Experience, 
entrepreneurial characteristics, and financial resources also play important roles in the 
decision-making process. So, a new decision support tool and model would aid 
owners and managers in evaluating alternatives for international expansion. 
Organisations are able to develop their scanning, interpretation and decision-making 
capability through training which can develop the decision-makers and other 
individuals to create a learning organisation. This capability will have a positive effect 
on decision-making by enabling participants to read the environment and the market 
accurately. As a result, an improvement will be made to the organisation's 
responsiveness to changes in the environment. 
2.6 Linking the small-sized company to the new environment 
International expansion models and decision support tools can help companies in 
providing information about an external environment, selecting an international target 
market, and in deciding the level of international involvement. However, in dynamic 
and fast-changing markets, companies need more than this. They need to think 
seriously about the complexity of the outside environment and how to introduce its 
strength in an appropriate way in order to be able to manage such complexity. 
Organisations need the help of diverse systems methods in order to have access to the 
realistic practice of knowledge management. In the discipline of systems science, 
there exists a number of systems-based methodologies developed for various 
applications (Gao et al., 2002). It is important to recognise that "systems" represent a 
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useful way of studying human activities but that these systems are not real; they 
merely represent a model of the activity. They represent approaches to help our 
understanding of how an operation is performing and how this performance will 
respond to changes in the environment (Kirk, 1995). There are two types of system 
approaches: hard systems and soft systems. The hard system represents a model 
which has objectives that can be expressed in quantitative terms, allowing the 
development of mathematical models. The soft system, on the other hand, is used 
particularly in relation to human activity systems where there is unlikely to be 
agreement about the precise objectives of the system (Kirk, 1995). A soft system is 
expressed in a qualitative terms and the approach is concerned with unique features. It 
includes the development of word models of how the system should behave as a 
means of comparison with the way things are in the actual system. This comparison 
identifies gaps between the way in which the system is operating and the way it 
should operate (Kirk, 1995). This, in turn, allows a number of changes which could be 
made, to be generated. 
Soft systems are a valuable tool to support the study of the activities of small-sized 
companies in order to help in understanding how an operation is performing and how 
this performance will respond to changes in the environment. In the literature, there 
are different types of soft systems: Churchman (1970): Social Systems Design (SSD); 
Beer (1972,1981): Viable System Model (VSM); Ackoff (1979): Interactive Planning 
(IP); Checkland (1981): Soft System Methodology (SSM); Mason and Mitroff (1981): 
Strategy Assumption Surfacing and Testing (SAST); Ulrich (1983): Critical System 
Heuristics (CSH); Flood and Jackson (1991): Total System Intervention (TSI); and 
Linstone (1994) (Gao et al., 2002). There is no all-purpose method for all situations. 
SSM and VSM are widely used in the literature and in academic research and both 
SSM and VSM are used in organisations as problem-solving methodologies (Gao et 
al., 2002; Miles, 1987; Walters et al., 1994). Checkland's SSM is a tool for achieving 
improvement rather than finding a solution, since "solutions" are seldom found in 
unstructured situations. This approach is used for systems (collections of interacting 
parts, people, information and so on) rather than for quantifiable problems (Bicheno, 
2000). It is a human orientated process that focuses on the values, interests and beliefs 
of participants in a system of study (Jackson, 1988). Also, it does not provide 
adequate support for the actual design of a new system and does not explain how to 
build a system or how to implement it (Walters et al., 1994). 
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On the other hand, Beer's VSM is a less human orientated approach (Jackson, 1988). 
It is an approach that is based on mapping and restructuring the organisation so it 
contains all the attributes of the VSM in order to examine the organisation's 
capability to respond to environmental changes (Gao et al., 2002). VSM provides a 
structural framework to see if successful organisations actually obeyed the rules of the 
VSM, and if poor performers did not (Blenkinsop and Burns, 1992). Therefore, in this 
research, the Viable System Model (VSM) will be used because it provides a more 
technical and practical method "diagnosing" an organisation. Also, it offers managers 
and practitioners a deep understanding through systematic analysis and Beer's ideas 
on organisational structure and information channels (Gao et al., 2002). 
The Viable System Model (VSM) provides a powerful tool and background model for 
the more detailed work of implementing change (Espejo et al., 1999; Gao et al., 2002; 
Espejo and Gill, 1996). It has been used extensively in the diagnosis of organisations 
(Leonard and Beer, 1994). Beer's Viable System Model (VSM) can be used as a tool 
to understand and diagnose the company's behaviour and performance by linking the 
company with the external environment (Espejo et. al, 1999; Keating, 2000, Vidgen, 
1998; Yolles, 2004). The objectives of implementing the Viable System Model 
(VSM) for small-sized companies are: 
" To better understand and gain advantage from recognising the capabilities, 
behaviour and strategies of the company in its present position and in order to 
predict its future. 
" To identify the systems of a competitive organisational structure (the Viable 
System Model) in order to compare these with each type of small-sized company 
mentioned earlier. 
" To trace the information and operational processes within the organisation in 
order to determine failure and weaknesses. 
" To diagnose organisational structures and, in particular, their structural 
weaknesses. 
" To design new organisational structures. 
" To draw a big picture of the types of small-sized company according to all 
aspects and issues of competitiveness and activity. 
" To prepare the structure of the Viable System Model for the general structure of 
each type of small-sized company. 
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2.7 The Viable System Model (VSM) 
Ross Ashby's Law of Requisite Variety is at the core of the VSM. In the language of 
cybernetics, issues of knowledge management are regarded as problems of handling 
variety. Ashby's Law of Requisite Variety implies that "only variety can absorb 
variety" (Ashby, 1956; 1964). So, problems of handling variety will be controlled if 
there is enough regulatory capability in a control function to manage a "requisite 
variety" situation. If there is not, the situation will be out of control. The Viable 
System Model (VSM) addresses the variety implicit in a management situation from 
two angles (Leonard, 1999). The first is a horizontal relationship, depicted as the link 
between the environment of customers with the productive operation and its direct 
management. The second is a vertical link which connects the management of the 
units with that of the larger organisation. 
The Viable System Model (VSM) is not a new idea. It is based on the work of 
Stafford Beer from the 1950s until the late 1980s. Stafford Beer (1979,1981,1985) 
spent many years researching the conditions that were required for a complex system 
to be viable. He determined that viability was maintained by engaging in different 
activities, keeping them from interfacing with each other, managing them together, 
focusing on the future and doing so in the context of an identity within which the 
interests of the whole over time could be considered. Many applications of the VSM 
have since been undertaken by Beer and others in business, government, non-profit 
organisations and non-organisational systems (Espejo and Hamden, 1985). The VSM 
has also been used extensively as a conceptual tool for understanding organisations, 
redesigning them (where appropriate) and supporting the management of change 
(Espejo and Gill, 2000). Beer (1985) defined "viable" as an ability to maintain a 
separate existence. For Beer, a system is viable if it is capable of responding to 
environmental changes, even if those changes could not have been foreseen at the 
time the system was designed (Jackson, 1988). So, an organisation is viable if it can 
survive in a particular sort of environment to the extent it maintains its existence over 
time (Bayne and Paul, 2004). 
Beer's Viable System Model (VSM) is an effective tool for use in understanding a 
company's behaviour since it can be used to link the company with the environment 
more effectively. VSM can be used to deal with an outside environment as it will 
attenuate the complexity of this environment, thus enhancing the organisation's 
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understanding and amplifying its actions in order to make interaction with the 
environment more effective (Espejo et al., 1999). According to Beer (1985), the most 
common amplifier is delegation and the most common attenuator is sheer ignorance. 
As previously mentioned, a company needs to consider the complexity of the outside 
environment and how to introduce its strength appropriately in order to manage this 
complexity. Otherwise, the outside environment cannot be handled effectively 
because it will be driven by the market's complexity. 
A viable system, as noted above, is defined as a system that is able to survive in a 
particular sort of environment. It is a system that is able to interact and communicate 
with both outside and inside environments. It is an active, purposeful and adaptive 
organisation that can operate in a complex situation and survive (Yolles, 2000,2004). 
The characteristics of a viable system are (Espejo, 1999,2004; Keating, 2000; Rios, 
2004; Yolles, 2000,2004): 
" It reproduces itself because it has its own problem-solving capacity (it is self 
repairing). 
" It responds to changing situations by generating sufficient variety through self- 
organisation to deal with the situational variety it encounters. This is called 
requisite variety. 
" It is able to support adaptability and change while maintaining stability in its 
behaviour. 
" It has a structure of coherence to encourage the system parts to work together. 
Walker (1991,2001) emphasised that it is important to look at the organisation itself 
and examine the units which compose it. The Viable System Model (VSM) is a 
powerful descriptive and diagnostic tool to map management capacities and to 
promote viabilities (Leonard, 1999). It is a model of the structural requirements 
needed for organisations to maintain their independent existence, that is, their 
viability (Syncho Ltd, 1996). It needs to be drawn to identify the operational parts, the 
parts which have inputs from the internal eye system, the parts which have input from 
the external eye system, and the policy system. It is used in this research to design a 
structural framework for global small-sized companies and to diagnose the efficiency 
of global organisations. 
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2.7.1 General Viable System Model 
The model offers a way of understanding organisational problems. The Viable System 
Model is divided into five systems that have to be present in order to be viable and 
support any successful organisation. The Viable System Model, as illustrated in 
Figure 2.17, generally consists of three main parts. These are as follows: 
" The Operation (0) which comprises the primary activities of all operational units 
or teams of people doing various jobs (System One). 
" The Metasystem (M) which ensures that all the various operational units work 
together in harmony; this consists of the stability system (System Two), the 
internal eye system (System Three), the external eye system (System Four), and 
the policy system (System Five). 
" The Environment (E) which is the entire outside environment that is relevant to 
the system-in-focus (sphere of existence). 
The arrows in Figure 2.17 represent several aspects, such as information, money, 
people, etc. These arrows are the interaction channels that manage imbalances in 
complexity between the VSM parts. If there are imbalances between VSM parts, then 
certain instabilities (conflicts, people competing for the same resources, irrelevant 
products, etc. ) will result (Walker, 2001). 
The Operation (0) and the Metasystem (M) are further subdivided into five 
interacting subsystems which must support any successful organisation, as illustrated 
in Figure 2.18. These subsystems perform operations which meet the needs of the 
"customers", however they are constituted. In their environments they coordinate 
those operations and damp their oscillations as a whole, plan for the future, and 
maintain a coherent identity (Leonard, 2000). The subsystems of the Viable System 
Model are labelled System 1, System 2, System 3, System 4 and System 5. The 
characteristics of the subsystems are: 
" System One (Si): is the operational part of the system-in-focus; each subsystem 
should be itself a viable system. It carries out the organisation's primary activities 
(Implementing). 
" System Two (S2): is part of the Metasystem and its job is to ensure stability, to 
resolve conflict and to coordinate interfaces (Coordination). 
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" System Three (S3): is part of the Metasystem and its function is to monitor and 
manage the internal system. It contains the day-to-day management and 
monitoring of System One in order to secure the efficiency and the short-term 
capability of the operation (Control). 
" System Three Star (S*): gives System Three direct access to the operation of 
System One. Beer stresses that this system should only be used for checking and 
as an audit function (Auditing). 
" System Four (S4): is part of the Metasystem and its job is to deal with the outside 
environment to be able to prepare future planning and long-term viability 
(Intelligence). 
0 System Five (S5): is part of the Metasystem and its function is to provide the 
ground rules and the direction for the whole system (Policy). 
Figure 2.17: Interaction of the Viable System Model (VSM) 
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Figure 2.18: The Viable System Model (VSM) 
Organisations have less inner complexity than their environments (Espejo and Gill, 
2000). A natural imbalance needs to be recognised and addressed through various 
leverage strategies that the organisations employ to bring this complexity within its 
response range. It is an important characteristic of the Viable System Model (VSM) 
that its subsystems and its relations are recursive, that is, each independent viable 
system is embedded in other more comprehensive systems (Leonard, 2000). 
Recursion is the repetition of the same patterns and relationships at different levels or 
scales. Recursive structures are both efficient generators and absorbers of complexity 
and are highly adaptive to change. When using the Viable System Model (VSM), it is 
often helpful to consider one level of recursion as the "system in focus" and explore 
the levels of recursion immediately above and below it. This becomes useful as 
complexity increases in an organisation with multiple projects, sites or divisions 
(Leonard, 1999). 
The model offers a way of understanding organisational problems. As mentioned 
earlier, the Viable System Model is divided into five systems that have to be present 
in order to be viable and support any successful organisation. These are examined in 
more detail below. 
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2.7.1.1 The system-in-focus 
The system-in-focus is the recursive level which is focused on; it may have more than 
one next higher and one next lower recursion. It is important to define the system-in- 
focus to be able to determine the current focus of attention. After choosing the 
system-in-focus, the outline of all five systems can be defined as follows: 
" The operational units that carry out the primary activities to fulfil the mission 
statement. 
" The Metasystem units that provide services to the operational units to ensure 
cohesion for the whole system. 
2.7.1.2 System One (Operation) 
System One is made up of the productive processes that allow the organisation to 
produce the services and / or products that justify its existence (Rios, 2004). It is the 
entire operation which will be composed of several operational units. These 
operational units undertake the primary activities of the system-in-focus (Walker, 
1991,2001). System One generates wealth to the firm because it is where the work 
gets done. Therefore, the operational units (sometimes called the primary activities) 
are responsible for producing products or services implied by the organisation's 
identity at the core of the recursive model. The organisation's products and services 
are produced at different levels of many activities and the value chain of the 
organisation as a whole implements its overall purpose. So, each operational unit 
consists of many sub-operational units that interact with the environment and are 
embedded in the whole environment. As illustrated in Figure 2.18, each sub- 
operational unit should be recognised by itself as a viable system. Therefore, most 
viable systems, at whatever recursive level, could contain further sub-operational 
units. This could help in managing the complexity of the external environments. 
The organisational structure, as modelled by the VSM, is recursive; the same structure 
that is produced for the organisation as a whole applies to each of the operational 
units (primary activities). Each operational unit must be viable and autonomous in 
order for the whole system to increase its chances of viability (Syncho Ltd, 1996). 
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2.7.1.3 System Two (Coordination) 
System Two is part of the Metasystem. It takes care of the coordination activities 
(Rios, 2004). Its job to ensure stability, resolve conflicts, damp oscillations and 
coordinate the operational activities. This system will help in preventing the activities 
in System One from acting inconsistently with each other. System Two is the Viable 
System's anti-oscillatory device for System One (Beer, 1985). 
System Two requires a great deal of knowledge to look after the operational works. 
Successful System Two efforts result in a smoothly running organisation. As 
illustrated in Figure 2.18, System Two is connected to System One in order to be able 
to provide coordination; this prevents conflict between the operational units. 
Production control in a manufacturing company is an example of System Two. 
2.7.1.4 System Three (Control) 
System Three is part of the Metasystem. It is the system that is responsible for day-to- 
day monitoring of the internal system to secure the efficiency of the operation (Figure 
2.18). It seeks synergy between System One units and gathers all the internal data to 
be used by System Five. Also, System Two ensures that the operational units stick to 
the policy provided by System Five. It sits right in the middle of all operational units 
in order to optimise the whole process (Walker, 1991,2001). 
System Three, according to the needs of the system-in-focus, can look at the whole of 
System One and allocate resources in order to optimise performance (resource 
bargain). It requires a continuous report from the operational units to show that 
everything is proceeding as agreed with the Metasystem. Also, it has intervention 
rules which permit System Three to intervene against the operational units concerned 
when the cohesion of the whole system is at risk. So, if the information shows that 
productivity is down, wastage is up and morale has collapsed, then a signal 
(algedonic) will be sent to System Three. Upon receiving the signal, System Three 
must intervene for the sake of the viability of the whole system. System Three can be 
summarised as the optimisation system that monitors and improves the whole of 
System One by making positive suggestions to improve overall performance. System 
Three improvements include factors such as resource allocations e. g. budgets. 
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2.7.1.5 System Three Star (Auditing) 
This system goes directly to the operational units of System One. It links System 
Three and System One (Figure 2.18). Its main function is to provide whatever 
information is needed by System Three from the operational units to complete the 
model. It performs an audit function on behalf of System Three. It may seek 
information about any aspect of System One's operations such as financial audits 
(Leonard, 2000). System Three Star could be used randomly or from time to time to 
check on one of the operational units to see that it is reporting correctly. 
2.7.1.6 System Four (Intelligence) 
This system is part of the Metasystem. It is the intelligence function that links the 
viable system and its external environment (Figure 2.18). It interacts day-to-day with 
the environment and deals with planning for the future by assessing future trends in 
the environment. It also makes preparations for the future inside the organisation 
(Leonard, 2000). System Four gathers all the information about the external 
environment and passes the information to System Five only after discussing with 
System Three the short-term implications of its long-term concerns. Typical System 
Four tasks are: research and development, market research and corporate planning 
(Bjorkqvist, 1996). 
2.7.1.7 System Five (Policy) 
System Five provides the logical closure to the viable system and monitors the three- 
four homeostat (Rios, 2004). It is the policy-making system (Figure 2.18) and is part 
of the Metasystem. System Five functions are: 
" Creating policies that are conveyed to System Three for implementation by 
System One (Bjorkqvist, 1996). 
" Providing ground rules for the whole system which affect every one in the 
organisation. 
" Being responsible for the direction of the whole system. 
" Monitoring the balance between the long-term actions suggested by System Four 
and the short-term actions suggested by System Three. 
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Therefore, System Five's main concern is to ensure that the organisation adapts to the 
external environment while maintaining an appropriate degree of internal stability 
(Bjorkgvist, 1996). 
2.7.2 VSM and studying the organisation 
The Viable System Model (VSM) is an effective tool for maximising the performance 
efficiency of companies. Beer used VSM in consultancies for four decades and was 
able to demonstrate increases in efficiency of between 30 and 60% (Walker, 1991). 
Organisations interact with changes over time in both the external and internal 
environments and only successful organisations will cope efficiently with the 
changes. Therefore, a company's strategies could change as a result of the effects of 
internal and external environmental factors. 
The Viable System Model offers a way of understanding organisational problems. For 
evaluation purposes, all the elements of VSM are brought together and looked at as a 
whole system. It may be summarised in the following points: 
a) The internal environment must be in balance. Systems Two and Three are used to 
stabilise and optimise the operational units and thus the entire internal 
environment, Systems One, Two, and Three, must be designed to ensure it works 
properly. 
b) A balance between System Three and System Four must be found. If they are in 
balance, the organisation will be able to deal both with its internal environment, 
and plan and adapt to the future. If they are out of balance, one of these may 
coped with well but the other may be dealt with badly, and thus viability is 
threatened. 
c) System Five, the policy function, must be designed to round off the whole 
organisation. There must be mechanisms in place to ensure everyone is working 
within the same ground rules. 
d) All the five systems of the Viable System Model (VSM) are continuously 
interacting between the operation and its environment. System One will generate 
wealth for the organisation. Systems Two and Three will be monitoring while 
System Four will identify a possible opportunity and will begin to assess the 
possibilities. System Five will monitor and ensure that everything functions within 
the policy constraints. 
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For some companies, expansion to global markets is an example of a need to survive 
and therefore sensing or reading critical and influential environmental factors is an 
important task. VSM offers, through System Four, a continuous focus on the outside 
environment and a way of dealing with changes in the environment if the reason is an 
external one. On the other hand, System Three can identify and deal with changes if 
the reason is an internal one and so there are many situations that the Viable System 
Model can deal with. Thus, the absence of one or more of the VSM systems is a major 
source of an organisation's failure. 
A global expansion decision varies from a reactive decision to a planned one. In order 
to understand each global expansion decision, the Viable System Model should be 
explained in detail. Decisions to expand globally have many possible statuses and 
each has a particular response. What makes the situation complex or not is the effort 
that has been expended in dealing with the situation to achieve the desired 
performance. Therefore, if the effort is made by way of a complicated procedure, then 
the situation itself becomes very complicated. 
The VSM has often been regarded as a powerful modelling tool, but as one that is 
difficult to use in practice (Espejo et al., 1999). Viplan software (Espejo, 1989) has 
been developed over years of VSM application in many large and small firms, and in 
both the public and private sectors. The Viplan learning system software is an aid to 
learning about Beer's Viable System Model (VSM) and its applications. 
2.7.3 Viplan method 
Viplan method has been developed to support the application of the VSM for all kind 
of organisations. Viplan (LS) was developed by Raul Espejo in collaboration with 
Diane Bowling and others and offers Espejo's interpretation of Beer's Viable System 
Model (VSM). Beer's work, however, does not agree with aspects of this 
interpretation, such as the account given in Viplan of System Two and System Three 
(Syncho Ltd, 1996). The method is used in two modes: Mode I studies an existing 
organisation and its purpose is diagnostic; Mode II is a design instrument for an 
enterprise that is in the process of being established or is undergoing a fundamental 
change in identity (i. e. for a "new" organisation) (Espejo et al., 1999). VSM helps in 
understanding the environment through attenuating its complexity and then 
amplifying the organisation's actions. However, Viplan's complexity means detail 
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rather than complication and therefore the complexity of the Viplan method means 
that many possible states each require a particular response. 
The Viplan method is a tool to support organisational problem solving and to give 
guidance on how to apply the model for designing and redesigning an organisation 
(Espejo, 1999). Viplan helps, through its logical operations, to work out a possible 
recursive structure consistent with an existing or desirable organisational identity. The 
recursive properties of VSM make it possible to apply the same completeness and 
consistency criteria to any organisational unit. Each organisation has its own relevant 
environment and the embedded operational units have their own embedded 
environment which is also embedded in the environment of the whole. This process 
continues for any further embedding that is necessary to handle the complexity of the 
organisation. Organisations are too complex to be managed as single entities but they 
can be managed as a whole in the interests of cohesion through embedded 
autonomous operational units and their relevant environments with their own 
amplifiers and attenuators. Organisations need to have the capacity to adapt to new 
situations in order to remain viable. An effective organisation is one that not only 
does "things right" but, most importantly, is one that is able to find the "right things" 
to do (Espejo and Harden, 1989). 
The Viplan method offers a methodology to absorb different aspects of complexity 
through developing an understanding of the probable implications of different ways of 
unfolding an organisation's complexity (Espejo et al., 1999). Unfolding complexity 
means that the implementation of an organisation's missions will always need two or 
more primary activities, will be autonomous, have its own management and will be 
embedded in its own relevant environment (Espejo and Harden, 1989). The Viplan 
method has five steps: 
1) Establishing the organisation's identity. 
2) Undertaking structural modelling. 
3) Modelling structural levels (defining the unfolding complexity). 
4) Modelling the distribution of discretion. 
5) Modelling the organisational structure. 
The methodology has two modes: Mode I (diagnosis) and Mode II (design). The first 
mode relates to an existing organisation and the second mode relates to a new 
organisation. Before setting the boundaries of the investigation, it is better to name the 
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system because different people may name the same organisation differently. Espejo 
suggests that techniques developed in the soft systems tradition can be used to 
articulate identities. This technique is called TASCOI (Syncho Ltd, 1996). The 
acronym TASCOI stand for Transformation, Actors, Suppliers, Customers, Owners, 
and Interveners. It relates to six questions whose answers "name" or identify a 
system: 
" Transformation: what inputs are converted or transformed into what output? 
" Actors: who carry out the transformation? 
" Suppliers: who supply the input? 
" Customers: who receive the output? 
" Owners: who must ensure that the transformation is carried out? 
" Interveners: who influence the transformation from outside the system? 
The objective of the TASCOI technique is to recognise the primary activities and to 
establish the structural levels (the recursion in the VSM). 
The Viplan method will be used to model a general structure of an organisation. It 
will bring a company design to how the firm should look in order to interact 
effectively with the external environment. The method's five steps will be used to 
accomplish this. Each step will be explained in detail in the later chapters. 
2.7.4 Overview of the Viable System Model section 
The Viable System is an active and adaptive organisation that can operate in complex 
situations and survive. It responds to changing situations. Thus, the viable 
organisation is able to support adaptability and change while maintaining stability in 
its behaviour (Yolles, 2000). The Viable System Model (VSM) provides an effective 
tool for bringing together and discussing all the aspects of making change happen. As 
a support tool, the Viable System Model (VSM) provides a common language to help 
groups within an organisation to learn and interrelate more effectively. It can be used 
to break down barriers that exist between functions. The VSM has sufficient 
generality to justify its origin as an attempt to discover how a system can be viable; it 
also generates considerable power to describe and predict, and to diagnose and 
prescribe (Beer, 1989). The Viplan method is used to aid learning about Beer's Viable 
System Model (VSM) and its applications. It is used to support organisational 
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problem solving and to give guidance on how to apply the model for designing and 
redesigning an organisation. 
2.8 Conclusion of the literature review 
The following points were the initial objectives of this research (presented in 
Section 1.2): 
1. To review the literature and search extensively about organisations' 
configurations, characteristics and behaviours. 
2. To review previous international models in literature. 
3. To identify and describe key complexities associated with small-sized companies. 
4. To identify influential factors and information about small-sized companies when 
analysing international markets by using a questionnaire as a data collection 
method, and by using knowledge gained from the literature. 
5. To develop an clear technique for evaluating and scanning international markets 
to stay ahead of competition and maintain competitiveness because small-sized 
companies generally suffer from limited resources in terms of finance and skills. 
6. To develop a proposed framework for a Global Evaluation Model to evaluate, 
validate and justify the results in order to aid consultants and decision-makers in 
evaluating the possibility of expanding into global markets. 
This chapter has reviewed the relevant literature that related to the research 
objectives. The reasons behind the behaviour of small-sized companies when a 
decision is being taken to expand into international markets were traced (see Sections 
2.2.1 and 2.3). 
However, in order to study the practices of small companies and to develop a model 
framework that would help them in their international expansion decisions, small 
companies will be differentiated according to forms of uncertainty to be able to 
cluster them into clearly defined groups (see Section 2.3.2). 
Also, the related knowledge identified some of the relevant fields, in terms of 
theories, methods and tools, that could be used in this research. These theories and 
approaches could provide a significant advantage in understanding small-sized 
companies because they offer more insight when describing issues such as structure, 
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strategy, control within the company, the behaviour of the company, and the overall 
performance of the company (see Section 2.4). 
The review focuses on the research objectives and how to gather knowledge in 
relation to building a model framework to aid owners/managers in their business 
decisions. Many of the internationalisation models found in the literature have certain 
limitations: for example, some were designed as explanatory or as guidance models, 
some would be difficult to implement, and some would only help in a specific task 
(see Section 2.5.1). The internationalisation models found in the literature did not 
provide a complete model framework to support small companies with regard to their 
limited resources in their international business decision process. Also, other 
weaknesses regarding the decision-making process in small-sized companies were 
identified such as the fact that the decision rested on one person, and that financial 
and skill resources were often limited. These weaknesses mean that international 
involvement decisions for most small companies could be risky (Beaver and Prince, 
2004; Goodman, 1999; Lloyd-Reason and Mughan, 2002). The literature review 
influenced the planning of the development process for building a model framework: 
it showed the need to use theories, (the approach of Miles and Snow, for example, 
provided more knowledge in understanding the external and internal environment of 
companies); and tools such as Expert Choice software that would provide a more 
systematic evaluation of decisions. 
Therefore, in order to fill the gaps revealed by the literature review for building the 
model framework for aiding managers and owners of small-sized companies in their 
international business decisions, the research objectives were refined as follows: 
1. To identify and describe key complexities associated with small-sized companies. 
2. To cluster the small-sized companies into clearly defined groups. 
3. To develop a clear technique for evaluating and scanning international markets. 
4. To integrate the Viable System Model into the proposed model framework in 
order to support the changes and adaptations that a company would need to make 
to enter a different international market. 
5. To develop a proposed framework for a Global Evaluation Model to evaluate, 
validate and justify the results in order to aid consultants and decision-makers in 
evaluating the possibility of expanding into global markets. 
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Each of these research objectives will be investigated in the next chapter. The initial 
plan to accomplish the refined objectives will be carried out by building the 
framework model stages in order to cover the international business decision-making 
processes of small-sized companies. 
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Summary 
This literature review has described the context of the research in relation to the 
relevant fields in terms of theories, methods and tools. The research in this thesis is in 
the field of global organisations and more specifically in small-sized companies. The 
review presented in this chapter has shown that in the literature on the globalisation 
of small-sized companies there are many factors that influence their practices since, 
in most cases, these companies are have limited resources and skills. 
The types and characteristics of small-sized companies are discussed and analysed 
with an emphasis on their practices in international markets. The concept of global 
companies has been highlighted and a review from the literature of some approaches 
regarding global strategy, structure and configuration have been presented. A great 
deal of literature is available on this area of research and it is not possible to review 
all the aspects that relate to global organisations. Rather, this chapter has attempted 
to focus on selected strategy approaches and configuration methods are directly used 
in this thesis in order to be able to describe the organisation in all dominions: its 
successes, its failures, its specifications, its appropriate environment, its behaviour, 
its strengths and weaknesses, and its configuration. The literature review presented in 
this chapter shows that there are many market selection and global expansion models 
but most of them are designed to offer explanatory and theoretical guidance for 
addressing a specific task or achieving an improvement in business practice. A 
historical review of the major internationalisation expansion models have also been 
evaluated and criticised, while a number of aspects have been added to fill the gaps 
and shortfalls regarding internationalisation approaches and models in the literature. 
The literature contained no model that considered using Beer's Viable System Model 
(Viplan method) and Expert Choice software together as support tools for helping 
small-sized companies when making decisions about their desire to expand globally. 
Neither did a model exist to describe all facets of the company: its successes, failures, 
specifications, appropriate environments, its behaviour, strengths and weaknesses, 
and its configuration by using at once a combination of selected theories and 
strategies from the literature in order to select an appropriate international market 
that would match the capabilities and needs of the evaluated company. 
Expert Choice Software was also reviewed in order to use these as decision support 
tools to evaluate global expansion decisions and alternatives. Finally, the Viable 
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System Model was selected and presented as a system method and as an 
organisational diagnostic tool to understand organisational problems and maximise 
the performance efficiency of companies. This method is a viable and effective model 
that allows comparisons to be made in order to see if the evaluated company is a 
good or poor performer. 
The main purpose of this chapter is to review all knowledge that relates to small-sized 
global companies and to identify areas requiring further research in order to develop 
a clear model example of how small-sized companies can evaluate alternatives and 
make decisions about international expansion by using such a decision tool without 
putting pressure on their budgets. Finally, the literature review showed that "clear" 
and "implementable" are very important words that could help small-sized 
companies when it comes to international expansion. Any modification or proposition 
to represent the technique of market research very clearly will help small companies 
to become larger concerns because marketing research will give them an opportunity 
to stay ahead of competition and maintain their competitiveness. Strategy formulation 
can involve choosing the context in which an organisation operates and this choice is 
a process whereby an organisation makes a decision regarding change. The methods, 
theories, tools and software that have been evaluated and presented in this chapter 
could help in formulating and developing a model framework to strengthen small 
businesses against the difficulties that they may face in other countries such as intense 
foreign competition, language barriers and insufficient financing options. The 
proposed model development will be introduced and discussed in the next chapter. 
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Chapter 3: Model Development 
3.1 Introduction 
Global expansion is a very complex process and the factors that must be considered 
relate to a company both internally and externally. These factors, such as politics, 
culture, economics, war, crime rates, human preference, customs, religion, quality, 
operation and management, vary according to the characteristics of the company, the 
market, mode of participation, line of business, and so on. Information on such factors 
is hard to collect because it takes time for this to be gathered and, at the same time, 
these factors change with time. Some of the markets are constantly changing legally, 
economically or even culturally. Therefore screening the potential markets is a daily 
task if the company is to experience success globally. Also, most of the internal and 
external data of the company rely on human judgements and so the data may vary 
from one person to another. 
Managers have recognised that it is important to study and monitor continuously 
international markets in order to survive and gain competitive advantage. However, 
decision-makers face relatively complex strategic planning processes in terms of 
assessing the external environment, market attractiveness and competitiveness, and 
internal organisational variables. These variables need to be reviewed, monitored and 
forecast so that strategies can be developed with reference to environmental 
conditions and restrictions. 
The objective of this research is to provide the managers and owners of small-sized 
companies with a model to support their decision-making when they desire to expand 
globally. The tool is intended to help them identify weaknesses within their activities 
and enable them to select suitable international markets. 
The first focus of the research aims was discussed in the previous chapter: other 
points will be examined and discussed in this chapter. The scope of the model's 
development process will also be presented in detail through its many stages in this 
chapter. 
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3.2 Identification of influential factors 
The Galbraith Star Model has been used as a tool for identifying those factors that 
have an influence on an organisation's international activities (Galbraith, 2000). The 
Mind Maps technique has also been used as a supporting tool because this was felt to 
represent and organise relevant arguments and thoughts in the most effective way. 
Macro-forces are usually identified from a variety of sources such as literature and 
from the personal views of researchers and experienced managers (Discussion 
meetings with Professor Neil Bums and interviews with Alan Wheeler - see 
Appendix A). These influential factors can be determined through: 
" Examining relevant literature. 
" The researcher's personal experience. 
" Interviewing managers, researchers and decision-makers. 
" Using a questionnaire as a primary means of data collection. 
The influential factors that have an affect on companies are so many. The Star Model 
(Galbraith, 2000) consists of five policies: strategy, structure, the management 
process, rewards, and people practices (see Section 2.2.1). Each policy in this 
example will be identified separately in terms of its macro forces, as shown in Figures 
3.1,3.2,3.3,3.4, and 3.5. This concept represents a form of brainstorming to provide 
a pathway for understanding the structure of a global organisation. 
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The influential factors that were illustrated in the previous figures are so numerous 
that no one can detail them all precisely. The factors that influence the activities of 
small-sized companies may change with time, region, political changes, economic 
changes, and so on. These factors cannot be evaluated individually; also, some 
influential factors seem sometimes more important than others. Therefore, they need 
to be narrowed down into a reasonable number in order to evaluate their effect on 
international expansion decisions. Evaluation tools and methods were selected in this 
research to allow evaluation of global expansion decisions and therefore it was 
necessary to identify the most important factors that influence and affect the activities 
of small-sized global companies. This can be done through primary means of data 
collection such as questionnaires and interviews. In this research, the most important 
influential factors were identified through an e-mail questionnaire which will be 
presented in the next three chapters (Chapters Four, Five and Six) 
In the following section, the global evaluation model is proposed by the author to help 
owners and managers of small-sized companies in their international expansion 
activities is presented. 
3.3 The Global Evaluation Model 
The literature review presented in Chapter Two has shown that there are two main 
issues that guide this research in presenting a framework of procedures to help small- 
sized companies in their expansion decisions. The first is that many market selection 
and global expansion models exist in the literature but the models in general are 
designed as explanatory, theoretical guidance for developing a specific task or for 
making improvements to business practice (Hoffman and Schniederjans, 1996). At the 
same time, some of the market selection and global expansion models are difficult to 
implement (Hoffman and Schniederjans, 1994,1996). 
The second main issue is that the greatest barriers facing small-sized companies in 
their attempt to internationalise is the amount of knowledge that is needed to 
effectively influence and drive an owner's/manager's decision about 
internationalisation; this stage can be handled by proper market information or market 
research. However, small-sized companies could have many reasons for not carrying 
out proper market information or market research before attempting to do business 
internationally. For example, they might be unable to afford the cost of hiring a 
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professional market research agency, they may not know how to conduct in-house 
market research analysis, or they may not have the time to develop and carry out such 
analysis (Davis and Keys, 1996; Goodman, 1999; Williams, 2003). 
It would be very helpful for small-sized companies if a technique or a model were 
developed that did not put pressure on their budget and was detailed enough to give 
them an opportunity to stay ahead of competition and maintain their competitiveness 
when it comes to international expansion. So, if the owner-manager of the small-sized 
company as the decision maker then decides to move into international markets 
(Burns, 1996; 2001; Reason and Mughan, 2002), then a decision tool or model is 
needed to evaluate and select an appropriate international market that will match the 
capability and needs of the company. 
Therefore, the proposed model in this research is a multi-stage model that has been 
developed in order to provide a clear procedure to aid companies on how to construct 
and arrange their businesses in the global markets in order to compete effectively. It is 
important that the model should take into consideration the effects of the various 
internal and external environmental factors on companies to enable them to evaluate 
effectively a decision to expand globally. However, before explaining the proposed 
model further, it is important to gather knowledge about small-sized companies in the 
international market in order to obtain up-to-date knowledge. In order to accomplish 
this, a questionnaire was selected as a data collection method. (This is presented in 
Chapters 4 and 5. ) It was conducted to highlight what the companies practise in terms 
of market research before entering international markets and to provide knowledge to 
test the research's applicability for further work and guidance. This information will 
help in relating market research to a company's global activities. 
The design of this model will be in five stages, as illustrated in Figure 3.6, and each 
stage will add or confirm knowledge. As mentioned earlier, consultancy companies 
will be the ones to deal and interact with the proposed model. The proposed model 
will be called the Global Evaluation Model and its framework is explained in detail 
below. 
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3.3.1 Stage One: General information 
The first stage is to gather general information about the company and information 
about the reasons for the decision regarding global expansion. As illustrated in 
Figures 3.7 and 3.8, this information could be collected from owners or managers who 
seek consultation and advice. Also, it could be gathered from management by 
interviews, questionnaires, observations and annual reports. These general 
information questions will provide the consultant with certain knowledge concerning, 
for example, the credibility and the quality of the answer, or the capability of the 
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company. Each answer will provide valuable information or a knowledge flag about 
the company which can be used during the evaluation process. This information, as 
presented in Section 2.4.2, will also be very important in later stages, especially 
whenever knowledge needs to be interpreted as capability. The reasons for expansion 
or change could be one or more of the following: 
" Reactive. 
" Business strategy has changed. 
" The environment which surrounds the company has changed. 
" The company's performance is below expectations. 
" The company plans to grow. 
Each reason gives an indication about certain knowledge in the expansion process, as 
illustrated in Figure 3.9. For example, if the answer is "planning to grow", then 
certain sub-answers need to be determined. These include: planning to enter the 
global market; the size of the organisation will increase; planning to increase volume, 
sales or customer-base. This answer is very important for the next stage in the model. 
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3.3.2 Stage Two: Strategy and structure approaches 
Most research work on strategy approaches was directed at identifying reasons for 
superior performance (Feurer and Chaharbaghi, 1997). The main reason for using all 
of these strategy approaches at once in this thesis is to enable the organisation to be 
described in all dominions: its successes, its failures, its specifications, its appropriate 
environment, its behaviour, its strengths and weaknesses, and its configuration. Each 
strategy type is limited in its description, just as every strategy classification approach 
has its strengths and weaknesses. One tends to focus more on the behaviour of the 
company while another focuses more on its configuration. At this stage, and after 
general information about the company has been collected, some questions will be 
asked of the company's senior management regarding the structure and the strategy 
the company will adopt. Each question will give specific details about configuration, 
strategy, structure and capabilities: for instance, "Do you consider your organisation 
passionate about doing one thing very well? " or "What is the dominant department in 
your organisation? " 
Miller's Four Trajectories, in which organisations tend to fall into one of four 
trajectories, examines an organisation's past actions and proposed future direction 
(Burnes, 1997). This approach shows that sometimes an initial cause of success, such 
as leadership or structure, might later be a cause of decline. 
Mintzberg's Pentagon of Forces and Forms explains that all organisations experience 
all five forces at one time or another, if not all the time. This approach defines a 
number of forces within an organisation that interact dynamically, moving an 
organisation into different directions. Based on these forces, a number of principal 
organisational structures have been developed (Feurer and Chaharbaghi, 1997). 
Sometimes, an organisation experiences a contaminating effect when one force gets 
too powerful in terms of other secondary forces and this may cause risks to the 
organisation, such as going out of control. At other times, no one force logically 
dominates, but rather two or more have to exist in a rough balance, as in a 
combination or a hybrid of two or more forms of organisation. This can create another 
problem, however, which can be called cleavage-conflict between the opposing 
forces. This approach provides a diagnostic framework for understanding what goes 
on in organisations and to prescribe effective changes in them. 
The Miles and Snow approach tends to classify all organisations into one of four 
strategy categories, each of which has its own behaviour that relates to its own 
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market, configuration, structure and process. The Miles and Snow approach explains 
the behaviours, participation, description and interpretation modes of the organisation 
because each category demonstrates its own kind of behaviour towards environmental 
conditions. In this type of strategy, the strategy formulation is the responsibility of top 
management and thus may be related to environmental conditions that are similar to 
interpretation modes. 
Finally, the Double Helix is a dynamic approach that evolves and keeps changing the 
organisation's structure as a way of surviving in the market (Fine, 1998). This 
approach shows the reason why some organisations fail. It provides a description of 
the way an organisation changes its structure and strategy to adapt to environmental 
changes. 
All of these approaches are used in this thesis to gain an advantage in recognising the 
capabilities, behaviour and strategy of the organisation. Also, this technique will be 
helpful in understanding the present strategy position and in predicting its future. All 
of the information gathered at this stage will be important in outlining the overall 
performance of the company. 
The literature theories and approaches discussed in the literature review chapter (see 
Chapter Two) were discussed in a general form. However, each type of small-sized 
company is associated with certain forms of organisational performance and 
characteristics so an understanding of and reference to manufacturing, management 
and theory is valuable in helping to explore such performance and characteristics. 
Therefore, Stage Two of the proposed model may need more investigations to be done 
in order to provide an in-depth understanding about companies' activities and 
experiences. Also, this stage may need to be intersected and referenced to each type of 
small-sized company (see Section 2.3.3). 
Therefore, based on the definitions of the selected theories and approaches discussed 
in Sections 2.4 and 2.5, and from the evaluation of the literature and the definitions 
and characteristics of the proposed small-sized company types described in Section 
2.3.3, the author came to the view that the company types selected in this research 
need to be simplified in order to make it easier for the model's users to understand 
company characteristics in Stage Two of the proposed model. A brief description and 
the characteristics of each type of small-sized company, with reference to the 
knowledge determined by the theories and approaches selected in this research, are 
offered in detail below. 
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3.3.2.1 The life style company 
This type of company does not have a planned strategy. Usually, the owner/manager 
of the company sets up a task to procure a certain acceptable income. The work 
process is routine and only focuses on short-term targets, having no focus on 
organisational, management or even process improvement. The company's strategy is 
usually very simple, as is the structure, where the key is the owner/manager of the 
company (Table 3.1). The risk and uncertainty that surround these types are quite 
high. There are no interactions with the external environment in the life style 
company because usually the owner/manager realises very late that changes in the 
environment are taking place. The level of success in the global market with its 
present characteristics is very low because there are no potential competitive factors 
that encourage the company to compete in international markets. 
3.3.2.2 The entrepreneurial company 
The entrepreneurial company is often conceptualised as a latent construct comprising 
three dimensions: innovativeness, "risk-taking" and proactiveness (Miller and Friesen, 
1983; Naman and Slevin, 1993). Innovation is the driving force of the business. The 
decision-making of this type of company is in the hands of the owner/manager. Based 
on the occupational background of the entrepreneur, the company's type could be as a 
research company, a producer, user, or an opportunist entrepreneur. These types of 
company concentrate on short-term business targets because long-term business 
targets, such as competing with large companies, could cause failure in the term-target 
such as in monthly payments. Also, the financial resources of entrepreneurial 
companies are limited. 
Entrepreneurial companies are strategically similar to "prospector" companies (Table 
3.1) (Miles and Snow, 1978; Yeoh and Jeong, 1995). Both are similar in that they aim 
for internal flexibility in order to exploit new opportunities, products or markets. 
However, they are different from prospector companies in their degree of control: 
decision-making in entrepreneurial companies is centralised in the hands of the 
owner/manager, whereas, in prospector companies, this is decentralised. This is 
because, in entrepreneurial companies, decision-making at the start-up stage is in the 
hands of the owner/manager of the company but, at a later stage, it is often delegated 
and decentralised in order to facilitate growth, and to improve customer service and 
efficiency (Lester and Parnell, 2002). 
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Entrepreneurial companies are similar to Mintzberg's simple (entrepreneurial) 
companies in all aspects from the direct supervision by the owner/manager to their 
control characteristics (Castrogiovanni and Justis, 1998) (see Section 2.4.3). The 
contextual factors of this type, such as the fact that they tend to be young and small- 
sized organisations that work in dynamic environments, are similar to what Mintzberg 
mentioned in the ideal structure of the simple company, as illustrated in Table 3.1. 
This type of structure provides an understanding that this company will work better in 
a dynamic environment because of its flexibility. Also, it provides an understanding 
about the advantages of centralised control by the owner/manager since this type of 
structure is associated with tight control. Entrepreneurial companies are small, young 
companies that are driven by the owner's/manager's strong leadership, creativity and 
innovation. Such companies are a hybrid of the inventing and venturing trajectories, 
depending on the entrepreneur's motivation and strategy. Entrepreneurial companies 
are similar to the inventing trajectory in their start-up phase where the innovation or 
creation of the new product or service is the driving force. The structure of such 
companies is more similar to the inventing trajectory than the venturing trajectory 
because the structure of the inventing trajectory is organic and flexible, whereas the 
structure of the venturing trajectory is divisional with profit centres (see Table 2.3). 
The risk behind following this strategy path is that many pioneers in the inventing 
trajectory get carried away by their sense of invention and turn into escapists pursuing 
some impractical technological goal. They may introduce futuristic products that are 
too far ahead of their time, too expensive to develop, and too costly to buy. 
On the other hand, entrepreneurial companies are often dominated by aggressive 
managers with ambitious goals, immense energy and a knack for spotting lucrative 
niches in the market (Miller, 1990). The owners/managers play a key part and are the 
decision-makers in this type of company and so their knowledge and life experience, 
their behaviour and other personal skills and characteristics are very important in 
understanding the structure and behaviour of the company. Owners/managers of these 
companies have the promotional skills to raise capital, the imagination and initiative 
to exploit growth opportunities, and the courage to take substantial risks (Miller, 
1990). The risk of this strategy, as mentioned in Miller's book, "The Icarus of 
Paradox", is that many entrepreneurial companies, or "Builders" as they are described 
by Miller, develop into Imperialists, addicted to careless expansion and greedy 
acquisition; in short they may attempt more that they can achieve. 
121 
Entrepreneurial companies or Builders usually use two strategies in sequence: 
foundation building and diversification. The two strategies explore the path that the 
owner/manager of the entrepreneurial company wishes to take because sometimes the 
strength of the entrepreneurial skill can lead to failure if the strategy of the company 
is not managed properly or the company enters markets that it cannot manage 
financially or managerially. Entrepreneurial companies are encouraged to expand 
aggressively in their quest for growth, money and power (Miller, 1990). As 
mentioned earlier, the second strategy of entrepreneurial companies or Builders is 
diversification. Expansion cannot take place via both related and unrelated 
diversification. Builders may diversify into businesses or markets that are closely 
allied with their earlier ones, or they may move into more remotely related but 
complementary fields (Miller, 1990). 
Therefore, this type is associated with both the inventing and venturing trajectories 
put forward by Miller. The path of the selected trajectories depends on the strategy 
selected by the owner/manager of the company. Because entrepreneurial companies 
depend heavily on the decision-making of the owner/manager, decisions and 
strategies may change over time depending on business outcomes. This flexibility is a 
strength of these companies. Entrepreneurial companies are flexible enough to 
respond to changes in the external environment in order to achieve superior 
performance. Therefore, they can cope well in dynamic, uncertain and hostile 
environments because they can maintain a competitive advantage over other 
companies by being flexible, innovative and risk-taking. 
Finally, entrepreneurial companies can compete effectively in the international 
marketplace. Simply exporting or Galbraith's first or second levels of international 
participation are appropriate types of involvement for entrepreneurial companies 
because these all depend on opportunities and unmet needs in the marketplace. 
However, the choice between the three possibilities depends on how such issues can 
be evaluated and interpreted by the owner/manager of the company. The 
owner/manager sometimes finds it an excellent strategy to have someone who knows 
the market as a partner in order to lower the risk. 
3.3.2.3 The venture capital company 
Venture capital companies are intermediaries in the investment chain. They act 
essentially as agents on behalf of their investors with a responsibility to identify and 
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execute attractive investments which will make economic returns commensurate with 
the risks and illiquidity of investing in young and growing unquoted enterprises 
(Murray, 1996). Innovations, opportunities and profitable growth are the driving force 
for this type of firm. Decision-making is in the hands of the entrepreneurs who are 
viewed by the investor as having the skills and experience to realise these projections. 
The focus of these companies is short-term targets because these types of companies 
are small and young. 
Venture capital companies are similar to "analyser" companies because these types of 
company follow eight investment stages. However, it is rare for individual companies, 
other than the largest organisations, to cover the full spectrum of investment stages 
(Murray, 1996). Therefore, the venture capital companies act as agents with a 
responsibility to identify and execute attractive investments. The venture capital 
company acts as an "analyser" company because: 
1. It locates and exploits new product and market opportunities while maintaining a 
firm base of traditional products and custom. 
2. It is deemed to have exceptional profit and growth potential, and is managed by 
entrepreneurs who are viewed by investors as having the skills and experience to 
realise these projections. So, there is likely to be moderate centralised control over 
current projects on the part of the manager of the company. 
3. It is not a risk-taker because only about 20 percent of the applicant's new projects 
are employed. The venture capital investment activity consists of a long process of 
scanning, screening, evaluation, structuring a business plan, and sometimes 
carrying out more evaluations (Murray, 1996). Therefore, the time consumed in 
order to proceed with investing in a project makes it a very slow process to 
evaluate the feasibility of the project. 
Venture capital companies are similar to Mintzberg's simple (entrepreneurial) 
companies in all aspects of direct supervision by the entrepreneur that manages the 
company (Table 3.1) (see Section 2.4.3). However, the manager of the company of 
this type will be viewed by the investors as someone who has the skill and experience 
to realise these projects (Murray, 1996). This is where venture capital firms differ 
from entrepreneurial companies. The venture capital company could be a large or 
small organisation but, in this research, the focus will be on small-sized companies. 
These types of company may be both the inventing or venturing types noted in 
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Miller's trajectories. This will depend upon the attraction of the investments selected 
by the venture capital investors. The driving forces in these types of company are 
innovation, opportunities and growth, together with the guidance and control of an 
"innovator", an entrepreneur who is viewed by an investor as having the skill and 
experience to run the projects. 
After selecting the investment for the capital venture, the entrepreneurs or the 
managers of the company will act as part of an entrepreneurial company. The venture 
capital company then will be acting as a "Builder" if the investment chosen by the 
capital venture (the investors) involves an expansion strategy or as a "Pioneer" if 
differentiation via an innovation strategy is employed (see Table 2.3). However, 
control is moderately centralised in the hands of the manager of the company. 
Venture capital companies are similar to entrepreneurial companies in their chances 
of participating in global markets. This is because the entrepreneur is the one who 
controls and makes the decisions while the manager is the one with the skill and 
experience; investors are like long-term partners (Sapienza, 1992). 
3.3.2.4 The franchising/licensing company 
There are three types of configuration for franchising/licensing companies, as 
illustrated in Table 3.1: the entrepreneurial form, the confederation form and the 
carbon-copy form. The goal of the entrepreneurial form is direction and survival, the 
goal of the confederation form is learning the business concepts and practices that are 
most viable under the prevailing conditions, and the goal for the carbon-copy form is 
growth and efficiency through standardisation and replication (Castrogiovanni and 
Justis, 1998). All these three types of franchising configurations have a long-term 
focus because they enjoy the support, market research and training of the franchisor 
(usually a large company). 
All three forms of Franchising companies are defenders. The reasons for this are: 
1. They operate within a defined territory. 
2. There is tight control exercised by the franchisor in order to regulate the way in 
which the product or service is presented to the customer. 
3. They are specialists in their field. 
4. They are competitive in price or quality. 
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Franchise organisations may resemble Mintzberg's configurations because their 
framework is based on the premise that several major forces combine to a greater or 
lesser degree, creating a context in which organisational processes occur (see Section 
2.4.3). When one force dominates the others, one of the "pure" configurations 
emerges. Hybrids result from a reconciliation of the alternative forces in situations 
where two or more forces are great and no force dominates. Figure 2.5 in Chapter 
Two illustrates Mintzberg's framework. The major forces: direction, proficiency, 
innovation, concentrator, efficiency, cooperation and conflict, are indicated by italics, 
while arrows represent the directions in which they "pull" the organisation. The 
"pure" configurations can be found inside the pentagon, near the nodes 
(Castrogiovanni and Justis, 1998). 
The entrepreneurial form of the franchising/licensing company is similar to 
Mintzberg's simple (entrepreneurial) configuration, as illustrated in Figure 2.7 and 
Table 3.1 (see Section 2.4.3). The owner/manager must be actively involved in all 
major activities (i. e. coordination through direct supervision). Strong leadership is the 
dominant force. This type usually first acquires the necessary resources and deploys 
them in a manner that will get the initial franchised unit operating and then it begins 
to create an additional unit (Castrogiovanni and Justis, 1998). The entrepreneurial 
franchisee usually views the franchisor as an advisor making suggestions. 
The confederation form is a loosely coupled franchise network that is useful for 
promoting organisational learning, as shown in Table 3.1. This configuration, as 
illustrated in Figure 2.5, is positioned between the diversified and adhocracy forms to 
indicate geographic market diversity and innovative learning, but is positioned more 
toward the centre of Mintzberg's Pentagon to emphasise that cooperation between 
units and with the franchisor enhances organisational cohesion. This type of 
franchisee operates independently from other franchisee units and the control of the 
franchisor over the franchisee is minimal. Therefore, this type engages in trial and 
error learning without placing other franchisors at risk. Also, the knowledge gained 
can be shared with other units. This sharing of knowledge implies coordination 
through mutual adjustment (Castrogiovanni and Justis, 1998). 
The carbon-copy form is when the franchisee units carry the same format of practices 
to a large degree. These types employ rigid control to ensure the company's strategy 
is followed. The carbon-copy form combines some features of the machine 
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organisation (e. g. standardisation of operation practices) with some of the diversified 
organisation (e. g. parallel operating units). 
All three types of franchising companies are not linked to Miller's Four Trajectories' 
configuration or Galbraith's level of international participation because they are 
following the strategy designed and planned by the franchisor. Therefore, their 
practices and activities are evaluated from time to time as part of the support provided 
by the franchisor. 
3.3.2.5 The intrapreneurial company 
Intrapreneurial companies are simply a development of entrepreneurship within a 
corporate environment. This type of company has the strength of a small company 
(such as creativity, flexibility, innovation and nearness to market) combined with the 
market power and financial resources of a large company (Jones-Evans, 2000). Many 
large organisations are adopting and developing the innovation of entrepreneurship 
and applying it to the management within their organisation in order to compete 
effectively and to cope with the dynamic and fast-changing world market (Baden- 
Fuller, 1993; Birkinshaw, 1997). These approaches are considered to be a long-term 
focus because this strategy is designed and secured under the umbrella of a large 
company. These ideas or types of investment are allowed to develop fully; resources 
allocated to an entrepreneurial project are not withdrawn before that idea has 
progressed to commercialisation (Pryor and Shays, 1993). 
Intrapreneurial companies are actually entrepreneurial companies that work with a 
large organisation and where the manager of the company is an employee of a large 
organisation. Such an entrepreneur has entrepreneurial qualities of drive, creativity, 
vision and ambition (Gibb, 1998; Jones-Evans, 2000). Entrepreneurial companies are 
strategically similar to prospector companies (Miles and Snow, 1978; Yeoh and 
Jeong, 1995) in that they aim for internal flexibility in order to exploit a new 
opportunity, product or market. Therefore, intrapreneurial companies are also similar 
to prospector companies because they are developed by large organisations as one 
approach in handling changes in the environment. This type can compete and cope 
effectively in a dynamic environment. 
Intrapreneurial companies are similar to Mintzberg's simple (entrepreneurial) 
structure (Table 3.1) (see Section 2.4.3). They are young organisations that work in a 
dynamic environment run by "innovator" entrepreneurs. This type of company works 
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with the responsibility of a large company and could be a venturing or inventing 
trajectory. The Miller trajectory selection depends upon the decisions made by both 
the large company and the manager of the company. However, in the later stage, the 
managers of the intrapreneurial companies will act as "innovator" entrepreneurs to 
spot opportunities and innovation for the small companies. All the financial resources 
needed for the intrapreneurial company to support its plan will be allocated by the 
large company. Therefore, the manager of the company could act as a "Pioneer" or as 
a "Builder". This selection depends upon his/her leadership style, creativity, 
innovation, knowledge and personal background. 
As mentioned earlier in the section on entrepreneurial companies, there is a positive 
relation between technological innovation and export performance. Also, management 
attitudes toward risk-taking have a positive impact on export performance (Cavusgil, 
1984). Previous studies show that there is a positive relation between an 
entrepreneur's characteristics and export performance. Therefore, intrapreneurship 
can compete effectively in the global market because it has entrepreneur 
characteristics and is supported by a large organisation. The characteristics of an 
intrapreneurial company are appropriate for the company to practice exporting and the 
first and second modes of Galbraith's level of international participation. The 
positioning of companies among the three modes outlined above depends on the 
unmet needs of the market place and the available market opportunities. The support 
of the large organisation will strengthen the intrapreneurial company and will save it 
from failure. 
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Strategy Short/ Miles & Mintzberg Miller Galbraith 
long term Snow 
focus 
Life Style Simple Short-term Reactor Simple - - 
Entreprenurial Innovation Short-term Prospector Simple Inventing - Export 
Venturing -Seller I 
- Partnership II 
Venture Capital Investment in equity capital in Short-term Analyser Simple Inventing - Export 
unquoted companies to support Venturing -Seller I 
future development and - Partnership II 
profitable growth 
Franchising/ - - 
Survival & direction Simple 
Learning the business concept 
and practice most viable under 
prevailing conditions 
Growth & efficiency through 
standardisation and replication 
Intrapreneurial I Innovation 
Positioned 
Long-term Defender between the 
diversified 
and 
adhocracy 
Combines 
features of 
the machine 
organisation 
with some of 
the diversified 
organisation 
Long-term I Prospector Inventing - Export 
Venturing -Seller I 
Partnership II 
Table 3.1: Small-sized companies in literature theories and strategies 
3.3.3 Stage Three: The evaluation stage 
After collecting information about the company and the reasons for its expansion, as 
well as its overall capabilities, the third stage starts when the consultant meets with 
one of the decision makers of the company that needs advice about entering global 
markets (Figure 3.8). The consultant will use Expert Choice software. This software is 
a computer software package based on the Analytical Hierarchy Process approach. 
The consultant who prepares the model will ask the customer each question and make 
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sure that questions are clear in order to obtain useful answers to use in the model. 
However, before executing the Expert Choice model, certain procedures need to be 
undertaken. These include: 
1. The influential factors of the selected countries need to be identified and updated. 
2. The author has proposed that the influential factors of different countries are the 
same for all markets but different in terms of the weighting values of each factor. 
Therefore, the factors need to be weighted and updated regularly. 
Questionnaires were then conducted in order to determine the most important 
influential factors that have an impact on a small-sized company's activities and 
performance. The environmental factors of markets need to be examined and 
weighted. The process used for this is an Analytical Hierarchy Process (AHP) with 
the process being evaluated by using Expert Choice software. 
3.3.3.1 Expert Choice software 
The Analytic Hierarchy Process (AHP) is a versatile decision tool which has the 
ability to handle complex or multiple objective (criteria) decisions. AHP has been 
utilised in a variety of situations such as in supplier selection (Bhutta and Huq, 2002), 
to formulate a manufacturing strategy (Quezada et al., 2003), to determine measures 
of business performance (Cheng and Li, 2001a), to determine a priority in a safety 
management system (Chan et al., 2004), and many other important tasks (Saaty and 
Forman, 1992). It is popular with many decision makers who find the questions it 
poses easy to answer and the Expert Choice software user friendly (Goodwin and 
Wright, 2004). This software allows decision makers to model a complex problem in 
a hierarchical structure showing the relationship between the goal, objectives 
(criteria), sub-objectives and alternatives. It engages decision makers in breaking 
down a decision into smaller parts, proceeding from the goal to objectives, then to 
sub-objectives and finally down to alternative courses of action (Expert Choice, 
2000). 
3.3.3.2 Expert Choice model 
Expert Choice mainly consists of five steps: building an expert choice (AHP) model; 
making judgments; synthesising; examining and verifying the decision (by 
performing what-if or sensitivity analysis); and documenting the decision. For the 
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purpose of developing the model process, the author will complete a pairwise 
assessment for all elements in the hierarchy according to the selected influential 
factors. There is no one "correct" model for a decision, according to Thomas L. Saaty, 
creator of the Analytic Hierarchy Process: `Individuals informed about a particular 
problem may structure it hierarchically somewhat differently, but if their judgments 
are similar, their overall answers tend to be similar'. 
The four levels of the AHP hierarchy are the goal, the objectives, the sub-objectives 
and the alternatives (see Figure 2.15) and the five steps of evaluating an AHP model 
by using Expert Choice are outlined in detail below (Figure 3.10) (Expert Choice, 
2000; Goodwin and Wright, 2004). 
Building an AHP model 
Making judgments 
Synthesizing 
Sensitivity analysis 
Documenting the decision 
Figure 3.10: Expert Choice process 
Step One: Building an Analytical Hierarchy Process (AHP) model 
The first step is to build a decision model by breaking the problem down into its 
elements. This can help the decision maker to develop a clear view of the structure of 
a problem and make it easier to determine the appropriate scenario. The example this 
model will follow is that of a small company in the UK seeking an appropriate market 
that matches its needs. As one way of addressing this scenario, the model will be 
divided into two stages: whether or not to expand the business into the international 
markets, and the most appropriate market to select, as illustrated in Figure 3.11. 
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Goal 1: Go to the international Goal 2: Where? 
market Appropriate market 
Small-sized 
company 
Objectives I 
Motivational 
factors 
Success 
factors 
Alternatives I Objectives 2 Alternatives 2 
Go global 
Stay local 
USA 
Motivational 
factors U AE 
South Africa 
l 
Attraction 
factors Brazl 
Figure 3.11: The two stages of an international expansion decision 
Step Two: Making judgments 
As illustrated in Figure 3.10, after the model is constructed, the decision-maker judges 
the importance of each objective in pairwise comparisons. In this research, the author 
will compare the elements at each level of the hierarchy by judging each pair of 
elements in the model with respect to their parent elements as to which is more 
important, preferred or likely. Some judgments will be objective, while other 
judgments may be subjective, based on fragmentary information or on subjective 
feelings from past knowledge and experience. Expert Choice software allows entering 
judgments in numerical, graphical or verbal modes. Each judgment expresses the ratio 
of one element compared to another. The nine-point scale used in Expert Choice is 
presented in Table 3.2 (Forman and Selly, 1999). The scale includes real numbers 
from 1 to 9 that are used to assign importance or preference. The other intermediate 
values of the judgment scale are used to choose a level of importance or preference 
more closely. 
Due to the large numbers of the sub-objectives and the location alternatives involved 
in global expansion, it may be difficult and time-consuming to carry out a comparison 
process. Therefore, it is better to use a point scale that is less than a nine-point scale. 
A six-point scale could be more appropriate because it helps in reducing the number 
of pairwise judgments that exist between sub-objectives and alternative choices. The 
new point-scale can be presented in data grid mode. For instance, if the number of 
locations that is considered in this research is ten, it means that the required pairwise 
comparisons equal to n* (n-1) /2= 45 for each of 18 sub-objectives: this equals 810 
pairwise comparisons (the Expert Choice software that is used will not allow more 
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than 9 sub-objectives in each objective because it is licensed for educational use 
only). Therefore, it is appropriate to use a smaller point scale such as a six-point scale 
where for example 1= Poor, 2= Fair, 3= Average, 4= Good, 5= Very Good, and 6 
= Excellent. By using the new judgement scale, the pairwise comparisons will be 
much easier to analyse, especially if the decision-makers use pairwise graphical 
comparisons. Also, this helps to decrease the unexpected bias that might occur in the 
process of decision-making when there is a large number of sub-objectives to be 
compared (Atthirawong and MacCarthy, 2002). In the proposed model, the 
judgements about the relative importance of each objective are completed on the basis 
of material in the literature and the personal judgement of the researcher (Wood and 
Robertson, 2000). Figure 3.12 illustrates an example of the result outputs of this step. 
As the Analytical Hierarchy Process approach is a subjective methodology (Cheng 
and Li, 2001b), judgments and priority weights of objectives, sub-objectives and 
alternatives will be obtained from the consultants through the decision-makers of the 
firm and their personal judgments. The judgments proposed in this research are for 
explanation. However, in the final proposed model, judgments will be prepared by 
consultants based on their own personal knowledge and the data collected from Stages 
One and Two. After comparing the markets with respect to each market factor, and 
comparing the market factors for importance with respect to the goal, then the model 
is ready to be synthesised to obtain the final results: the best target market. 
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Figure 3.12: Output of the pairwise comparisons 
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The pairwise comparisons generate a matrix for each level of the hierarchy. The 
number of matrices depends on the number of elements at each level. The order of the 
matrix at each level depends on the number of elements at the lower level that it links 
to. The pairwise comparison can be expressed by: 
Matrix A= 
WI/W1 W11W2 W1/W3 ........ W1/Wn W2IW1 W21W2 W3IW2 ........ W2IWn W3/W1 W21W3 W3IW3 ........ W3/Wn 
......... ......... ......... ................. 
......... ......... ......... ................. WnIW1 WNW2 WNW3 ...... Wn/Wn 
After all the matrices have been developed and all the pairwise comparison have been 
obtained, eigenvalues or the relative weight (the degree of the relative importance 
amongst other elements), global weights, and the maximum eigenvalues (Amax) for 
each matrix are then calculated using Expert Choice (Forman and Selly, 1999; 
Atthirawong and MacCarthy, 2002). The vectors of weights, [WI, W2, W3, ..., Wn], 
can be found by multiplying the matrix A with the vector W to obtain: 
Matrix A *Matrix W=n (Matrix W) 
WIMI W1/W2 W1/W3 ........ W11Wn W1 nW1 W2/W1 W2/W2 W3/W2 ........ W2IWn W2 nW2 W3/W1 W2/W3 W3/W3 ........ W3IWn * 
W3 
_ nW3 
WNW1 WnJW2 WnIW3 ...... Wn/Wn L Wn L nWn 
If A is known and the weight value (W) is not known, the problem of solving a 
nonzero solution for this set of equations is very common in engineering and physics; 
it is known as an eigenvalue problem: 
Matrix A *Matrix W= Amax (Matrix W) 
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where Am. will be close to n (actually greater than or equal to n) and the other A's will 
be close to zero. The estimate of the weights for the activities can be found by 
normalizing the eigenvector corresponding to the largest eigenvalues in the above 
matrix equation. The closer the maximum eigenvalue (Xmax) is to n, the more 
consistent the judgments. Thus, the difference, X,,, ax -n can be used as a measure of 
consistency (Amax -n=0 for perfect consistency). Saaty (2000) defined a consistency 
index as: 
CI = (Amax -n) /(n-1) 
since it represents the average of the remaining eigenvalues (Forman and Selly, 1999). 
In the Expert Choice software, the consistency ratios are calculated in the pairwise 
comparisons. However, in order to calculate manually, this could be obtained by: 
CR=CI/RI 
where RI is a known random consistency index obtained from a large number of 
simulation runs which vary depending upon the order of the matrix. Table 3.3 shows 
the value of the random consistency index (RI) for matrices of the order 1 to 10 
obtained by approximating random indices using a sample size of 500 (Saaty, 2000; 
Atthirawong and MacCarthy, 2002). 
The acceptable consistency ratio varies according to the size of the matrix (i. e. 0.05 
for a3 matrix, 0.08 for a4 matrix, and 0.1 for all larger matrices; n >= 5) (Saaty, 
2000; Cheng and Li, 2001b). It is important to know that low inconsistency is not the 
goal of the decision-making process. Low inconsistency is necessary but not sufficient 
for a good decision. It is more important to be accurate than consistent (Forman and 
Selly, 1999). 
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Numerical Value Scale Explanation 
1.0 Equal importance of both Two elements contribute 
elements equally 
3.0 Moderate importance of one Experience and judgment favour 
element over another one element over another 
5.0 Strong importance of one An element is strongly favoured 
element over another 
7.0 Very strong importance of one An element is very strongly 
element over another dominant 
9.0 Extreme importance of one An element is favoured by at 
element over another least an order of magnitude 
2.0,4.0,6.0, and 8.0 Intermediate values Used to compromise between 
two judgments 
Table 3.2: Expert Choice pairwise comparison scale (Forman and Selly, 1999) 
Size of Matrix (n) Random Consistency Index (RI) 
1 0 
2 0 
3 0.52 
4 0.89 
5 1.11 
6 1.25 
7 1.35 
8 1.4 
9 1.45 
10 1.49 
Table 3.3: Average Random Index based on matrix size 
The judgments about the relative importance of each objective are completed on the 
basis of literature material and the personal judgment of the researcher (Wood and 
Robertson, 2000). Figure 3.12 illustrates an example of the result outputs of this step. 
As the Analytical Hierarchy Process approach is a subjective methodology (Cheng 
and Li, 2001b), judgments and priority weights of objectives, sub-objectives and 
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alternatives will be obtained from the personal judgments of the decision-makers or 
from the judgments that consultants have collected from the decision-makers of the 
company. 
To complete the scenario illustrated in Figure 3.11, the first stage of the international 
decision provides an answer regarding whether or not to go global. This will be done 
by using the motivational, and success factors that are identified in this research. The 
decision to go global will be compared according to each related influential factor that 
has an influence on the small company, as illustrated in Figure 3.13. Then, after 
choosing to move the company's business into an international market, the second 
stage of the international decision will be evaluated to select the most appropriate 
market that will match the needs of the evaluated company. This will be done by 
using the motivational and the markets attraction factors that are identified in this 
research, and then comparing the importance of each influential factors with respect 
to the goal, as illustrated in Figure 3.14. The judgments proposed in Figure 3.14 are 
for explanation only. After that, the model is ready to synthesise in order to obtain the 
final result: the best target market. It is important to understand that low inconsistency 
is not the goal of the decision-making process. Low inconsistency is necessary but 
alone is not sufficient to achieve a good decision (Forman and Selly, 1999). 
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Figure 3.13: Priorities with respect to going global 
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  Motivational Factors: The company's motives to go globally (L:.; 
  To establish an international presence (L: . 020) 
  To improve the product / service (L:. 026) 
  To take advantage of a good business opportunity (1:. 191) 
  Offering a unique product / service (L: . 043) 
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  Gaining economies of scale from additional orders (1:. 052) 
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  Wage level (1:. 045) 
  Preferences and prohibitions in the foreign country (L: . 031) 
" Degree of political stability (L:. 107) 
  Extent of restrictions on free and open trade (L: . 048) 
0 The probability of tax relief on import and local materials (L: 
  Cost and efficiency of transportation (L: . 030) 
  Buyer's ability to pay for product (L:. 366) 
  Future trends and growth rate of the foreign market (L:. 197) 
  Number of competitive products (1:. 159) 
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Figure 3.14: Priorities with respect to selecting a target market 
Step Three: Synthesising 
After completing all the judgments for each element of the model, the data are 
synthesised to achieve an overall preference or, in other words, to calculate the final 
priorities of the alternatives, as illustrated in Figure 3.10. This synthesis produces a 
report that ranks the alternatives in relation to the overall goal. This can be done, 
either for the entire model, or for a portion of it. This type of report includes a detailed 
ranking showing how each alternative was evaluated with respect to each objective. 
Figure 3.15 shows the details, followed by a ranking of the alternatives. 
There are two types of synthesis mode: Ideal Synthesis and Distributive Synthesis. 
Ideal Synthesis is the default synthesis mode. The Ideal mode assigns the full priority 
of each covering objective to the alternative that ranks highest under it (Figure 3.16). 
The other alternatives receive a percentage of the priority in proportion to the highest 
alternative. The Ideal Synthesis should be used when the user is interested in only one 
alternative and the remaining alternatives are no longer relevant. Distributive 
Synthesis is used when the user is interested in prioritising alternatives from which 
more than one may be selected. The Distributive Synthesis distributes the priority of 
the objectives among the alternatives, thereby dividing each objective's priority into 
proportions relative to the percentage of the alternatives. Because each synthesis 
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mode combines priorities differently, each mode may yield different results though 
these are normally very similar (Expert Choice, 2000). 
Qistributive mode r Ideal mode 
Summary I Details 
Synthesis with respect to: 
Goal: To select target marKet 
Overall Inconsistency = 02 
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Figure 3.15: Ranking of the alternatives 
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Figure 3.16: The ideal mode 
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Step Four: Sensitivity analysis 
As illustrated in Figure 3.10, the sensitivity analysis stage follows the ranking of the 
alternative markets that had been carried out in the synthesising stage. Sensitivity 
analysis can be performed to investigate how sensitive the ranking of the alternatives 
are to changes in the importance of the objectives. Expert Choice offers five modes 
for graphical sensitivity analysis: performance, dynamic, gradient, two-dimensional 
and Head to head (difference), as illustrated in Figures 3.17,3.18,3.19,3.20, and 3.21 
respectively (Forman and Selly, 1999; Expert Choice, 2000). Sensitivity analysis from 
the goal node will show the sensitivity of the alternatives with respect to the 
objectives below the goal. Each sensitivity mode shows the priority of the objectives 
and the alternatives. Each sensitivity analysis graph has its own unique menu 
commands and each sensitivity analysis can be compared to a "what-if' analysis 
because the results are temporary. Also, this can be used both to increase and decrease 
the priority of any objective and to see the changes in the priorities of the alternatives 
for decision-making. Figure 3.18 shows the Dynamic sensitivity of the proposed 
model. Therefore, if the market potential factors bar increases to 72.3 %, then the 
other market factors (objectives) decrease in proportion to their original priorities. 
Then, the program will recalculate the priorities of the alternatives based on their new 
relationship (Figure 3.22). The Saudi Arabia priority changed from sixth place at 9.7 
% to third place at 10.6 %. Expert Choice is designed with this flexibility in mind and 
models are easily modified. 
Social And C Technical Fa Market Polen OVERALL 
Economic Fac Political Fa Physical And Legal Factor 
30 
M 
Figure 3.17: Performance mode 
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Figure 3.19: Gradient mode 
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Figure 3.20: Head to head (difference) mode 
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Step Five: Documenting the decision 
As illustrated in Figure 3.10, the last stage in the Expert Choice process is 
documenting the decision. Expert Choice is ideally suited for documenting a decision. 
The information document and note features provide a way of documenting 
extensively the hows and whys of the decision for all participants. Such information 
and notes can become part of the overall documentation. The decision can then be 
examined later to find out what led to it, as it is often important to be able to 
document the reasoning that went into a decision. The documentation may be used to 
justify the conclusion to others or to reflect on the decision in the future. "Good" 
decisions will, on average, result in better outcomes. However, because of 
uncertainty, there is no guarantee that a "good" decision will always achieve the 
desired results. If decisions are well documented, the rationale and information used 
in arriving at the decision can subsequently be compared with the outcome, enabling 
even better decisions to be made in the future (Expert Choice, 2000). 
Finally, the consultant will take the alternative (target markets) priority for each sub- 
objective and then rank the target market priority according to the overall goal, 
objectives or sub-objectives. 
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3.3.4 Stage Four: The Viable System Model (Viplan method) 
A company can survive if it can manage its outside market through its operational and 
management activities. The outside market generates influential forces on companies 
or organisations which include cultural, economic and legal factors etc. Certain 
influential forces or factors, such as weather or buyer taste and preferences, could be 
highly attractive to some companies and have no effect on others. Therefore, 
companies search for their own market factors that are attractive to them. Usually, 
though, market attractiveness will not appear as separate factors but will manifest 
itself as a "package" with other market factors which have different influences on 
firms as markets change. The other market factors that come in the package with the 
company's attraction factors could have a positive, a negative, or no effect at all on 
the company. So, the company should be aware of the effects of the other embedded 
factors in the global environment that are otherwise of no interest to the company. 
Also, the firm must make sure that these factors do not conflict with the company's 
strategy. 
A company's motives constitute an important initiating cause for global expansion 
and this will initiate thinking about a way to marry that need with an appropriate 
match in the global market thus bringing the firm to a stable state. Motivation factors 
will initiate the identification of a plan to accomplish the company's needs. In fact, 
the company's plan is the vehicle that it will use to look for an appropriate market 
match. For example, a local company with domestic success could have a motive 
factor such as the uniqueness of the product for the selected market. The strength of 
the motivation factor increases as the need of the company's plan increases. 
Therefore, depending on the strength of the motivation factor, this will indicate how 
much the firm requires a plan to satisfy its needs. In this case, a company that has a 
strong need to go global will start looking for the nearest match that satisfies its needs. 
A motivation factor is the force that leads the company to consider global expansion 
in order to look for the most suitable international market match. This suitability 
means that the market has what the company is looking for to satisfy its need while 
the satisfaction process consists of considering market attraction factors. However, the 
company needs to be aware of the other characteristics of the selected market, such as 
government regulations. 
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3.3.4.1 The Viable System Model 
In this stage, Beer's Viable System Model (VSM) (described in Chapter Two) will be 
used to understand the company's behaviour as it can be used to link the company 
with the environment more effectively. It will attenuate the complexity of the outside 
environment, thus enhancing the organisation's understanding of the outside 
environment and amplifying the organisation's action to make the interaction with the 
environment more effective (Espejo et al., 1999). A company should think about the 
complexity of the outside environment and how to introduce its capability in an 
appropriate way in order to be able to manage the complexity of the market. 
The VSM has often been regarded as a powerful modelling tool, but one that is 
difficult to use in practice (Espejo et al., 1999). Viplan software (Espejo, 1989) has 
been developed over many years of VSM application in large and small companies, 
and in both the public and private sectors. The Viplan learning system method is an 
aid to learning about Beer's Viable System Model (VSM) and its applications. 
3.3.4.2 The Viplan method 
The Viplan method is a tool to support organisational problem solving and to give 
guidance on how to apply the model for designing and redesigning an organisation 
(Espejo, 1999). Viplan helps, through its logical operations, to work out a possible 
recursive structure consistent with an existing or desirable organisational identity. The 
recursive properties of VSM make it possible to apply the same completeness and 
consistency criteria to any organisational unit. Each organisation has its own relevant 
environment and the embedded operational units have their own embedded 
environment which is also embedded in the environment of the whole. This process 
continues for any further embedding that is necessary to handle the complexity of the 
organisation. Organisations are too complex to be managed as single entities but they 
can be managed as a whole in the interests of cohesion through embedded 
autonomous operational units and their relevant environments with their own 
amplifiers and attenuators. Organisations need to have the capacity to adapt to new 
situations in order to remain viable. An effective organisation is one that not only 
does "things right" but, most importantly, is one that is able to find the "right things" 
to do (Espejo and Harden, 1989). 
The Viplan method offers a methodology to absorb different aspects of complexity 
through developing an understanding of the probable implications of different ways of 
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unfolding an organisation's complexity (Espejo et al., 1999). Unfolding complexity 
means that the implementation of an organisation's missions will always need two or 
more primary activities, will be autonomous, will have its own management, and will 
be embedded in its own relevant environment (Espejo and Harden, 1989). The Viplan 
method has five steps: 
1. Establishing the organisation's identity. 
2. Undertaking structural modelling. 
3. Modelling structural levels (defining the unfolding complexity). 
4. Modelling the distribution of discretion. 
5. Modelling the organisational structure. 
The methodology has two modes: Mode I (diagnosis) and Mode II (design). The first 
mode relates to an existing organisation and the second mode relates to a new 
organisation. Before setting the boundaries of the investigation, it is better to name the 
system because different people may name the same organisation differently. Espejo 
suggests that techniques developed in the soft systems tradition can be used to 
articulate identities. This technique is called TASCOI (Syncho Ltd, 1996). The 
objective of the TASCOI technique is to recognise the primary activities and to 
establish the structural levels (the recursion in the VSM). The acronym TASCOI 
stand for Transformation, Actors, Suppliers, Customers, Owners, and Interveners. It 
relates to six questions whose answers "name" or identify a system: 
" Transformation: what inputs are converted or transformed into what output? 
" Actors: who carry out the transformation? 
" Suppliers: who supply the input? 
" Customers: who receive the output? 
" Owners: who must ensure that the transformation is carried out? 
" Interveners: who influence the transformation from outside the system? 
The Viplan method will be used to model a general structure of an organisation. It 
will bring a company design to how the company should look in order to interact 
effectively with the external environment. The method's five steps will be used to 
accomplish this. Each step will be explained in the following section: 
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3.3.4.1.1 Establishing organisational identity 
The identity of an organisation is defined by the relationship between those 
structuring the organisation (Syncho Ltd, 1996). Identity is not fixed but will change 
as the stakeholders constitute new relationships. There are five types of stakeholder: 
1. Those carrying out the work, such as the employees in a car company. 
2. Those providing the organisation with resources, such as car parts' suppliers. 
3. The beneficiaries and victims of the organisation's activities, such as the car 
distributors. 
4. Those managing the organisation, such as the company manager. 
5. Those with an influence on the organisation without taking part in it directly, such 
as car company competitors. 
Viplan uses formal methods to produce a named system. The named system is used to 
refer to a system from the particular viewpoint of a manager or owner. It is important 
to make explicit what the system does, by means of what, in order to achieve what 
purpose. Different people may name the same organisation differently. The human 
views depend heavily on experience, cultural background, knowledge background and 
human factors. The Viplan method involves naming systems by using a TASCOI 
process. The transformation statement clarifies what the system does from the point of 
view of the person naming it and identifies the people (or participants) involved in the 
transformation. The relations between the people involved in the transformation will 
help to understand the identity of the organisation (Syncho Ltd, 1996). The identity of 
the organisation is influenced by aspects such as the product or service produced, the 
technological process used, the lifecycle of products or services and so on. The 
transformation statement recognised in the identity statement is used as a first step to 
work out a hypothesis of an organisation's primary activities (Syncho Ltd, 1996). 
3.3.4.1.2 Constructing a structural model 
Espejo suggests four types of structural model to picture the activities necessary for 
producing the transformation that expresses the organisation's identity. This relates 
strategy to structure. These models can be based on technology, customers-suppliers, 
geography or time. The purpose of these structural models is to identify the primary 
activities (operational units). These models are: 
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1. Technological models: the process producing the goods or services. These models 
produce the transformation in the identity statement. In Mode I, these models are 
produced by observing the transformation: in Mode II, these models are produced 
using expert advice. 
2. Customer / supplier charts: These are models of the organisation's relation with 
customers and suppliers. They help to work out primary activities based on 
products and market segments. Such a chart shows how owners structure their 
activities (Mode I or Mode II). 
3. Geographic models: used when owners take geography into account during 
strategy design. 
4. Time models: when the organisation's resources are modelled over time. 
Each of these models represents different aspects of the complexity of the 
transformation. Also, the Viplan method encompasses an important tool for use in 
discussing different strategies to enable the management of an organisation's 
complexity. This tool is the recursion-function table which deals with regulatory 
activities and helps to relate organisational functions to primary activities (Bjorkqvist, 
1996). The structural models also help in recognising the recursion in the Viable 
System Model (VSM). 
3.3.4.1.3 Unfolding the organisation into primary activities and structural levels 
In this step, the structural models are linked to unfolding complexity. The various 
structural models, especially the technological model, will provide the organisation 
with information in order to allow discussion of its unfolding complexity. The 
structural model and the unfolding complexity can be carried out in both the 
diagnostic and design modes. 
3.3.4.1.4 Constructing a Recursion-Function Table 
In the Viplan method, the functional capacity relates to the discretionary resources 
(and related functions) within each primary activity. Functional discretion may vary 
according to strategic considerations, that is, different aspects of functions / business 
processes may take place at different recursive levels. The distribution of discretion 
among primary activities is at the core of centralisation-decentralisation issues in the 
organisational design (Espejo, 1999). 
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The Recursion-Function Table is a tool which can be used to discuss different 
strategies to manage an organisation's complexity and can be used in either mode. It 
may be used to map the actual distribution of resources and discretion throughout the 
organisation in Mode I, and may also be used to offer an effective design of 
distribution of discretion in Mode II. The table also deals with regulatory activities, 
relating functions like finance, marketing and so forth, to primary activities at the 
operational recursion levels in Mode I, and their desirable operational level in Mode 
II. In Viplan, these functions are called regulatory functions (Espejo, 1999). The 
crosses on the Recursion-Function Table indicate the amount of discretion that is 
being taken away from the primary units below it. Functions in small companies 
occur usually at the highest level, whereas it would be better to distribute function to 
the lower level if the company were bigger. The function may be completely 
centralised, completely decentralised or semi-centralised. The degree of centralisation 
depends on the strategy of the organisation. 
3.3.4.1.5 Modelling the Organisation with the Viable System Model (VSM) 
The last step of the Viplan method is to produce a VSM for the organisation. This is 
done by mapping the primary activities of the Recursion-Function Table onto the 
implementation function (operations) of the VSM and the regulatory function onto the 
policy, intelligence, cohesion (control) and coordination functions of the VSM. 
Policy, intelligence and cohesion (control) constitute the mechanism for adaptation. 
Designing this mechanism requires the support of the Recursion-Function Table 
because it shows the capacity which is focused on intelligence and control within each 
primary activity. The mechanism of cohesion is concerned with integrating primary 
activities in an embedding organisation. This mechanism also recurs within all 
primary activities. Each of the primary activities is an autonomous system, exercises 
its own choice and defines its own implementation activities (Espejo, 1999). The 
interaction between two successive levels in order to achieve cohesion is at the core of 
the VSM. 
Viplan introduced six types of communication channel. These channels are: 
1. Interaction between primary activities. 
2. Interaction between the relevant environments of the primary activities. 
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3. Corporate intervention, which is the corporate level that issues directives and 
defines procedures that the primary activities are obliged to follow, such as safety 
procedures. 
4. Resource bargaining: the process by which the primary activities agree with the 
corporate level about their programmes of work and the amount of resources that 
are allocated to them to achieve those programmes in order to provide some form 
of return on resources. 
5. Monitoring: monitoring the operations of the primary activities by way of 
reporting media that reflect a realistic view of the capabilities of the primary units. 
6. Coordination: Corporate management negotiates the allocation of resources with 
the management of the primary activities. 
The last four communication channels constitute the cohesion mechanism. These four 
communication channels rely on each other because resource bargaining without 
monitoring will reduce the chance of the autonomous operation of meaningful 
negotiations. 
3.3.5 Stage Five: Recommended design 
The objective of this stage is to link data from the model stages. By linking these, the 
data will provide a way of focusing on the strengths and weaknesses of the design 
proposed in Stage Four. The important issue concerning the proposed design is to 
overcome weaknesses within the firm's capability. Therefore, it is important at this 
stage to understand the firm completely. In general, this stage will investigate the 
different scenarios applicable to the firm's capability. For example, if the company's 
motive is to defeat competitors in their markets, then the proposed model should be 
appropriate to the competitive market in all areas. The proposed design must interact 
successfully with the target market in order to survive. 
In this stage, the proposed company design needs to be investigated thoroughly. The 
company design scenarios need to be documented to enable the firm's consultant or 
perhaps the decision-makers themselves to make even better decisions in the future. It 
is important for the recommended design to include the following points: 
1. General information about the evaluated company. 
2. The company's reasons for changing, motivational factors, success factors, past 
business, and business experiences. 
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3. How the company deals with market factors that affect the firm both positively 
and negatively. 
4. The company's capability (what the firm could achieve with the current resources 
and constraints). 
5. The proposed design needs to be introduced and each part of the design needs to 
be explained in detail. 
6. The internal changes which must take place in the company for it to be able to 
compete successfully. 
7. Validating and testing the proposed model by case scenarios to illustrate how the 
company could interact and compete effectively in the external environment. 
8. Predicting the future for both the company and the market environment, based on 
the literature and the experience of other companies. 
3.4 Conclusions 
This research has proposed a global model in order to aid consultants and decision- 
makers in evaluating the possibility of expanding small-sized companies into global 
markets. The model provides a powerful tool for dealing with a company's strengths 
and weaknesses. It has the capability to focus on procedures to overcome the 
weaknesses of the company by using the Viplan method. The proposed model is 
divided into five stages, as illustrated in Figure 3.6. This framework was developed in 
order to meet the research objectives and each stage represents valuable information 
that links to the next stage in order to understand and diagnose the overall picture of 
the company's performance and capabilities. 
Stage One provides important information regarding the company's external and 
internal data and the reasons behind its global expansion. Stage Two provides 
important knowledge for understanding the company's current behaviour, 
performance, strategy and capability. Also, it is able to predict the company's future. 
Stage Three helps in ranking appropriate target markets. The appropriate target 
markets in this stage will be investigated by using Expert Choice software. Expert 
Choice software has the capability to trade off market factors and to deal easily with 
inconsistent judgments. Stage Four provides a procedure on how to use the Viplan 
method to support the firm in designing and redesigning its organisation. It helps in 
reducing the complexity of an organisation's design by clearly determining the design 
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stages. Finally, the objective of Stage Five is to collect data from all the stages and to 
propose a final recommendation for the company's design. It will provide a step-by- 
step recommendation of how the company should look and how to accomplish this. 
Furthermore, it will help in proposing a design for the firm to be able to compete 
effectively in the new target markets. 
In this chapter, certain information was needed in order to evaluate the decision- 
making alternatives (see Section 3.3.3). The influential factors that have an affect on 
the practices and experiences of small-sized companies in international markets need 
to be identified in order to use these in Stage Three of the model framework. Also, the 
information that relates to the experience of small companies in making international 
business decisions will be important in providing support and guidance for further 
research work. 
After developing the model framework, the process to evaluate and test the proposed 
model is presented in detail in the next chapter where the research methodology will 
be designed. This covers two main issues: first, it provides the most influential factors 
that have an effect on the practices and experiences of small-sized companies in 
international markets; and second, it provides more information on performing an in- 
depth company case evaluation of the Global Evaluation Model framework. 
151 
Summary 
This research has proposed a global model in order to aid consultants and decision- 
makers in evaluating the possibility of expanding into global markets. The model 
provides a powerful tool for dealing with a company's strengths and weaknesses. 
The main purpose of this chapter was to introduce a five stage Global Evaluation 
Model in order to help owners, managers and decision-makers in their international 
expansion decisions. Each stage of the model is used to add knowledge or offer an 
advantage to help small-sized companies in their practices in their new market as 
illustrated in Figure 3.6. The research methodology that is adopted in this research 
will be introduced and discussed in detail in the next chapter. 
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Chapter 4: Research Methodology 
4.1 Introduction 
This chapter describes and justifies the research approach that has been used in this 
thesis. Jankowicz (2000) states that people undertake research in order to find things 
out in a systematic way with the aim of increasing their level of knowledge while 
Introna and Whitley (1997) define methodology as a set of techniques and tools that 
are used to tackle a particular problem, in this case, developing a Global Evaluation 
Model. There are many choices to make when planning a research methodology and 
there is no "perfect" approach so many factors need to be considered. 
This research begins with the focus of developing a model framework that will help 
owners and managers of small-sized companies in their international expansion 
decisions, the project having been commissioned within the Mechanical and 
Manufacturing Engineering Department at Loughborough University in the United 
Kingdom. In order to develop a decision tool model for matching small-sized 
companies with the most appropriate international market as discussed in see Sections 
1.2 and 1.3. 
4.2 Research procedures 
This chapter is specifically concerned with how the research methodology will be 
conducted and processed. This consists of two main phases: the framing phase and the 
Global Evaluation Model phase. The framing phase is the process of conducting a 
survey to provide as full an understanding as possible about the critical factors that 
shape and affect the practices and activities of firms in global markets. This phase will 
be used to provide confidence, support and guidance for further work leading from 
this research. There are many specific influential factors that previous studies have 
evaluated and examined but global market search and entry studies change frequently 
according to changes in political issues, technological advancements, global treaties 
and so on. Therefore, the information that is collected and the research questions that 
are examined in this study will identify the external and internal factors that 
companies need to examine before thinking about entering global markets. Also, a 
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number of research questions regarding critical issues need to be examined in order to 
support the author's view and to ascertain to what extent such issues affect the 
company internally and externally. The proposed research questions are as follows: 
First Question: Are companies with a market information (or a market research) plan 
more likely to experience business success in international markets than 
companies without a market information (or market research) plan? 
Second Question: Are small companies with global success more likely to undertake 
market information (or market research analysis) by using external sources? 
Third Question: Are small-sized companies with a market information (or market 
research analysis) study more likely to experience success in selecting a target 
country than companies without a market research study? 
Fourth Question: How dependent are small-sized companies on market information 
(or market research analysis) within both the UK and Kuwait markets? 
Fifth Question: Is exporting the most favoured mode of participation and preferred 
type of international involvement for small-sized companies from both regions? 
Sixth Question: What are the success factors for the small-sized companies that have 
experienced business success in international markets? 
Seventh Question: What are the negative factors for small-sized companies that have 
experienced business failure in international markets? 
Eighth Question: What are the success factors for the small-sized companies from the 
United Kingdom that have experienced business success in international markets? 
Ninth Question: What are the negative factors for the small-sized companies in the 
United Kingdom that have experienced business failure in international markets? 
Tenth Question: What are the success factors for the small-sized companies from 
Kuwait that are experiencing or have experienced business success in international 
markets? 
Eleventh Question: What are the negative factors for the small-sized companies in 
Kuwait that have experienced or are experiencing business failure in international 
markets? 
Twelfth Question: Does the number of years doing business in international markets 
play any role in the learning process of the company, and does this increase the 
level of success in international markets of such a company? 
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The above research questions will provide an insight into the activities of small-sized 
companies and into the influential factors of the real global economy that companies 
face when deciding to enter the global market (see Sections 1.2 and 1.3). It will also 
provide other important information such as: how important it was to perform market 
research or to obtain market information; if market information or market research 
was prepared in-house or by an external source; if respondents felt that market 
information or market research related to success in international markets; and what 
were considered to be the most important influential factors that affect the decision of 
a manager of a small-sized company when considering expanding his/her business 
internationally. This information could help in developing a decision support model, 
as discussed in Section 3.3.3. 
In this research, the author has offered a clear definition for terms such as "market 
information" or "market research" because these are widely used terms. These could 
indicate, for example, gaining assistance by using an internal resource through a 
dedicated market research team, through the firm's sales force, or through senior 
management involvement in customer/competitor visits and/or exhibitions. 
Alternatively, they could mean seeking external assistance through banks, 
Departments of Trade and Industry, or market research agencies (Bradshaw and 
Burridge, 2001). Therefore, the author provided a clear definition of the terms 
"market information" or "market research" in the survey questions as any kind of 
analysis or any assessment carried out by a company, either by internal sources (the 
manager or a department within the company), or by external sources (market 
research agencies or banks) in order to analyse international markets before venturing 
into them. 
Also, terms such as "success" and "failure" were also determined from the point of 
view of how success was measured when questions relating to companies' success 
were asked in the questionnaire. In the literature, the success of companies in 
international markets could be measured by three different approaches: first by 
financial measures, such as profit or growth; second, by non-financial measures such 
as the manager's level of satisfaction with the export venture; and, third by a 
combination of the other two (Cavusgil and Zou, 1994; Zou and Stan, 1998). In this 
research, company success was measured by the second approach. Therefore, 
performance, in terms of success or failure, was measured according to the respondent 
managers' level of satisfaction regarding the performance of their businesses. 
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The second phase is the global evaluation model phase. The proposed model in this 
research is used to evaluate companies' case studies and the influential factors that 
affect the decision to search for a global market to enter and compete in. In order to 
propose the final Global Evaluation Model, certain processes and evaluations need to 
be prepared and examined. This second phase will be evaluated by using a number of 
case studies of firms to be tested. With each case study, other methods of data 
collection will be used. Documentation, interviews and literature related theory will 
be used to provide a full understanding of the characteristics and capabilities of the 
evaluated company. This phase will allow the different sources of data collection 
methods to triangulate and corroborate each other in order to explore and diagnose the 
internal and external environmental factors that affect the company. As a result of 
this, potential markets will be selected and prioritised based on an evaluation of the 
collected data for the case of each single company. Also, the company will be 
diagnosed using the Viable System Model (Viplan method) and a new recommended 
structural framework for the firm will be proposed. 
4.3 The philosophical position of the research 
Researchers are seeking to understand the practices and activities of companies, 
especially small-sized ones, because these are becoming an increasingly important 
part of global economies. Research is conducted in the spirit of inquiry, which relies 
on facts, experience and data, concepts and constructs, hypotheses and conjectures, 
and principles and laws (Amaratunga et al., 2002). However, conducting any type of 
research should be governed by a well-defined research methodology based on 
scientific principles. Such methodologies are considered to be systems of explicit 
rules and procedures upon which research is based and against which claims for 
knowledge are evaluated (Fromkfort-Nachmias and Nachmias, 1996). There is no 
"perfect" research methodology, as there is no universally agreed methodology 
(Eldabi et al., 2002). There are many factors to be considered when choosing an 
appropriate research methodology including the problem to be investigated, the 
available resources, the researcher's background and experience, and the purpose of 
the study. 
Research within the social sciences is often defined and differentiated in terms of the 
epistemology or "theory of knowledge" it adopts (Easterby-Smith et al., 1991). The 
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term epistemology refers to beliefs about the way in which knowledge is constructed. 
Epistemological assumptions in these instances determine extreme positions on issues 
whether knowledge is something that can be acquired or something that is personally 
experienced (Burrell and Morgan, 1979; Eldabi et al., 2002). Philosophers of science 
and methodologists have been engaged in a long-standing epistemological debate 
about how best to conduct research. This debate has centred on the relative value of 
two fundamentally different and competing schools of thought or inquiry paradigms: 
logical positivism and phenomenology (Amaratunga et al., 2002). There are a number 
of philosophical assumptions and value judgments inherent in such a selection. Also, 
a key consideration is whether the research will proceed inductively or deductively. 
An inductive approach means that the research will examine particular instances 
which allow reasoning to move towards generalization, whereas the deductive 
approach proceeds in the opposite fashion, reasoning from the general to the 
particular (Case, 2002). Logical positivism uses quantitative and experimental 
methods to test hypothetical-deductive generalizations. Among the major implications 
of this approach are the need for the observer to be independent of the subject being 
observed, and the need to formulate hypotheses for subsequent verification (Cavaye, 
1996; Easterby-Smith, 1991; Remenyi et al., 1998). Its properties should be measured 
through objective methods, rather than being inferred subjectively through sensation, 
reflection or intuition (Easterby-Smith, 1991). Positivism searches for causal 
explanations and fundamental laws, and generally reduces the whole to its simplest 
possible elements in order to facilitate analysis (Easterby-Smith, 1991; Remenyi et al., 
1998). 
Phenomenological (interpretive science) inquiry uses qualitative and naturalistic 
approaches inductively and holistically to understand human experience in context- 
specific settings. This approach tries to understand and explain a phenomenon, rather 
than search for external causes or fundamental laws (Easterby-Smith, 1991; Remenyi 
et al., 1998). In other words, it aims at understanding a phenomenon from the point of 
view of the participant who is directly involved with the phenomenon under study 
(Eldabi et al., 2002). The phenomenological approach also rejects positivists' beliefs 
which centre on atomism: that the objects of experience are atomic, independent 
events. This concept is central to the notion of deducticism, which claims that 
generalizations can be made from a finite set of events in the past to predict future 
events (Amaratunga et al., 2002). Easterby-Smith (1991) summarised the main 
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differences between positivistic and phenomenological (realistic) viewpoints as 
illustrated in Table 4.1. 
Theme Positivist Paradigm Realism Paradigm 
Basic - The world is external and - The world is socially constructed 
Beliefs objective. and subjective. 
- Observer is independent. - Observer is part of what is 
- Science is value-free. observed. 
- Science is driven by human 
interests. 
Researcher - Focus on facts. - Focus on meanings. 
should: - Look for causality and - Try to understand what is 
fundamental laws. happening. 
- Reduce phenomena to - Look at the totality of each 
simplest elements. situation. 
- Formulate hypotheses and - Develop ideas through induction 
test them. from data. 
Preferred - Operationalising concepts so - Using multiple methods to 
method in that they can be measured. establish different views of the 
research - Taking large sample. phenomena. 
- Small samples investigated in 
depth or over time. 
Table 4.1: Key features of positivist and realism paradigms 
(Source: Amaratunga et al., 2002). 
Different methods are appropriate in different situations. Table 4.2 provides a 
pragmatic view of a summary of some of the strengths and weaknesses of the two 
research paradigms (Easterby-Smith, 1991). Yin (1994) stresses that the type of 
question posed, the control over actual behavioural elements, and the degree of focus 
on historical or contemporary contexts, are the conditions which should provide the 
grounds for strategy choice. Table 4.3 presents the comparison of five research 
strategies according to the three factors identified above. The research approach 
should be chosen according to the purpose of the study. Galliers (1992) (cited in 
Remenyi et al., 1998) provides a list of approaches or tactics. Table 4.4 summarises 
this list according to the general philosophical base underpinning the different 
research tactics. It is important to note that most research tactics listed in the table can 
be used, at least to some extent, as either positivistic (quantitative) or 
phenomenological (qualitative) devices. 
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Theme Strengths Weaknesses 
Positivist -The methods can provide wide -The methods used tend to be rather 
(quantitative coverage of a range of inflexible and artificial. 
paradigm) situations. -They are not very effective in 
-They can be fast and understanding processes or the 
economical. significance that people attach to 
-Where statistics are aggregated actions. 
from a large sample, they may -They are not very helpful in 
be of considerable relevance to generating theories. 
policy decisions. -Because they focus on what is, or 
what has been recently, they make 
it hard for policy makers to infer 
what changes and actions should 
take place in the future. 
Phenomenological -Data-gathering methods are -Data collection can be tedious and 
(qualitative seen as natural rather than requires more resources. 
paradigm) artificial. -Analysis and interpretation of data 
-Ability to look at change may be more difficult. 
processes over time. -Harder to control the pace, 
-Ability to understand people's progress and end-points of the 
meaning. research process. 
-Ability to adjust to new issues -Policy makers may give low 
and ideas as they emerge. credibility to results from a 
-Contribute to theory qualitative approach. 
generation. 
Table 4.2: Comparison of strengths and weaknesses 
(Source: Amaratunga et al., 2002). 
Strategy Form of research 
question 
Requires control over 
behavioural events? 
Focuses on 
contemporary events? 
Experiment How, why Yes Yes 
Survey Who, what, where, 
how many, how 
much 
No Yes 
Archival analysis How, why No Yes / No 
History How, why No No 
Case study How, why No Yes 
Table 4.3: Research strategies versus characteristics 
(Source: Yin, 1994). 
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Research approaches Positivistic (quantitative) Phenomenological (qualitative) 
Action research Strictly interpretive 
Case studies Have scope to be either Have scope to be either 
Ethnographic Strictly interpretive 
Field experiments Have scope to be either Have scope to be either 
Focus groups Mostly interpretive 
Forecasting research Strictly positivistic with 
some room for interpretation 
Futures research Have scope to be either Have scope to be either 
Game or role playing Strictly interpretive 
In-depth surveys Mostly interpretive 
Laboratory experiments Strictly positivistic with 
some room for interpretation 
Large-scale surveys Strictly positivistic with 
some room for interpretation 
Participant observer Strictly interpretive 
Scenario research Mostly interpretive 
Simulation and stochastic 
modelling 
Strictly positivistic with 
some room for interpretation 
Table 4.4: Research tactics and philosophical bases 
(Source: Galliers, 1992; (cited in Remenyi et al., 1998)). 
The research methodology must be designed to answer specific research questions. 
Poole and McPhee (1994) emphasise that the method is the researcher's point of 
contact with the world and therefore methods offer a choice of plans for asking 
questions and finding answers to them. Thus, it is possible to accept both research 
paradigms. 
This research in its earliest stages used a quantitative paradigm to test the research 
questions and deductive generalisations. However, at a later stage, case studies, 
interviews and other qualitative paradigms were used inductively to investigate and 
explore the research topic more deeply to lead to general principles. This approach 
constitutes a decisive strength in the design of the study. Each paradigm has its 
strengths and its weaknesses, as illustrated in Table 4.2. Also, it is apparent that both 
quantitative and qualitative questionnaire methods have advantages and 
disadvantages, as illustrated in Table 4.5 (Amaratunga et al., 2002; Eldabi et al., 
2002). McGrath (1982), in his study of research choice, makes it clear that there are 
no ideal solutions, only a series of compromises. 
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Technique Advantages Disadvantages 
Quantitative -Comparisons are allowable. -The survey instrument must ask the right 
-Subject under analysis is measured through questions in the right way. 
objective methods rather than being inferred -Limited in giving in-depth explanations of 
subjectively through sensation, reflection or physiological factors, attitudes toward feminism, 
intuition. employees' capabilities, etc. 
-Reliability and validity may be determined more -Failure to ascertain deeper underlying meanings 
objectively than with qualitative techniques. and explanations. 
-Strong in measuring variables and descriptive 
aspects. 
-Emphasises the need to formulate a hypothesis for 
subsequent verification. 
-Helps to search for causal explanations and 
fundamental laws. 
Qualitative -Provides a greater depth of understanding. -Collection and analysis of data are time- 
-Allows greater flexibility. consuming. 
-Useful when one needs to supplement, validate, -Complexity of analysis. 
explain, illuminate, or reinterpret quantitative data -High volume of data. 
gathered from the same setting. -The inability of the researcher to interpret events 
from the subject's point of view without biases. 
-Weak relationship between theory and research. 
-The extent to which qualitative research can be 
generalised beyond the confines of a particular 
case. 
Table 4.5: Advantages and disadvantages of quantitative and qualitative techniques 
The philosophical position favoured in this research was to adopt a quantitative 
approach in the earliest stages to determine the most important critical factors that 
affect companies in global markets and to test research questions in order to see the 
big picture of the global activities of companies. However, to implement the proposed 
research model, other research methods, such as case studies, face-to-face interviews, 
and a literature review of documents and theories, are important to examine and 
evaluate the case of a single firm in order to proceed to general principles that can be 
used in the global evaluation model. Therefore, a mixed approach was selected for use 
in this research. Combining methodologies in the same research work provides 
strength in gaining and verifying information through the concept of triangulation. 
This concept will be discussed in more detail later in this chapter. 
This research strategy, as mentioned earlier, is divided into two phases: the framing 
phase and the Global Evaluation Model phase, as illustrated in Figure 4.1. Therefore, 
the research is designed to use, in the first phase, a positivist-quantitative approach in 
order to establish objective facts and causal relationships. This quantitative research is 
conducted via a questionnaire. Then, in the second phase, a phenomenological- 
qualitative method is used in order to investigate in greater depth and to build a 
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concrete understanding of the research topic. The method used to conduct this 
qualitative research is the case study approach. 
Developing a decision 
tool model 
The framing phase The Global Evaluation 
Model phase 
Positivist-quantitative 
approach 
Quantitative E-mail 
questionnaire 
Phenomenological- 
qualitative method 
Qualitative research 
Presenting a decision tool model 
(Global Evaluation Model) 
Figure 4.1: Research strategy phases 
4.4 Phase One: The framing phase 
The goal of the questionnaires undertaken in this study is to gather important data and 
to provide further direction for this research work; they also provide knowledge to test 
the research's applicability for further work and guidance. This research will provide 
information about the influential factors surrounding and inside companies, especially 
small sized companies. Furthermore, the valuable data collected from real time 
market participants will strengthen the proposed Global Evaluation Model. The 
questionnaires of this research will offer an insight into the following: 
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" The activities of small-sized companies in global markets in order to offer a basis 
for comparison with existing theories. 
" The extent to which companies practise market information (or market research 
studies) before entering international markets: whether they merely follow others' 
footsteps or have no basic plans. 
" The impact of carrying out preparatory market information (or market research 
studies) on the success of small-sized companies in global markets. 
" Whether companies operating in different regions value market information or 
market research studies differently. 
" The motivational factors that initiate companies to think about international 
markets. 
" The major reasons that increase the probability of success for small-sized 
companies in global markets. 
" The major factors that have an influence on the failure of small-sized companies 
in a global context. 
9 When a firm selects an international market because of its potentially attractive 
market factors, how aware firms are of the strength of market factors that are 
hidden in the selected market. 
" The relationships between motivational factors and those which bring about both 
success and failure. 
The purpose of designing the questionnaire is to provide an understanding about 
companies' actions and experiences when facing real global challenges. The data 
gained will also enable the research to draw up a big picture of the factors that 
influence firms both negatively and positively. Finally, this helps in implementing a 
Global Evaluation Model scenario for companies. In this research, a number of 
research questions regarding critical issues need to be examined in order to support 
the author's view and to ascertain to what extent such issues affect the company 
internally and externally (presented in Section 4.2). 
A quantitative questionnaire is the most appropriate type to use in order to identify 
and gather knowledge, to inform research questions and to test hypotheses, as 
mentioned earlier in this chapter. However, there are many different methods of 
disseminating questionnaires, including by telephone, face-to-face, by self- 
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administration, as a handout, or by e-mail. In this research, the target sample will be 
selected from owners or senior managers of companies located in two different 
regions (the United Kingdom and Kuwait) to obtain their views and opinions of the 
research issues. An e-mail survey was felt to be an appropriate and useful method in 
this research for several reasons: 
" Most commonly, surveys in academic research are carried out using traditional 
methods such as by mail, self-administered questionnaires and face-to-face. It was 
felt to be worth attempting an e-mail survey to examine the new challenge behind 
this method. 
" The mail survey may be a very reliable method for use in the United Kingdom. 
However, it is not an appropriate survey method in Kuwait because of the poor 
performance of the mail system in Kuwait. 
" Self-administered mail and face-to-face surveys are useful methods of data 
collection. However, in this case, logistics are important and with the number of 
the overall sample in both countries (The United Kingdom and Kuwait), it is 
difficult to set up appointments and meetings with the company owners and 
managers of the research sample. 
" The target samples are distributed in two different parts in the world and it is 
easier to reach respondents by e-mail than by any other method of disseminating 
the questionnaire. 
" The cost of e-mail is very low compared to other methods such as a mail or self- 
administered questionnaire. 
" E-mail is a very fast method of sending questionnaires and of receiving responses. 
" It is easy to implement. 
With the rapid development and worldwide accessibility of the Internet and e-mail, in 
particular among corporations, academic institutions and ordinary families, the 
dissemination of survey materials via the new medium has gained increasing 
popularity (Ranchhod and Zhou, 2001). E-mail, like any other survey technique, has 
its strengths and weaknesses. Some researchers point out the strengths of e-mail 
surveys as follows: 
" Large amounts of information can be processed and transmitted (Blattberg and 
Glazer, 1993). 
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" It enables more interaction between researcher and respondents (Smith, 1997). 
" Survey questionnaires can be customized for the target Internet population 
(Comley, 1997). 
" The cost is low. 
" Sending and response times are fast. 
Sending and responses are of high quality. 
On the other hand, there are many weaknesses connected with e-mail surveys. These 
weaknesses are (Ranchhod and Zhou, 2001): 
" Lack of incentives. 
" Lack of design features. 
" Low response rate. 
" Limitations regarding the display of certain symbols or formats. 
4.4.1 Sampling 
A sample is a portion or a subset of a larger group called a population. A sample is 
representative of the population if important characteristics (e. g. age, gender, health 
status) are distributed similarly in both groups (Fink, 2003). Sampling is a technique 
or a procedure that is mostly used by researchers to select representative units, which 
are thought to represent the whole population under study with the aim of drawing 
valid conclusions about the population. Sampling is generally undertaken for studies 
when the population under examination is very large and also when findings and 
resource issues must be taken into account (Blaxter et al., 2001). 
There are two types of sampling method: probability sampling and nonprobability 
sampling. In probability sampling, every member of the target population has a 
known, non-zero probability of being included in the sample. It implies the use of 
random selection (Fink, 2003). Four major types of probability sampling that are 
frequently used by researchers include simple random sampling, stratified random 
sampling, systematic sampling and cluster sampling. On the other hand, 
nonprobability samples are chosen based on judgment regarding the characteristics of 
the target population and the needs of the survey. With nonprobability sampling, some 
members of the eligible target population have a chance of being chosen and others do 
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not (Fink, 2003). Three nonprobability sampling methods are commonly used by 
researchers: convenience sampling, snowball sampling and quota sampling. 
4.4.2 Sample selection and size 
The main framework of this research will involve obtaining in-depth details about the 
evaluation processes and practices of small-sized companies before or when entering 
global markets. Small-sized companies are not like medium or large sized companies 
in terms of decision-makers because, within a larger company, the decision-making 
process would probably be a group activity whereas, within a small-sized company, 
this would tend to rest with the owner/manager (Lloyd-Reason and Mughan, 2002). In 
medium or large sized firms, the decision maker or the person who has the full details 
about the company's characteristics or activities is not a single person. Usually, the 
decision makers consist of more than one person at managerial level, owners or a 
committee. In the case of small-sized companies, however, the decision maker is 
usually the owner or a senior manager. Therefore, the sample frame, which consists 
mainly of owners, managers or directors, was chosen because individuals within it 
possess in-depth, detailed information about their companies' activities; also, e-mail 
addresses are usually available. This research is mainly concerned with the activities 
and practices of small sized companies in a global market, but the reason for 
including medium and large sized companies is in order to compare purposes. 
The selection of a sampling strategy is one of the primary tasks that the researcher has 
to decide prior to executing the research process. In this study, the selected owners 
and senior managers will be chosen from the world markets so that there are selected 
regions from these markets to represent the global practices of small-sized companies. 
Stratified sampling is an appropriate technique in this study, with the population being 
divided into two subgroups or "strata" of country/region and company size from the 
world markets. A stratified random sample can be defined as one in which the 
population is divided into subgroups and a random sample is then selected from each 
subgroup (Fink, 2003). The subgroup selection was carefully made because the 
subgroups were selected based on their relation to the outcome of the company-sized 
practices in different countries/regions in the world markets. Also, since the USA, 
European countries and Japan accounted for 57.3 percent of world exports and 56.5 
percent of world imports (Rugman, 2001), it was important to select some companies 
from one these regions. In this research, the United Kingdom was selected as a 
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country from the European region. The stratified sampling technique was 
implemented in this research, the countries in the subgroups being the United 
Kingdom and Kuwait. 
This selection was based on the countries coming from two different regions of the 
world: the United Kingdom market from Europe where competition and technology is 
high, the Kuwait market from Asia and the middle-eastern market. The reasons for 
choosing these two countries were: 
1. Both countries are well known to the first author. 
2. The tool will be eventually used in Kuwait. 
3. Kuwait market is the area in which this researcher plans to establish an 
engineering consultancy office. 
The number of the population that the research focused on in the United Kingdom 
was based upon a Kompass database search that provided approximately 1532 
companies in the chemical industry, 334 companies in the food product industry and 
10225 companies in the engineering industry. The population consists of the owners, 
directors and senior managers of nearly 11,500 companies in the United Kingdom 
selected from the chemical, food product and engineering industries. The reason 
behind selecting different types of industry is because the number of industries in 
Kuwait is very small compared to the United Kingdom and, by selecting three types, 
the probability of finding participants is increased. Also, the main industries in 
Kuwait are the chemical, food products and engineering industries. 
The subgroup is based on company size: small, medium and large. The selection of 
subgroups was based on the researcher's opinion and is intended to represent markets 
from the world. The selections were also based on the availability of the e-mail 
addresses of the owners or senior managers of the companies. The samples of large 
and medium sized firms numbered only 60 each because it is difficult to find names 
and e-mail addresses of the senior managers or directors of such firms while it is less 
problematic to find such information concerning small businesses. Furthermore, this 
research is focused on the practices and behaviours of small-sized companies. 
The stratified sample technique in this research is illustrated in Table 4.6. Sample size 
refers to the number of units that must be surveyed in order for the study to result in 
precise and reliable findings (Fink, 1995; 2003). 
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Sample size is an important issue in survey implementation because it relates to cost 
and time. When the sample size increases, the cost of the survey increases and the 
data collection time increases too. 480 companies were randomly selected in this 
research. The target companies were selected from databases such as the Financial 
Analysis Made Easy (FAME) database, the Kompass database 
(http: //www. kompass. com), Kelly's database (http: //www. kellys. com), and the United 
Kingdom Franchise directory. The total sample of respondents that was selected 
according to the distribution of subgroups is illustrated in Table 4.6. 
Small 
Companies 
Medium 
Companies 
Large 
Companies 
Total 
United Kingdom 120 60 60 240 
Kuwait 120 60 60 240 
Total 240 120 120 480 
Table 4.6: Sample subgroups 
4.4.3 Survey medium 
The data collection strategy used for the questionnaires, as explained earlier, is an e- 
mail survey. This was sent to the owners and senior managers of companies from the 
two selected regions. The e-mail survey was sent to respondents by using an Internet 
survey company. The reasons behind this involves the following issues: 
0 To use their design features. 
0 To use their Internet fast access to sites all over the world. 
" To use their tracking system to find respondents. 
0 To use their statistical analysis features. 
" An e-mail reminder to respondents can be easily sent by a single click. 
" The questionnaire questions can be answered by a single mouse click. 
The subscription for the Internet survey company covered only one month for 
Questionnaire One (the pilot study), and two months for Questionnaire Two. 
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4.4.4 Questionnaire One (Pilot Study) 
The methodology process for this research started with the design of the 
questionnaire. The questionnaire is a quantitative type because it attempts to 
investigate and explore the importance of external and the internal environmental 
factors on companies, as well as the impact of environmental and motivation factors 
on companies' performance in global markets. The questionnaire starts by gathering 
general information about the company such as its name, location, business type and 
the size of the company. Then, it attempts to identify the respondents' experiences or 
plans regarding the conduct of their businesses in a global market. This is done by 
using a five-point Likert scale because this helps to identify the intensity of the effect 
of the environmental and motivational factors on the company. 
The first questionnaire was planned to identify the critical factors which have an 
affect on companies in general. Also, this type of method adds a great deal of 
knowledge about how to reach respondents more effectively. Moreover, it improves 
the quality of the questionnaire. 
Questionnaire One was considered as a pilot study questionnaire and was mailed to 
two different samples. The first sample was the supervisor of this study and four 
research students. The second sample consisted of 200 directors and senior managers 
of small, medium and large companies from different regions of the world. This 
sample was randomly selected from people who are actually performing jobs in real 
global markets and who have experienced global challenges. The plan behind the 
questionnaire methodology is more or less based on gathering as much information as 
possible from people who have different background knowledge: academic 
knowledge and experience. This technique is useful, especially if the research 
boundary is very wide and opportunities for further work are not very clear. The 
reasons for adopting this technique are to improve, provide valuable insight into, and 
assess the questionnaire. Also, this is a proper method to use to assess whether both 
the sampling frame and technique are effective. 
The questionnaire was mailed to owners, directors and senior managers of 200 
companies selected from different industries such as the textile, chemical, engineering 
and food products industries. Also, the randomly selected companies were small, 
medium and large companies from different parts of the world. The selections were 
based on the availability of the e-mail addresses of the owners or the senior managers 
of the companies. The target companies were selected from the Financial Analysis 
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Made Easy (FAME) database, the Kompass database (http: //www. kompass. com), 
Kelly's database (http: //www. kellys. com), the United Kingdom Franchise directory, 
and world business directories. 
Questionnaire One, with the responses of the second sample, is illustrated in 
Appendix B l. The statistical analysis of the questionnaire shows that only 23 
companies responded to the questionnaire, which is about an 11.5 per cent response 
rate. The low response rate indicates many important issues but before exploring and 
investigating the drawbacks of the questionnaire, a brief description of the design of 
the questionnaire is offered at this stage. 
The questionnaire was designed using from one to four questions per page, with the 
total number of questions totalling 32. There are two reasons for putting between one 
and four questions per page: the first reason is because of the large number of 
variables that could be selected for each question, and the second reason is the limited 
flexibility of the design features and formats of the software used by this Internet 
survey company; it was only possible to make a selection from a number of ready 
made designs and most of the fonts and designs items were large. Some of the 
questions had to be answered in order to go on to the next page and some of the 
questions were optional. Each question could be answered by making a tick mark 
using the computer mouse. Blank spaces were left if the respondent needed to add any 
additional information or comments. Two important features of these types of 
questionnaire are that an e-mail message is received whenever a respondent receives 
the e-mail or replies to the questionnaire. The issues that the questionnaire raised are: 
" The questionnaire showed that respondents were tired of lengthy questionnaires, 
especially if the respondents did not know how many questions they contained. 
The questionnaire was lengthy because of the poor flexibility of the design 
features and formats of the e-mail survey. 
" This issue was recognised because respondents' rate of skipping questions 
increases as the questions progress. 
" Some of the respondents replied by email and asked to be deleted from the 
respondents' list because they perhaps would have preferred to have been asked to 
contribute (via a notification letter in advance) before the questionnaire was sent. 
" The e-mail type questionnaire is very fast in reaching respondents but it is also 
easy to ignore. 
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" The e-mail type questionnaire involves some risk to certain respondents because 
of Internet viruses. 
" It is hard to know if respondents' e-mail is important to them or whether 
respondents check it regularly or not. 
" Some of the respondents were annoyed by the e-mail reminder asking them to 
complete the questionnaire. 
4.4.5 The results of the first questionnaire 
As mentioned above, the importance of the first questionnaire (the pilot study) is to 
improve the questionnaire's design, technique and sample more effectively before it is 
used in the main study of the research. Many drawbacks and errors were found in the 
first questionnaire, as mentioned earlier. The improvements made to overcome the 
weaknesses in the questionnaire can be summarised in the following points: 
" The length of the questionnaire was reduced significantly. 
"A four-page questionnaire to explore the information gathering was prepared. 
"A progress message about how many questions were left was shown to 
respondents after each question page. 
" The time needed to complete the questionnaire was reduced by changing the 
design of the questions by using the results from questionnaire. This was done by 
reducing the number of variables for each question and eliminating some of the 
questions. 
" An e-mail was sent to the selected sample to ask if they wanted to respond to the 
questionnaire or not. 
4.4.6 Response rate 
The response rate is the number of actual respondents divided by the number of 
eligible respondents (Fink, 1995). It refers to the number of usable questionnaires 
returned as a percentage of the total number of questionnaires sent. One of the major 
concerns is the obvious low response rate of e-mail surveys compared with other 
survey methods. An early study carried out by Tse et at. (1995) observed a low 
response rate of 6 percent from e-mail surveys compared with 27 percent from 
traditional mail surveys. More recently, they have conducted another survey which 
achieved only a7 percent response rate from the e-mail survey with a 52 percent rate 
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from a mail survey. Similar results have been reported by other researchers. Kent and 
Lee (1999) achieved less than 3 percent from their e-mail survey. Basi (1999) even 
obtained results that represent less than a1 percent response rate. So, a low response 
rate is a common weakness of e-mail surveys. 
Questionnaire One (the pilot study) of this research achieved a response rate of 11.5 
percent. This looks encouraging when compared to what is mentioned in the literature 
about the low response rate of such surveys. However, it is still a low response rate 
compared with other survey methods. The improvements suggested by the author to 
overcome the weaknesses of Questionnaire One were summarised in the previous 
section. However, previous researchers have explained the low response rate of e-mail 
surveys as a result of (Ranchhod and Zhou, 2001): 
" Lack of anonymity. 
" Lack of formal image. 
" Lack of incentives. 
" Lack of cosmetic features. 
The failure to obtain an adequate response rate means that specific measures need to 
be undertaken to increase the survey's efficiency. Ranchhod and Zhou (2001) 
summarised the reasons for the rejection of e-mail questionnaires as: 
" Invalid e-mail address. 
" Error in e-mail address. 
" System delivery failure. 
" Automatic e-mail rejection message. 
Dillman et al. (2002), however, show, in Table 4.7, how non-contacts, refusals and 
incapacities vary in their manifestations in Web survey data collection and the cost of 
reducing this lack of response. In the literature, the response rate of respondents is an 
important issue researchers need to evaluate carefully because there are many aspects 
that could negatively affect response rate. Some of the factors already mentioned in 
previous studies which have an effect on respondents' response rates include: 
" Individuals often possess many inactive, free and commercial e-mails and the 
inactive ones are still listed in the e-mail directory. 
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" E-mail, by its very nature, is an interactive questionnaire method and therefore 
potential respondents have to decide quickly whether or not to take part in the 
survey (Ranchhod and Zhou, 2001). 
" The cost of an e-mail survey, though small, is normally borne by its receiver 
(Mehta and Sivadas, 1995). This cost could include telephone charges as well as 
disk space. 
" The respondents are afraid of the risk of introducing computer viruses. 
" Incorrect spellings in an address, which usually survive postal delivery, are fatal 
and cause an error or invalid message (Vehovar et al., 2002). 
" Some respondents might be reluctant to answer e-mail questionnaires because of 
"technophobia" (Ranchhod and Zhou, 2001). 
9 Some respondents do not check their e-mail regularly. 
" Not all individuals that click to participate in an e-mail questionnaire proceed to 
the survey questions; this was noted in Questionnaire One (the pilot study). It is 
easy to recognise clickers by one of the features in the survey company's program. 
" Some respondents change their e-mail address or their job without updating e-mail 
directories. 
" Respondents look at the topic of the research. If it is interesting or related to a 
problem they previously faced before, they respond (Vehovar et al., 2002). Also, 
sometimes they ask themselves if the research questions are worth the time spent 
in answering them. 
9 The sponsoring organisation is becoming an extremely important factor in 
respondents' decisions to participate (Vehovar et al., 2002). 
9 Advanced graphics may improve the respondents' motivation and generate a 
feeling of having "fun" while answering a Web questionnaire (Vehovar et al., 
2002). 
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Survey 
mode 
Cause of non- 
response 
Example Cost of reducing 
non-response 
No request E-mail not received Low 
Web Refusal Respondent accesses the first 
page, then abandons site 
High 
Incapacity Computer cannot download High 
Table 4.7: Causes of non-response in Web surveys 
Some of the above factors were noticed in Questionnaire One (the pilot study). 
Therefore, these factors, noticed earlier in the pilot study, that influence the response 
rate show how important the pilot study is in improving the design, tactics and 
efficiency of the questionnaire's dissemination. There are three types of individual 
that the survey response rate deals with: non-respondents, partial respondents and 
complete respondents. Non-respondents are those who do not respond to the e-mail 
questionnaire or who simply open the e-mail questionnaire without answering it. 
Partial respondents are those who start answering one or more of the questions and 
then stop before completing the answers. The last type is the complete respondent: 
someone who answers all the e-mail questions. 
Non-respondents and partial respondents need to be paid special attention by 
researchers in order to explore how to attract and motivate them to respond. Previous 
researchers in the literature have put forward certain suggestions to motivate 
respondents. However, these are only suggestions and there are no guarantees that the 
suggested procedures will work. Some attempts by previous researchers to increase 
response rates include providing advance notice to respondents and follow-up 
reminders (Catusgil and Elvey-Kirk, 1998). Another common design tool to improve 
participation is to provide an incentive, giving the sample unit something judged by 
the sponsor of the survey to be valued by the unit (Dillman et al., 2002). 
4.4.7 Tactics proposed to increase response rate 
In the literature, the tactics available to increase response rate are many and varied, as 
mentioned earlier. In this research, the procedures and tactics used to increase the 
response rate were as follows: 
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a. An e-mail was sent as an advance notification to the owners, directors and senior 
management of small, medium and large-sized companies in order to request their 
participation in the questionnaire, as illustrated in Appendix B2. The purpose of 
this notification was to obtain a commitment from potential respondents before 
the actual survey instrument was delivered. It is important to mention such an e- 
mail notification that the respondent's reply needs to be sent before a certain date 
to give the respondent an impression that the information needed is very important 
and will assist in making important decisions. Also, a button will be introduced in 
the advance notification to be clicked if the respondents are not interested and will 
not participate. 
b. The notification e-mail included the following points that might motivate the 
sample population to participate in the survey: 
1. Introducing the significance and importance of the research in writing and by 
providing an Internet link address of the author personal homepage (Appendix 
B3). 
2. Introducing Loughborough University as the sponsoring organisation and 
showing the importance of university research in this field. 
3. Emphasising the importance of respondents' participation in this research and 
also including an appeal such as " need your help" or "Thanks for your help" 
to make respondents feel they are helping others. 
4. Showing the respondents that their participation is very important and 
indicating the time it takes to complete each questionnaire. (Questionnaire 
Two takes about 4 minutes to complete. ) 
5. The relationship between incentives and returning complete questionnaire is 
quite direct (Cavusgil and Elvey-Kirk, 1998). However, it is difficult to offer 
an incentive, especially a monetary one, to 480 companies. Therefore, it is 
probably better to promise the respondents, on their request, a non-monetary 
item such as a copy of the research results at the end of the research. 
6. Promising anonymity and confidentiality to the respondents and stating that 
the respondent's information will be treated in the strictest confidence. 
7. Assuring the respondents that the e-mail questionnaires are free of computer 
viruses. 
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8. Promising the respondents that the results of the research, when completed, 
will be sent to them via e-mail to use it as an incentive to encourage 
participation in the survey. 
9. Assuring the respondents who are afraid of Web surveys that the survey 
questions will be clear and easily answered by a mouse click or mark. 
c. The design of the two questionnaires is colourful and advanced graphics are 
embedded to capture the attention and interest of the respondents and motivate 
them by letting feel that they have "fun" while answering the questionnaire's 
questions. 
d. The strategy to be implemented after the initial acceptance of the respondents is to 
send the questionnaire to them and wait for ten days. Then, a follow-up technique 
is implemented by sending a reminder every week and calling respondents to 
make them feel that their responses are very important and urgently needed. 
Follow-ups can be conducted by using several methods of attractive reminders 
such as: an electronic appreciation card, a simple reminder card, or the same e- 
mail questionnaire to make sure there is an extra copy of the survey. 
e. Accepting that respondents who did not send a response as an initial acceptance 
with the careful intention not push them with reminders very often. 
4.4.8 Questionnaire Two - Phase One 
In this phase, the second questionnaire, which contained minor modifications from 
Questionnaire One (as shown in Appendix B4), was implemented. This questionnaire 
starts with questions regarding market information and market research to explore its 
impact on companies' success in global markets. The reason for leaving questions 
about a company's private information, such as the size of the company and the name 
of the respondent, until the end of the questionnaire is because this might be a 
sensitive issue to some people and therefore it is best not to start with such questions. 
After this, the questionnaire asks respondents to express their opinions regarding 
questions that relate to success, failure, motivation and market attraction factors by 
using a five point Likert scale. Then, questions asking for specific information 
relating to the firm are placed at the end of the questionnaire because the literature 
suggests that this technique will increase the response rate. Bourque and Fielder 
(2003) presented several advantages of starting with questions that relate to the topic 
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of the study and leaving other information until the end of the questionnaire. These 
include: 
" If the first questions relate to general information about the company itself and are 
not related to the study's subject matter, the positive influence of the introductory 
letter will be undermined. 
" Many people find the specific information boring. 
" Many people find the specific information highly personal and private. 
" It is better immediately to engage the respondents in the topic of the study; this 
tactic will increase the response rate and decrease the amount of missing data. 
Therefore, it is better to leave the company-specific information to the end of the 
questionnaire to remove the probability that respondents will become disinterested in 
the study and will not complete the questionnaire (Bourque and Fielder, 2003). Some 
of the questions were deleted because the questionnaire would otherwise be very long 
if it attempted to represent, for example, all the attractive market factors. The changes 
in this questionnaire were made because of the author's interpretations of the results 
of Questionnaire One. The changes made were: 
Questions about attractive market factors were changed from closed-ended to 
open-ended questions because these questions took six pages or nine questions in 
Questionnaire One. 
" Three questions were added to explore the impact of market research studies on 
companies' success. 
4.4.9 Validity and reliability 
The twin concepts of validity and reliability determine how compelling the results of 
a study will be and so are important considerations in the choice of methods and the 
construction of measures. Validity is the extent to which the measurement procedures 
accurately reflect the concept under investigation (Case, 2002). It is the degree to 
which the data being collected really represent the range of experience, opinions, 
behaviours and types of people present in the population being studied (Bourque and 
Fielder, 2003). 
Reliability is demonstrated when measures are repeated under the same conditions 
and yield highly similar measurements each time (Case, 2002). It represents the 
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reproducibility of the survey data. That is, data are considered to be reliable when the 
same distribution of characteristics, experiences, behaviours or attitudes would be 
obtained in data collected at a different time, by a different data collection method, or 
by using a different methodology (Bourque and Fielder, 2003). 
4.4.9.1 Validity 
Validity can be summarised as the degree to which the survey instrument actually 
measures what it purports to measure (Fink, 2003). Any survey cannot be valid unless 
certain procedures of validity are processed. Four types of validity are often 
discussed: face, content, criterion and construct (Litwin, 2003). 
Face validity involves establishing a logical link between each question or item on a 
scale with the objective (Kumar, 1996). It also involves checking if the survey seems 
to cover all the needed questions, as well as the use of appropriate language. Content 
validity is a subjective measure of how appropriate items or scales are to a set of 
reviewers who have some knowledge of the subject matter (Litwin, 2003). Both face 
and content validity were evaluated and examined by the researcher in Questionnaire 
One (the pilot study). The first sample of the pilot study, which consisted of the 
supervisor of the study and four other research students, looked at the survey and 
checked whether or not the questions and items of the survey seemed appropriate. 
Criterion validity is a measure of how well one instrument stacks up against another 
instrument or predictor. It provides much more quantitative evidence on the accuracy 
of a survey instrument than face and content validity. Criterion validity may be 
broken down into two components: concurrent validity and predictive validity 
(Litwin, 2003). Finally, the last type of validity assessment is construct validity. This 
is the most difficult way of assessing an instrument as it is difficult to understand, to 
measure, and to report (Litwin, 2003). It is based upon statistical procedures and is 
determined by ascertaining the contribution of each construct to the total variance 
observed in a phenomenon (Kumar, 1996). Construct validity is said to comprise two 
forms of validity: convergent and divergent. Convergent validity implies that several 
different methods for obtaining the same information about a given trait or concept 
produce similar results. Divergent validity, on the other hand, is another theoretically 
based way of thinking about the ability of a measure to estimate the underlying truth 
in a given area (Litwin, 2003). Testing a survey instrument for construct validity is 
178 
more like providing support and evidence for assessing a survey by obtaining the 
same information using different approaches. 
In this research, several different approaches have been used in an attempt to 
"triangulate" the evidence for the construction of the model. Company reports, 
interviews and literature-related documents are used in the research to provide and 
ensure evidence measures for the concepts being studied. 
4.4.9.2 Reliability 
The goal of reliability is to minimise the errors and biases in a study (Amaratunga et 
al., 2002). The research tool is reliable if it is consistent, stable, predictable and 
accurate. There are many factors affecting the reliability of the research instrument. 
These include the wording of the questions, the physical setting of the instrument 
being used, the respondent's mood, the nature of the interaction, and the regression 
effect of an instrument (Kumar, 1996). The concept of reliability can be looked at in 
terms of how reliable or unreliable an instrument is. Reliability can be assessed in 
three forms: test-retest, alternate-form, and internal consistency (Litwin, 1995; 2003). 
Test-retest reliability is the most commonly used indicator of survey instrument 
reliability. It is a measure of how reproducible a set of results is. The survey test-retest 
reliability can be assessed by make two separate measurements. Then, the researcher 
compares the two data sets from the same observers (Litwin, 2003). The test-retest 
reliability was assessed in this research in Questionnaire One (the pilot study) when it 
was sent to two different sample units: the academic sample and firms' senior 
managements to ensure that all the survey questions held the same meaning to all the 
respondents. 
The second type of reliability assessment is the alternate-form reliability. It involves 
using differently worded items without changing the meaning of the question to 
measure the same attributes (Litwin, 2003). This tactic is used to change the order of 
the response sets to force the respondents to read the items and response sets very 
carefully. This is achieved by using the split-halves technique which involves dividing 
the sample randomly in half and sending an alternative survey form to each one (Fink, 
2003). 
The third type of reliability assessment is internal consistency reliability. It is the 
extent to which all items or questions assess the same skill, characteristics or quality 
(Fink, 2003). The measurement of internal consistency involves the calculation of a 
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statistic known as Cronbach's Coefficient Alpha which reflects the homogeneity of 
the scale. It is an indication of how well the different items complement each other in 
their measurement of different aspects of the same variable or quality (Litwin, 2003). 
4.5 Phase Two: The Global Evaluation Model phase 
The second phase in this research is the Global Evaluation Model phase. This phase 
concerns the case study as a data collection method. The proposed model in this study 
has five stages, as illustrated in Figure 4.2. These stages were separated in order to 
examine the capability of each. This process will provide an effective evaluation of 
how to test and validate each stage in order to determine the appropriate procedure to 
achieve the research objectives. Also, it will be easier if the proposed model needs to 
be modified at a later stage. 
The first three stages have data inputted through multiple sources. The data sources in 
the model stages are from qualitative face-to-face interviews and documentation such 
as reports and literature-related documents. The last two stages are concerned more 
about diagnosing and recommending a new structural design by using the Viable 
System model. Therefore, it is important to concentrate first on the first two stages of 
the global evaluation model. 
In the first stage, a face-to-face interview was conducted with owners and senior 
managers to collect information about the company seeking consultation and advice. 
Also, company reports and company related information were used at the same stage 
to help in providing strength and support to the other sources of inputted data. In the 
second stage, literature was the data source used to compare the company's 
characteristics with the theories in the literature. The third stage is critical because 
there is so much information that needs to be identified in order to use a testing tool 
included in this stage. This stage consists of the use of Expert Choice software. The 
Expert Choice software was used to evaluate and weigh international markets 
according to the answers collected from the interviews with the owners and senior 
managers of the selected companies, and according to the personal view of the 
researcher based on observation and the data collected from the documentation from 
literature related methods. Also, there are many questions that need to be identified 
before performing any of the interviews. Because it is difficult to interview company 
owners and senior management twice or more, it is therefore better also to use the 
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same interview in the first stage for the purpose of data collection for both the Expert 
Choice software from Stage Three and the Viplan method from Stage Four. Then, the 
researcher examined the market selection method that is used within the third stage. 
The last two stages of the second phase, which diagnose and evaluate companies on a 
single case basis, are explained in detail later in this research (Chapter 7). In general, 
the fourth and the fifth steps are concerned with diagnosing data and examining the 
capabilities of the company in order to design a proposed structural framework of the 
company by using a Viable System Model (Viplan method) in order for the company 
to stay competitive in the selected market. There could be one or more proposed 
structure designs. Each structure design will then be evaluated according to the needs 
and capabilities of the evaluated company in order to recommend a design. 
The second phase uses a number of case studies from the firm being tested. With each 
case study, other methods of data collection will also be used. The survey method is a 
very important data gathering technique when it comes to collecting information or 
testing hypotheses. However, a risk is involved when it comes to investigating the 
personal interests or perceptions of the companies' owners or senior management 
personnel because each company will naturally protect its own interests. Therefore, 
the case study approach is likely to be the most appropriate methodology to follow the 
survey method in this research because it involves the use of multiple sources of data 
(Voss et al., 2002; Yin, 1994). A case study is defined as an empirical study that 
investigates a contemporary phenomenon within some real-life context (Yin, 1994). 
All data relevant to the case are gathered and organised in terms of the case. 
The case study methodology in this phase will be examined by using other potential 
data collections methods such as carrying out interviews and reviewing 
documentation. Using multiple methods of data collection is a valuable approach for 
methodological triangulation because this allows cross-referencing and comparison; 
multiple methods also compensate for shortfalls between research methods. Case 
studies are tailor-made for exploring new processes or behaviours or those which are 
little understood (Amaratunga et al., 2002). Case study research is, however, often 
criticised as lacking external validity as it can usually only involve a small number of 
cases (Meredith, 1998). Also, there are several challenges in conducting case 
research: it is time consuming, it needs skilled interviewer, care is needed in drawing 
generalisable conclusions from a limited set of cases and in insuring rigorous research 
(Voss et al., 2002). 
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In this research, the case study approach was implemented to evaluate the Global 
Evaluation Model stages. This approach was conducted with selected small-sized 
companies from the United Kingdom and Kuwait markets. The reason for selecting 
small-sized companies for applying the case study methodology is because this 
research is concerned mainly with the experience and practices of small-sized 
companies in global markets. Small-sized companies have increased their activities in 
the global economy but it is difficult for companies, especially the small ones, to 
handle the expenses of unknown consequences and to consult experts when entering 
or competing in global markets. Therefore, these types of company are the ones which 
need external assistance. Also, the study time is short compared to the broad area that 
needs to be covered and it is better to concentrate and focus on one size type in order 
to set an example for other types. 
General Information 
Stage (1) 
Interview, reports, 
observation 
Strategy and Structure 
Stage (2) 
Literature Diagnosing 
Approaches 
Evaluation Stage (3) 
Expert Choice Software (AHP) 
VSM (Viplan Method) Stage (4) 
Design Company (VSM) 
Recommended Design Stage (5) 
Final Design 
Figure 4.2: The Global Evaluation Model stages 
4.5.1 Stage One: General information 
This stage consists of three types of data collection method: the interview, field 
observation and documentation. The reason for using three methods is to gather as 
much information as possible about the evaluated firm. Interviews will provide an in- 
depth investigation, field observation will provide information about the tasks and 
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activities performed inside the company environment, and documentation will provide 
related documents to show the firm's activities over the past few years to support 
other sources of data through triangulation. 
4.5.1.1 The interview method 
Interviewing is a commonly used method of collecting information from people 
(Kumar, 1996) though there are different forms of such data collection. The interview 
method can be a very powerful technique for gathering information because of its 
flexibility to choose questions from structured to unstructured types, depending on the 
research problem under investigation. There are three types of interview, according to 
the degree of flexibility required: unstructured interviews, semi-structured interviews 
and structured interviews. 
Firstly, an unstructured interview is an in-depth interview where the interviewer 
develops a framework, called an interview guide, within which to conduct the 
interview. Within this structure the interviewer formulates questions spontaneously 
during the interview. In other words, the interviewer has the freedom to formulate 
questions as they come to mind around the issue being investigated (Kumar, 1996). 
Unstructured interviews can be carried out in a one-to-one situation or collectively 
with a group of respondents (group interviews or focused group interviews). 
Secondly, a semi-structured interview is based on the idea that respondents have little 
control over the interview process. It is based on the use of a written list of questions 
and investigates the issue in a particular order (Bernard, 2000). Some researchers 
consider an interview to be semi-structured when the questions are open ended 
(Meredith et al., 1989). This type of interview is an important method of data 
collection because it lies in between the unstructured and the structured types of 
interview. It has its own list of questions but is flexible since questions to uncover 
important information can be added as required. 
Thirdly, structured interviews are a data collection method where the investigator asks 
a pre-determined set of questions, using the same wording and order of questions as 
specified in the interview schedule. The interview schedule is a written list of 
questions, open or closed-ended, prepared for use by an interviewer in a person-to- 
person interaction. This may be conducted face-to-face, by telephone or by other 
electronic media (Kumar, 1996). This type of interviewing technique is used to enable 
interviewees to expand on what they consider to be important (Meredith et al., 1989). 
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An advantage of this method when compared to unstructured interviewing is the 
uniformity of the information that is collected. This assures the comparability of data 
and ease of analysis. Also, this method requires less interviewing skill when 
compared to unstructured interviewing. The disadvantage of the structured interview, 
however, is the lack of in-depth investigation when compared to unstructured 
interviewing. 
Interviewing, like any other data collection method, has both advantages and 
disadvantages. The advantages of the interview methodology are: 
" It allows in-depth investigation and uncovers hidden things. 
" It can open new lines of investigation. 
" It offers the flexibility to investigate "around" the problem, using a number of 
means. 
" It has a high response rate. 
On the other hand, the interview method has the following disadvantages: 
" It can be very expensive to implement, especially when the interviewees are 
widely scattered over a large area. 
" There is a possibility that bias will be introduced as a result of the presence of the 
interviewer, the interviewing technique being used, or the interviewing situation 
(Barnes, 2001). 
" The interview method has an obvious disadvantage, especially with unstructured 
interviewing, in that it provides large quantities of data for analysis, much of 
whose relevance and usefulness may be difficult to discern (Barnes, 2001). 
" The unstructured interviewing method requires special interviewing skills on the 
part of the interviewer. 
In the general information stage of the Global Evaluation model, face-to-face 
interviews will be used to provide and explore issues in more depth. Also, they will be 
used to provide information about specific, critical internal and external factors the 
firm faces in its experience in both the global or the local market. The type of 
interview method that will be used in this research is the semi-structured interview. 
The reasons for using the semi-structured interview as a data collection method in the 
general information stage are: 
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" It gives the interviewer more freedom to add more questions when important 
information is raised by the interviewer or the respondent. 
" It allows the interviewer to follow a certain list of questions on the topic to be 
investigated. 
" It allows the researcher to perform an in-depth investigation with interviewees. 
" It is sufficiently flexible to allow the different questioning methods required for 
this research: general open-ended questions, general closed-ended questions, 
Global Evaluation Model questions, Expert Choice Software decision questions, 
the Viable System Model questions, and questions raised during the interview. 
" It does not require the high level of interview skill that is required for unstructured 
interviewing. 
" It is the most appropriate interview data collection method when the interviewees 
are owners or senior managers and when it is possibly the only opportunity to 
interview them. 
Interviews will be conducted with company owners and senior managers; key figures 
from the selected companies will be examined using the case study method. Also, this 
type of interview is needed to take into account questions required for the Global 
Evaluation stage (Stage Three). 
Certain procedures need to be prepared and taken into account before conducting any 
interview. These issues are: 
a. The list of questions and the topic to be investigated should be written in a 
particular order. The questions must include the information needed for Stage One 
and Stage Three. 
b. Useful visual aids, such as the model proposed in this research and tools such as 
the Viable System Model and Expert Choice Software, must be constructed. 
c. The questions that need to be focused on should be emphasised. 
d. Rehearsal of the interview process should be repeated more than once to make 
sure that the interviewing time is used most effectively. 
The interviewing used the following procedures: 
1. The list of the interview questions for both Stages One and Three should be ready 
before conducting the interview. 
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2. The Expert Choice Model must be prepared to run the questions needed during the 
interview. 
3. The interviewer must thank the interviewee for his/her help in sparing time for 
this meeting. 
4. The time must be checked to make sure that it is used effectively. 
5. The researcher should start by explaining the aims of the research to the 
interviewees. 
6. The researcher must inform the interviewees that information will be treated with 
confidence. 
7. The interviewee's permission must be requested if the interview is to be tape- 
recorded. 
8. The interviewees must be given enough time to answer the questions. 
9. The interviewees should be asked to give further explanation if the answer is not 
clear. 
10. The surroundings and the nonverbal behaviour of the interviewee should be 
observed. 
11. The interviewer should write important notes. 
12. Any supplementary data or a brochure that might help in getting a fuller picture of 
the company will be requested from interviewees. 
13. The interviewee will be thanked for his/her cooperation and help. 
4.5.1.2 Documentation method 
Documentation is a data collection method for gathering relevant documents. There 
are different types of related documents such as public domain documents (company 
annual reports, government reports, newspapers, articles, etc) and internal documents 
(memoranda, minutes of meetings, proposals, plans, etc. ). Documentation may be 
both an efficient and an effective source of information if suitable, if adequate data 
exist and are accessible (Barnes, 2001). 
Documentation as a data collection method has some advantages and disadvantages. 
The advantages of the documentation method are: 
" There is no written procedure to be followed. 
" It offers an effective source of data to use in triangulation. 
" It can be used to trace the company's activities over time (Barnes, 2001). 
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" It does not need a special skill on the part of the researcher to apply this data 
collection method. 
The disadvantages of the documentation method are: 
" Access needs to be obtained to the document records that exist. 
" Caution needs to be exercised if potential inadequacies and bias in the documents 
are to be overcome (Barnes, 2001). 
" Document records may be limited, unavailable or unsuitable for the purpose of the 
study. 
4.5.2 Stage Two: Strategy and structure tools 
This stage is part of the documentation method of data collecting and is for gathering 
together relevant documents. The approaches identified from the literature at this 
stage are used to recognise and measure the capabilities, behaviour and strategy of the 
selected companies. The approaches are also used to predict the future position of the 
company. This stage can provide a multiple view of the overall performance, 
capabilities, drawbacks and strategy of the company's present position. 
4.5.3 Stage Three: Evaluation stage 
The third stage is the stage that needs more data to be gathered as it consists of both a 
quantitative questionnaire which has to be completed and a judgement decision 
software (Expert Choice) for evaluation. The questionnaire method's strategy at this 
stage is based on the following assumptions: 
" The world market is one global market and the world is, metaphorically speaking, 
a small village. The differences between world markets are concerned mainly with 
the concentration of environmental factors and incentives. 
"A quantitative questionnaire is needed to collect in-depth information about the 
companies' characteristics and practices. The questionnaire offers an insight into 
the following critical factors: motivation, success, failure and market attraction. 
The collected data will provide a framework of common knowledge which can be 
used to obtain evidence and to support the proposed global evaluation model. 
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The researcher will collect the required data from the companies for evaluating the 
Expert Choice software by using the same interview with company owners and top 
management. Therefore, the questions required for such an evaluation need to be 
prepared before any interview is undertaken. Then, the researcher will use Expert 
Choice software to evaluate and weigh the firm's critical factors in order to prioritise 
the matching international market based on the data collected from the interviews 
with the owner or senior management of each selected company. 
4.5.4 Stage Four: The Viplan method (VSM) 
The Viplan method is a tool to support organisational problem solving and to give 
guidance on how to apply the Viable System Model (VSM) for designing and 
redesigning organisations. In this stage, after collecting the companies' overall data, 
including the capabilities, drawbacks, motivation factors, influential internal and 
external factors, attractive market factors, etc, the Viplan method will be used to 
design a proposed structural framework to face the new challenge of entering a new 
internal market. The procedures and the stages to process the Viplan method are 
explained in Chapter Three (The Model Development). 
4.5.5 Stage Five: Recommended design stage 
This stage is concerned with evaluating the proposed design from Stage Four, 
considering a number of aspects, such as its strengths and capabilities to overcome the 
challenges of entering a new market. Also, the proposed design should include a new 
link system to the external environment to interact successfully with the new market 
in order to survive. This stage can be described best by using the case of a real 
company. This will be detailed in the following chapters. 
4.5.6 Triangulation 
In social research, the logic of triangulation applies to situations in which two or more 
dissimilar measuring instruments or approaches are used (Singleton et al., 1993). 
Triangulation uses a combination of methodologies that do not share the same 
weaknesses in the study of the same phenomenon. The assumption in triangulation is 
that its effectiveness rests on the promise that the weaknesses in each single method 
will be compensated by the counter-balancing strength of another (Amaratunga et al., 
2002). The use of both quantitative and qualitative techniques to study a topic is a 
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very powerful approach for gaining insights and results, for assisting in making 
references and in drawing conclusions, as illustrated in Figure 4.3 (Fellows and Liu, 
1997). 
Quantitative data Qualitative data 
Analysis and 
testing Analysis, testing? 
(statistical? ) 
Theory and 
literature (previous Results 
research) (relationships) Results (patterns) 
Causation / explanation (discussion) 
Insights and 
inferences 
Conclusions and 
recommendation 
Figure 4.3: Triangulation (Source: Amaratunga et al., 2002) 
Triangulation, as a research support method, provides the following to both 
quantitative and qualitative data: 
" It initiates new lines of thinking through attention to surprises or paradoxes; it 
"turns ideas around", providing fresh insights (Rossmau and Wilson, 1991). 
" It enables the confirmation of both sets of data because, if different methods 
produce similar findings, confidence in the results increases. 
" It helps to elaborate and develop analysis and provides richer details (Rossman 
and Wilson, 1991). 
" It overcomes the limitation of each method by using the strengths of the other 
methods. 
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" It provides flexibility in data investigation to develop an overall picture of the 
research topic. 
4.5.7 The validity and reliability of the case study method 
In general, the value of any research stems from the validity of its result and the 
extent of its contribution to the body of knowledge (Amaratunga et al., 2002). Case 
study research is often criticised by positivists on the grounds of the non-repeatability 
of methods and the subjectivity of findings (Yin, 1994). Also, early qualitative 
researchers felt compelled to relate traditional notions of validity and reliability to 
procedures in qualitative research. However, later writers (Miles and Huberman, 
1994; Yin, 1994; Easterby-Smith, 1991) developed their own language to describe the 
quality criteria in a qualitative research paradigm (Amaratunga et al., 2002). In one 
example of such an approach, Yin (1994) identifies the following to establish validity 
and reliability in qualitative research: 
a. Establish a chain of evidence. 
b. Have the draft study report reviewed by the key informants. 
c. Use a single research exploratory design by establishing a causal relationship, by 
using a single case explanatory design and by specifying the unit of analysis. 
d. Develop a formal research study framework which typically has the following 
sections: 
1. An overview of the study project (objectives, issues and topics being 
investigated). 
2. Field procedures (credentials and access to sites, sources of information). 
3. Research study questions (specific questions that the investigator must keep in 
mind during data collection). 
4. A guide for the research report (outline, format of the narrative). 
In this research work, the validity and the reliability of the case study research method 
was assessed by the researcher in order achieve a high level of reliability and 
credibility of the data collection method. The researcher chose face and content 
validity measurements as being the most appropriate type to check if the case study 
and review measurement procedures accurately reflected the research concept. Face 
validity is checked to evaluate if the interview questions and language seem 
appropriate while content validity is an assessment that involves an organised review 
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of the case study and interview procedures list, ensuring that this includes everything 
it should and that it does not include anything it should not. Both face validity and 
content validity were evaluated by the supervisor of the study and four research 
students who work in the same domain: the Manufacturing Engineering Department 
at Loughborough University. On the basis of their evaluation, checking and feedback, 
questions or procedures were deleted, changed or added according to their 
explanations about how the modifications would improve the case study process and 
interview questions. 
Also, the case study research method used embedded multiple sources of data 
collection methods to enhance in-depth investigation and the repeatability of the 
research effort because convergent construct validity implies obtaining the same 
information by using different methods. Therefore, triangulation provides evidence of 
the research method's credibility because triangulation of the data is achieved by 
studying the same research topic in different settings and via different data collection 
methods. 
Reliability is concerned with how reliable or unreliable an instrument is. This can be 
measured by how reproducible a set of results is or if the research tool is consistent, 
stable, predictable and accurate. 
In the second phase of the research method, the reliability of this phase can be 
measured by writing down the formal research study framework to make sure of the 
replication of data collection. Reliability of the case study research can be assessed 
by using the test-retest approach. This approach can be enhanced by ensuring 
replication of data collection from the same case. In case study research and in other 
methods, including methods such as the interview, it is hard to repeat the same 
interview with the owner of a company. Therefore, an academic sample was used to 
assess if the interview means the same thing to all interviewees. 
4.6 Conclusions 
This chapter presents the research methodology that the author adapted to build up 
and identify the research framework. The author began by representing the research's 
philosophical position, firstly by selecting a research strategy with a positivist focus to 
establish causal relationships between firm related factors. Then, the research takes on 
a phenomenological focus to investigate the research topic more deeply. 
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The research methodology in this chapter is divided into two phases: the framing 
phase and the Global Evaluation Model. In the framing phase, the research work starts 
firstly by using a quantitative e-mail survey to identify companies' external and 
internal factors that have an effect on their practices and activities in global markets. 
These factors are important to support the author's views in emphasising the 
importance of the research work and to show how to plan proper procedures to move 
a company from its local market stage and into a global market. The research then 
moves to the second phase: the Global Evaluation Model. The case study approach is 
used in the second phase for number of reasons: first, to achieve an in-depth 
investigation; second, to use multiple methods of data collection; third, to triangulate 
data to enhance the validity of the research findings; and fourth, to move the research 
findings to a generalised form. These in-depth investigations provides the researcher 
with important benefits. These include: what is important and what is not; what are 
the proper procedures and processes and why; what are the major areas companies 
need to be established in before moving into global markets, etc. Also, the in-depth 
investigation allows other questions to be raised. 
Finally, all the important answers that are identified in this phase will be tested by 
further research and the findings will be triangulated with other sources of data to 
enhance validity and creditability. 
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Summary 
The main purpose of this chapter is to describe all the methods that are used in 
academic research. The research methodology that was adapted by the author in 
order to build up and identify the research framework was also described in detail. 
The research is divided into two phases: the framing phase and the Global Evaluation 
Model. In the framing phase, a quantitative e-mail survey is used to identify' the 
external and internal factors that have an effect on companies' practices and 
activities in global markets. In the second phase, the Global Evaluation Model uses a 
case study approach to allow an in-depth investigation to be performed in order to 
develop a international expansion model framework to help small-sized companies in 
their expansion decisions. 
The framing phase is introduced in the next chapter. The e-mail questionnaire is also 
evaluated and discussed in order to identify critical influential factors and to examine 
the research questions. 
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Chapter 5: Phase One: The Framing Phase 
(Questionnaire Results) 
5.1 Introduction 
The research methodology consists of two main phases: the framing phase and the Global 
Evaluation Model phase. This chapter is specifically concerned with the framing phase of the 
research methodology, as presented in Section 4.4, and provides an understanding of the 
critical factors that shape and affect the practices and activities of companies in global 
markets. Also, this phase will provide support and guidance for further research work. 
Therefore, the data collected via the e-mail questionnaire is presented, analysed and discussed 
in this chapter in order to understand respondents' perceptions regarding their experiences in 
the international markets (see Section 4.2). The e-mail questionnaires were distributed into 
two regions: Europe, with the United Kingdom (UK) as the chosen sample; and Asia and the 
Middle East, with Kuwait as the chosen sample. 
This chapter is organised into five main sections. The first section provides an introduction 
about the procedures and techniques that were used in order to evaluate and analyse the 
results appropriately. The second section deals with the descriptive statistical analysis of the 
sample that provides information about the position of the respondents within their 
organisations, the size and location of the companies, the companies' lines of business, the 
companies' experience in both local and international markets, the owners of the companies, 
the companies' mode of participation in international markets, the selection decisions 
regarding countries, and companies' global operations. The third section emphasises the 
extent of usage of market information research (the analysis of international markets) and all 
the issues related to it, such as the sources that carry out market research studies and the 
major reasons for not carrying out such studies. The fourth section deals with the most 
important internal and external influential factors that have an affect on the decision-making 
of companies in their expansion into international markets. These factors include: the success 
factors, negative factors, motivational factors, and market attraction factors of the companies. 
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Finally, the fifth section deals with the statistical testing of each research question in order to 
develop and clarify the proposed research model, details of which can be found in Chapter 3. 
5.2 Population and sample description 
In this research, the population is made up of owners and senior managers of small, medium 
and large-sized companies from chemical, food product and engineering industries because in 
small-sized companies as a focus of this research, decision making focus in the hand of the 
owner/manager of the company (see Sections 2.2.2 and 2.3.1). The reason for selecting 
different types of industry is mainly due to the low number of industries in Kuwait compared 
to the United Kingdom. As a result, it was felt that selecting three types of company would 
increase the likelihood of having a reasonable number of respondents. Also, the types of 
industries in Kuwait focus mainly on the chemical, food product and engineering fields. One 
of the main concerns regarding the population and the sample of the target participants 
concerned defining a convenient and acceptable sample that would represent the overall 
population. This issue was difficult to resolve because the business information regarding the 
Kuwaiti companies was not defined and updated regularly, and some of the information that 
is important to this research, such as the companies' business e-mails were not listed. On the 
other hand, the population that the research focused on in the United Kingdom consisted of 
nearly 11,500 companies from the selected industries. In order to overcome this concern, 
three main strategies were taken into account: 
" As much information as possible was sought from the available e-mail addresses of the 
owners or the senior managers of the small, medium and large-sized companies in 
Kuwait. 
" The search concentrated mainly on only the business-type e-mails that show the 
company's business name, and the manager's or owner's name and position. 
" Free e-mail addresses, such as yahoo and hotmail were ignored because these could 
mainly be used for individuals' personal requirements, rather than for company 
transactions. 
After, it was important to match the sample selected from the Kuwait market with the sample 
from the United Kingdom market in terms of size. The total sample of respondents that was 
selected, according to the distribution of subgroups, is illustrated in Table 5.1. 
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Small 
companies 
Medium 
companies 
Large 
companies 
Total 
United Kingdom 120 60 60 240 
Kuwait 120 60 60 240 
Total 240 120 120 480 
Table 5.1: The selected sample of respondents 
As illustrated in Table 5.1, the samples of large and medium-sized companies numbered only 
60 each because it was difficult to find the names and e-mail addresses of the owners, senior 
managers or directors whereas it was much easier to find the names and e-mail addresses of 
owners, senior managers or directors of small-sized companies. In addition, the main focus of 
this research is on the practices and behaviour of small firms; this is the reason for the larger 
sample set from that group compared to the other two. 
The number of e-mail questionnaires distributed totalled 480 while the number of e-mail 
questionnaires returned was 86. This represents a 17.9 % response rate. Table 5.2 shows a 
full description of the number of e-mail questionnaires distributed with their return rate for 
each subgroup from each country. 
Small companies Medium companies Large companies Total 
Sent Rec. % Sent Rec. % Sent Rec. % Sent Rec. % 
UK 120 30 25 60 14 23.3 60 5 8.3 240 49 20.4 
Kuwait 120 18 15 60 11 18.3 60 8 13.3 240 37 15.4 
Total 240 48 20 120 25 20.8 120 13 10.8 480 86 17.9 
Table 5.2: The distribution and the return rate of the e-mail questionnaire 
5.3 Statistical analysis and evaluation 
It was decided to stop sending reminders to the participants after one month from the 
distribution of the questionnaires in order to start organising the collected data. The plan of 
the statistical analysis was organised according to the following procedures: 
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1. The questionnaire questions were coded by assigning numbers to each category of answer 
and to any variable in the data collected. 
2. Some of the questions were rearranged and coded, especially where additional responses 
were offered. An example of such can be found in Question 18 (See Appendix B4). 
3. The qualitative question (Question 17 in Appendix B4) was converted into a quantitative 
question by listing the respondents' perceptions as a multiple-choice question. 
4. Some of the questionnaire questions which use a Likert-scale coding were used to weight 
the participants' responses regarding the importance of the internal and external 
influential factors that have an effect on companies' decision-making and experience in 
the international markets. However, part of the questionnaire which tested validity and 
participants' incentives used some Likert-scale codings in a positive direction such as the 
one used in Question 12 in Appendix B4, where: 
Strongly Disagree =1 
Tend to Disagree =2 
Don't Know =3 
Tend to Agree =4 
Strongly Agree =5 
Other Likert-scale codings were used in a negative direction such as the one used in 
Question 13, where: 
No Effect =5 
Minor Effect =4 
Don't Know =3 
Moderate Effect =2 
Major Effect =1 
The study offers more detailed explanations regarding these values. Also, the above 
values are used to weight the responses regarding the importance and the effects of 
influential factors on the companies. In the literature, Likert-scale wording is considered 
to be a very important issue. It requires a good deal of evaluation and a pilot study in 
order to select the precise wording that is both clearly understandable to respondents and 
that will achieve the research goals. This consideration lead to the reasoning behind 
selecting "Don't Know" instead of "Neutral". The author believes that any factor will 
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have an influence of some sort on the activities of the company, whether positively or 
negatively. A "neutral" influence suggests that this factor does not exist or that at present 
it has no effect. Also, this questionnaire was addressed to the senior management and 
owners of companies, especially small-sized companies, and it is difficult to believe that 
they know the effect of every factor that might influence their company. Moreover, when 
the option "Don't Know" is placed at the beginning of the questionnaire, it will have a 
tendency to sway the respondents or offer them a fast exit by selecting that answer. It is 
assumed by the author that whenever the question is not clear to the respondents or is not 
perceived to have an effect, it is preferable to place it in the middle of the Likert-scale 
since, because it does not demonstrate an effect, such a factor is obviously more positive 
than a factor that has a negative influence and is worse than a factor that has a positive 
influence. Therefore, based upon the belief of the author, the option "Don't Know" has 
been placed in the middle of the scale. 
5. The collected data were entered into the Statistical Package for Social Science (SPSS 
11.0) in order to describe the participants' information, to answer the research questions, 
and to clarify and develop the proposed model. The responses were cross-tabulated in 
order to examine and represent responses in terms of frequencies and percentages. The 
Mean value was used as an indicator of the level of participants' perceptions, as well as 
the order of the importance and effect of the significant and influential factors. The 
population distribution in this research is undefined and therefore this invalidates 
parametric tests so, in this case, non-parametric tests must be used. Mann-Whitney, 
Kruskal-Wallis, Friedman, and Chi-square tests were used to determine the existence or 
otherwise of any statistical significance difference between respondents' perceptions and 
viewpoints. The probability value of 0.05 was taken as the criterion threshold and any p- 
value (Assumption significance) lower than 0.05 indicates a statistical significance. Also, 
other tests, such as One-Way ANOVA and correlation, were used in some research 
questions to indicate a statistical significance difference between respondents' 
perceptions and viewpoints and to determine the relationships between groups. 
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5.4 Descriptive statistical analysis 
In this section, the descriptive statistical analysis of the sample is presented in terms of the 
respondents' personal and organisational backgrounds. 
5.4.1 Respondents' personal backgrounds 
This section describes the personal backgrounds of the respondents in terms of their positions 
within their organisations. A summary of the results is presented in Table 5.3. 
Position of 
United Kingdom Kuwait 
the 
respondent Small (%) Medium (%) Large (%) Total (%) Small (%) Medium (%) Large (%) Total (%) 
Owner 5(16.7%) 1(7.1%) - 6(12.3%) 3 (16.7%) 1 (9.1%) - 4(10.8%) 
Manager 16 (53.3%) 9(64.3%) 1(20%) 26(53%) 13 (72.2%) 7(63.6%) 6 (75%) 26(70.3%) 
Managing 
8 (26.7%) 3 (21.4%) - 11(22.5%) 1(5.6%) 1 (9.1%) 1(12.5%) 3 (8.1%) 
Director 
Marketing 
- - 3 (60%) 3 (6.2%) 1(5.6%) - - 1(2.7%) Manager 
Consultant 1(3.3%) - - 1(2%) - - - - 
Partner - - 1(20%) 1(2%) - - - - 
Assistant 
- - - - - 2(18.2%) 1(12.5%) 3(8.1%) 
manager 
CEO - 1 (7.1%) - 1 (2%) - - - - 
Total 30(100%) 14(100%) 5 (100%) 49(100%) 18(100%) 11 (100%) 8(100%) 37(100%) 
Table 5.3: Respondents' personal backgrounds 
As mentioned earlier in Chapter Four, the email notification letters and the email 
questionnaires were sent to the personal company email of the target sample and therefore 
prior personal contact was established with the respondents. From the table above, it can be 
seen that most of the respondents are managers, managing directors and owners. Of the total 
responses received from UK companies, 53.1% are managers, 22.4% managing directors and 
12.2% owners. In particular, when the responses received from small-sized companies within 
the UK are considered, it can be seen that 53.3% are managers, 26.7% managing directors 
and 16.7% owners. These are slightly higher figures than the overall results (small, medium 
and large combined). However, regarding owners and senior managers who did not reply, in 
most cases, they did not reply either to the notification email letter or the email questionnaire. 
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However, there were a few cases of respondents that were very busy, not interested or who 
asked the author to stop sending emails. 
On the other hand, of the total responses received from Kuwaiti companies, 70.3% are 
managers, 10.8% owners, 8.1% managing directors and 8.1% assistant managers. In 
particular, the responses received from small-sized companies within Kuwait are considered, 
it is seen that 72.2% are managers, 26.7% managing directors, 5.6% owners and 5.6% market 
managers. Here also the figures are slightly higher than the overall results (small, medium 
and large combined). 
5.4.2 Companies' backgrounds 
All the descriptive statistical analysis about the companies that participated in the study is 
described in this section. Information regarding the size and location of the companies, the 
companies' line of business, the companies' years of experience in both local and 
international markets, the owners of the companies, the companies' mode of participation in 
international markets, their country selection decisions and global operations, are also 
analysed. Furthermore, the information gathered regarding the most important influential 
factors for the companies are highlighted. The statistical analysis obtained in this section 
offers a valuable insight into and development of the proposed model, as discussed in 
Chapters 3 and 4. 
5.4.3 Companies'size and location 
The respondents were requested to identify their company's size and location. Generally, 
more responses were received from UK companies than from those in Kuwait. Most of the 
respondents from the UK replied within the first four weeks of the distribution of the 
questionnaire, whereas the respondents from Kuwait took the whole period allocated for the 
data collection. This could be an indication of their professionalism regarding the use of e- 
mail technology and a greater willingness to respond to the questionnaire on the part of the 
United Kingdom firms than the Kuwaiti companies. 
It was observed from analysing the data shown in Table 5.3 that 30 small companies 
participated from the UK (about 61 % of the participant companies were from the UK) 
whereas about 18 small companies participated from Kuwait (about 49 % of the participants). 
The participants from small companies represented about 25 % of the distributed sample 
from small companies in the UK and about 15 % of the distributed sample came from small 
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companies in Kuwait. The proportions of other participants from medium and large-sized 
companies can also be seen in Figures 5.1 and 5.2. 
Figure 5.1: Size of firms for respondents Figure 5.2: Size of firms for respondents 
from the UK from Kuwait 
5.4.4 Companies' line of business 
The data presented in Table 5.4 show the companies' line of business for respondents from 
the United Kingdom and Kuwait. As can be seen from this table, most of the respondents 
from both regions come from the product and services categories. However, Table 5.4 
focuses on presenting only the respondents from small companies in both regions. It shows 
that most of these respondents are also from the product and services sectors. 
Firms' United Kingdom Kuwait 
line of Small Medium Large Total Small Medium Large Total 
business (%) (%) (%) (%) (%) (%) (%) (%) 
9 7 3 19 5 3 1 9 
Product 
(30%) (50%) (60%) (38.8%) (27.8%) (27.3%) (12.5%) (24.3%) 
8 1 9 5 1 4 10 
Service - (26.7%) (7.1%) (18.4%) (27.8%) (9.1%) (50%) (27%) 
Product 
13 6 2 21 8 7 3 18 
and 
(43.3%) (42.9%) (40%) (42.9%) (44.4%) (63.6%) (37.5%) (48.6%) 
service 
30 14 5 49 18 11 8 37 
Total 
(100%) (100%) (100%) (100%) (100%) (100%) (100%) (100%) 
I able 5.4: Companies' line of business 
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5.4.5 Companies' experience 
The data presented in Figure 5.3 shows the length of time the companies have been in 
business. Most of the respondents have been in business for more than ten years in the case of 
both UK and Kuwaiti companies. This indicates that most of the respondents' perceptions 
would be valid for evaluation because of the length of their business experience in the real 
market. However, the data presented in Figure 5.4 shows that most of the respondents' 
companies have more than three years' international market experience for both regions. This 
international experience would add more creditability and strength to the information 
obtained in this research analysis. 
100 
90 
80 
70 
60 Business Experience c 
v 50 More than ten years 
40 Between three to ten 
30 years 
20 r JFrom one year to three years 10 
05 Less than one year 
United Kingdom Kuwait 
Company Region 
Figure 5.3: The period that the companies 
have been in business 
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80 
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60 
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30 
20 
10 
0 
Global Experience 
" More than ten years 
Between three and 
ten years 
From one to three 
81 16 years 
8 
Less than one year 
United Kingdom Kuwait 
Company Region 
Figure 5.4: The period that the companies 
have been in business internationally 
Table 5.5 shows that about 60 % of the responding small companies in the UK have 
international experience with one of the following international markets: USA, Japan, 
Malaysia, Singapore, South Africa and European countries. On the other hand, about 70 % of 
the responding small companies in Kuwait have international experience with one of the 
following international markets: USA, UK, Middle-east, Japan and European countries. 
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5.4.6 Company ownership 
Table 5.6 shows that the ownerships of 60 % of the small-sized companies of respondents in 
the UK are private whereas 40 % are shareholders. On the other hand, the ownerships of 89 
% of the small companies of respondents in Kuwait are private while 11 % are shareholders. 
Obviously, the analysis shows that the dominant ownership pattern for companies in both 
regions is private. However, private ownership is much more common in small-sized 
companies in Kuwait than in the UK. 
UK Kuwait 
Total 
Owner Small Medium Large Total Small Medium Large Total (%) 
(%) (%) (%) (%) (%) (%) (%) (%) 
18 5 2 25 16 9 4 29 54 
Private 
(60%) (35.7%) (40%) (51 %) (88.9%) (81.8%) (50%) (78.3%) (62.8%) 
12 8 3 23 2 2 2 6 29 
Shareholders 
(40%) (57.1 %) (60%) (47%) (11.1 %) (18.2%) (25%) (16.2%) (33.7%) 
2 2 2 
Government - - - - - - (25 %) (5.4 %) (2.3 %) 
Others - 
1 
- 
1 
- - - - 
1 
(7.1 %) (2 %) (1.1 %) 
30 14 5 49 18 11 8 37 86 
Total (%) 
(100%) (100%) (100 %) (100%) (100%) (100%) (100%) (100%) (100%) 
Table 5.6: Companies' ownership 
5.4.7 The companies' mode of participation 
Table 5.7 shows that the mode of participation for most respondents from small-sized 
companies in the UK (about 74 %) and in Kuwait (about 67 %) was as exporters. This 
indicates that the most common mode of participation with international experiences in both 
regions for small-sized companies is exporting. 
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Companies' UK Kuwait 
mode of Small Medium Large Total Medium Large Total Total (%) 
participation o 0 0 o (% ) 
Small (%) 
o (%) 0 (%) % (%) 
45 30 
28 13 4 16 11 3 75 
Export (64.3 (51.7 
(73.7%) (65 %) (33.3 %) (66.6 %) (52.4 %) (23 %) (58.6 %) 
%) 
2 1 2 5 4 1 5 10 
Franchising - (5.2%) (5 %) (16.6%) (7.1 %) (16.6%) (7.7%) (8.6%) (7.8%) 
6 1 3 
3 3 1 7 3 4 20 
Joint venture (46.1 (22.4 
(7.9%) (15%) (8.3%) (10%) (12.5%) (19%) (15.6%) 
%) %) 
8 
Wholly owned 3 2 3 2 3 5 13 
(11.4 
subsidiaries (7.9%) (10%) (25 %) (9.5 %) (23 %) (8.6%) (10.1 %) 
Others (importer 2 1 2 5 1 4 5 10 
-manufacturing) (5.2%) (5%) (16.6%) (7.1 %) (4.2%) (19%) (8.6%) (7.8%) 
Table 5.7: Companies' mode of participation 
(Note that some of the companies have more than one mode of participation. ) 
5.5 Market research (or market information) 
Small-sized companies have few alternatives regarding market information or market 
research compared to large companies. This is so because market information or market 
research requires significant financial resources often beyond the reach of small companies. 
Larger companies generally perform market information or market research through 
traditional means, such as hiring a market research consultancy firm, employing an 
advertising agency, or by establishing an internal department or staff to perform these 
functions. On the other hand, smaller companies have historically been denied access to these 
classical marketing vehicles because of their expense (Lynne et al., 1999). 
In this research, the term "market information" or "market research" is used to refer to any 
kind of analysis carried out by a company, either by internal sources (the manager or a 
department within the company), or by external sources (market research agency or banks) in 
order to analyse international markets before venturing into them. So, market information or 
market research could be any process carried out in order to analyse the prospects of an 
international market for the company. This definition or description was clearly presented 
and defined to the respondents by the way in which the questions were worded. 
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This field elicited important information that aims to examine the impact of using and the 
dependence on market information (or market research) study from the companies in both 
regions. The outcome, illustrated in Table 5.8, indicates that nearly 33 % of UK companies 
have done some kind of market research analysis before venturing into any international 
markets, whereas 60% of Kuwaiti companies carried out this process before entering such 
markets. However, the usage of market information (or market research) before entering an 
international market for small companies in the UK is 27 % whereas it is 67 % for small- 
sized companies in Kuwait. These results show the high usage and dependence on market 
information (or market research analysis) in Kuwait by small-sized companies. However, the 
way market information (or market research) is performed within these companies could 
emphasise the high percentage of usage for small-sized companies in Kuwait. 
UK Kuwait 
Market Total 
research 
Small Medium Large Total Small Medium Large Total (oho) 
(%) (%) (%) (%) (%) (%) (%) (%) 
8 7 1 16 12 4 6 22 38 
Yes 
(26.7 %) (50 %) (20 %) (32.7 %) (66.7 %) (36.4 %) (75 %) (59.5 %) (44.2 %) 
22 7 4 33 6 7 2 15 48 
No 
(73.3 %) (50 %) (80 %) (67.3 %) (33.3 %) (63.6 %) (25 %) (40.5 %) (55.8%) 
Total 30 14 5 49 18 11 8 37 86 
(%) (100%) (100%) (100 %) (100%) (100%) (100%) (100%) (100%) (100%) 
Table 5.8: Market research analysis in companies in the UK and Kuwait 
From the figures shown in Table 5.9, it can be seen that more than 91 % of the market 
research analysis of small-sized companies in Kuwait is carried out within the company. Thus 
the results illustrated in Table 5.9 could explain the significant difference in usage in market 
information (or market research) between small-sized Kuwaiti companies and those in the 
UK. It is obvious that such small-sized companies do not have a special department or staff to 
perform market research analysis studies. Therefore, the results could indicate that small 
companies have difficulties regarding obtaining proper market information (or market 
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research) from external sources. Louter et al. (1991, p. 20) stated: "Small firms which lack 
the resources to invest in local sales organisations, extensive market research, or large 
advertising campaigns, should carefully select their distribution partners. Finding the right 
partners, agents or customers and keeping good relations with them, can be realised by 
acquiring enough knowledge of the market". The results from Table 5.10 show that major 
reasons for not undertaking market information or market research for companies from both 
regions are mainly because, among others, the company members do not believe that it could 
help in their business, it is a decision made by the manager or owner, or they do not know 
how to go about it. These results explain the reason for carrying out most of the market 
information (or market research) inside the company for small-sized companies for Kuwait 
and even for the UK. 
UK Kuwait 
The Total 
Small Medium Large Total Small Medium Large Total 
source (%) 
(%) (%) (%) (%) (%) (%) (%) (%) 
5 
In our 5 1 11 11 2 3 16 27 
(62.5 
company (55.5 %) (100%) (61.1 %) (91.7%) (50%) (50%) (72.7%) (67.5%) 
Market 1 
2 1 1 3 
research (12.5 - - - (11.1 %) (11.1 %) (16.7%) (4.5%) (7.5 %) 
company %) 
Private 2 3 5 2 2 4 9 
consultant (25 %) (33.3 %) (27.7%) (50%) (33.3 %) (18.2%) (22.5%) 
Suppliers / 1 1 1 
Customers (8.3 %) (4.5 %) (2.5 %) 
Table 5.9: The sources of market research analysis 
(Note that some of the companies have carried out market information (or market research) in 
more than one category. ) 
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UK Kuwait 
Reasons Small Medium Large Total Small Medium Large Total Total (%) 
(%) (%) (%) (%) (%) (%) (%) (%) 
Don't 4 1 5 32 5 10 
know how (16.7%) (12.5%) (13.9%) (333 %) (25 %) (26.3%) (18.2%) 
Don't 6 2 8 2 3 1 6 14 
believe (25 %) (25 %) (22.2 %) (22.2 %) (37.5 %) (50 %) (31.6 %) (25.5 %) 
Following 4 1 5 1 1 2 7 
others (16.7%) (25 %) (13.9%) (11.1 %) (50%) (10.5 %) (12.7%) 
Can't 2 1 3 1 1 4 
afford (8.3%) (12.5%) (8.3%) (11.1%) (5.3%) (7.3%) 
Decision 
6 4 2 12 2 3 5 17 
of the - (25 %) (50 %) (50 %) (33.3 %) (22.2 %) (37.5 %) (26.3 %) (30.9 %) 
manager 
Do not 2 1 3 3 
consider it (8.3 %) (25 %) (8.3 %) (5.5 %) 
Table 5.10: Reasons for not carrying out a market research study 
(Analysis of international markets) 
5.5.1 The extent of using market information (or market research) 
The aim of this question was to examine the extent of market information or market research 
analysis in both regions as defined in this research (see Section 5.5) and as presented to the 
respondents. This question was used to examine the past, present and future impact of using 
market research analysis in the UK. It was also used to validate the participants' answers 
shown in Table 5.8. The results in Table 5.11 show the extent of using market research 
analysis in the past in both regions (the UK and Kuwait). The "Quite a lot" and Use it all the 
time" columns were used to examine the usage of market research analysis in the past. The 
past usage of market research analysis, illustrated in Table 5.11, shows that the extent of 
using market research analysis in the past for UK companies is 14.3 % and for Kuwait 
companies is 13.5 %. Moreover, the present usage of market research analysis, figures for 
which are shown in Table 5.12, illustrate that the extent of using market information (or 
market research analysis) in the present for UK companies is 10.1 % and for Kuwait 
companies is 24.3 %. Finally, the future usage of market information (or market research 
analysis) (Table 5.13) show that the extent of using market research analysis for the 
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participants from UK companies according to their past and future experiences is 14.3 % and 
for Kuwait companies is 32.4 %. 
The results in Tables 5.11,5.12 and 5.13 show that the extent of using market information (or 
market research analysis) in UK companies remains the same, whereas for Kuwaiti 
companies this is increasing. This finding for the UK company managers could be the result 
of owner/manager decisions and the fact that they did not believe that it could help. 
However, the findings for the increasing usage of market information (or market research 
analysis) for Kuwaiti company managers could be a result of the strong belief of managers 
and owners about the benefits of market information (or market research analysis) for their 
international businesses. The results for the increasing usage of market information (or 
market research analysis) for Kuwait company managers, though, could also be a result of the 
owners'/managers' perceptions of market information (or market research analysis). 
The extent UK Kuwait 
of f usage o 
Total 
market Small Medium Large Total Small Medium Large Total ° 
research in (%) (%) (%) (%) (%) (%) (%) (%) 
the past 
21 5 26 7 7 2 16 42 
Never used - (70 %) (35.7 %) (53 %) (38.9 %) (63.6 %) (25 %) (43.2 %) (48.8%) 
2 4 3 9 2 4 6 15 
Use it rarely - (6.7%) (28.6%) (60%) (18.4%) (11.1 %) (36.4%) (16.2%) (17.4%) 
5 
Use it 3 3 1 7 5 17 
( 10(27%) 
sometimes (10%) (21.4%) (20%) (14.3/o°) (27.8%) (19.8/oo ) 
%) %) 
2 1 3 2 
1 
6 
Quite a lot - - (12.5 3 (8.1 %) (14.3%) (60%) (6.1 %) (11.1 %) (7%) 
%) 
Use it all the 4 4 2 6 
- - 2(5.4%) time 13.3 /0 ( °) (8.2%) (11.1 %) (7%) 
Total 49 37 86 
(100%) (100%) (100%) (100%) (100%) (100%) 
(%) (100 %) (100%) (100%) 
i able 5.1 1: 1 he extent of usage of market information (or market research) in the past 
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The extent of UK Kuwait 
usa e of g 
market 
Small Medium Large Total Small Medium Large Total Total (%) 
research now 
(%) (%) (%) (%) (%) (%) (%) (%) 
22 7 4 33 6 7 2 15 48 
Never used 
(73.3 %) (50 %) (80 %) (67.3 %) (33.3 %) (63.6 %) (25 %) (40.5 %) (55.8 %) 
2 3 5 4 2 6 11 
Use it rarely - - (6.7 %) (21.4%) (10.2 %) (22.2 %) (18.2%) (16.2%) (12.8 %) 
Use it 3 2 1 6 4 1 2 7 13 
sometimes (10 %) (14.3 %) (20%) (12.2%) (22.2%) (9.1 %) (25 %) (18.9%) (15.1 %) 
2 2 3 1 4 8 10 
Quite a lot - - (14.3%) (4%) (16.7%) (9.1 %) (50%) (21.6%) (11.6%) 
Use it all the 3 3 1 1 3 
time (10%) (6.1 %) (5.6 %) (2.7%) (3.5 %) 
49 86 
Total (%) (100%) (100%) (100 %) (100%) (100%) (100%) (100%) 
(100%) (100%) 
Table 5.12: The extent of usage of market information (or market research) now 
The extent of UK Kuwait 
f usage o 
market Small Medium Large Total Small Medium Large Total Total (%) 
research in the (%) (%) (%) (%) (%) (%) (%) (%) 
future 
6 3 2 11 3 3 6 17 
Never used - (20%) (21.4%) (40 %) (22.4%) (16.7%) (27.3 %) (16.2%) (19.8 %) 
11 
4 3 18 7 2 2 11 29 
Use it rarely (36.7 
(28.6%) (60 %) (36.7%) (38.9%) (18.2 %) (25 %) (29.7%) (33.7%) 
%) 
8 
Use it 5 13 4 3 8 21 
(26.7 (12.5 
sometimes (35.7%) (26.5%) (22.2%) (27.3 %) (21.6%) (24.4%) 
%) %) 
2 2 4 3 3 4 10 14 
Quite a lot - (6.7 %) (14.3 %) (8.2%) (16.7%) (27.3 %) (50 %) (27%) (16.3 %) 
Use it all the 3 3 1 
1 
2 5 
(12.5 
time (10%) (6.1 %) (5.6%) 0 (5.4/0) 0 (5.8/0) 
%) 
(100 49 37 86 Total (%) (100%) (100%) (100%) (100%) (100%) 
%) (100%) (100%) (100%) 
Fable 5.13: The extent of usage of market information (or market research) in the future 
210 
5.5.2 International business 
From the figures shown in Figures 5.5 and 5.6, it can be seen that 87 % of the respondents 
from small-sized companies in the UK had made a successful target country decision whereas 
78% of the Kuwaiti respondents from small-sized companies had made such a successful 
decision. In order to see whether market research helps in selecting target markets, it is better 
to compare the results from Figures 5.5 and 5.6 with Table 5.8. Table 5.8 shows that the 
usage of market research analysis before entering an international market for the UK 
respondents from small-sized companies is 27 %, whereas this figure is 67 % for the 
respondents from small companies in Kuwait. However, Table 5.9 shows that 92 % of small- 
sized Kuwaiti companies carried out market research inside their companies whilst 62 % of 
small companies in the UK carried out their market research internally. This comparison 
could raise an argument concerning whether or not market research analysis relates to 
success. From the comparison shown earlier, it is obvious that market research could help in 
selecting a target market. Table 5.14 shows that 31 % of small-sized companies from the UK 
that selected a successful target market, had carried out market research before entering the 
international markets, whereas 87% of small-sized companies from Kuwait that selected 
successful target markets, had performed market research before entering the international 
markets. Therefore, Table 5.14 did show that the selection of a successful target market was 
greater for the small-sized companies in the Kuwait than for their UK counterparts. This 
leads the investigation to examine in more depth the way market research analysis is 
evaluated. As illustrated in Table 5.9, in Kuwait, 92% of market research analysis is done 
inside the company whereas, in the UK, 62% of market research analysis is carried out 
internally. The outcome of the comparison could lead to focusing on the way market research 
analysis is evaluated because market research analysis is one of the many factors, although it 
is not the only one, that may lead to success. Also, it could harm the company if not used 
properly, especially for small-sized companies that do not have the in-house capabilities, 
resources, know-how and experience to perform a formal market research analysis. 
Success for a company is not an objective term because managers and owners may perceive 
things differently. Success could be defined as exports sales, the number of customers, profit, 
or any other indicators. For this reason, in this research, the definition of success refers to the 
company manager's or owner's perception of success, no matter how it is defined. Therefore, 
the results of Figures 5.7 and 5.8 show that the percentage of success in international markets 
for the respondents from small-sized companies in UK is 77%; this is more than the 
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percentage of success in international markets recorded by the Kuwait respondents from 
small-sized companies (67 %). The results from Figures 5.7 and 5.8 are close to the results of 
Figures 5.5 and 5.6 discussed earlier in this section. These confirm that market research 
implementation could help companies greatly in their expansion decisions. 
Did you use a market research 
study before entering the 
international market? 
Small-sized companies from UK Small-sized companies from 
Kuwait 
Yes 8(31 %) 12(87%) 
No 18(69%) 2(13%) 
Total (%) 26(100%) 14(100%) 
Table 5.14: The extent of usage of market research for small-sized companies that selected a 
target market successfully 
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5.6 Internal and external influential factors 
The data that are presented in this section help in providing an understanding about 
companies' actions and experiences when facing real global challenges. The data obtained 
also enabled the researcher to draw up a big picture of the factors that influence firms both 
negatively and positively. As a result, this helps in evaluating the important factors that were 
selected to be weighted in the Expert Choice software, as discussed in Chapter 3. The 
educational type of the Expert Choice software (alternatives) needs to select only nine factors 
to be weighted and compared against each other. Therefore, in this section, important 
influential factors were prioritized to select the most important nine factors. Then, the 
selected factors were compared and weighted based on company case-to-case evaluations. 
Finally, this helped in developing the proposed model (Global Evaluation Model) that was 
discussed in Chapter 3 and 4. 
The statistical analysis test used in prioritising influential factors is nonparametric because 
the sample was selected using non-probability sampling. Nonparametric tests are ideal for use 
when the data are measured on nominal (categorical) and ordinal (ranked) scales. Also, it is a 
useful technique when the sample is very small and has fewer and less stringent assumptions 
(Pallant, 2001). These tests do not specify normally distributed populations or homogeneity 
of variance. Therefore, the non-parametric tests must be used when the population 
distribution is undefined, or when the assumption of parametric tests is violated. 
5.6.1 Companies' success factors 
The companies' success factors are the factors that help the company to succeed or compete 
effectively in the international market. The major reasons that increase the probability of 
success for the participating companies in global markets are highlighted in this section. The 
major success factors for small companies in both the UK and Kuwait are analysed. The 
Friedman test was used to rank the important successful factors for the respondents from 
small-sized companies in the UK, as illustrated in Table 5.15; these are arranged according to 
mean rank value. The Friedman test is the non-parametric alternative to the one-way repeated 
measures analysis of variance (Pallant, 2001). It is a test that is used to compare observations 
repeated on the same subjects. The results show that there are significant differences in mean 
rank of the companies' success factors for the small UK companies. This is indicated by a 
significance level of "0" (which is less than 0.05) (see Section 5.3). By comparing the ranks 
of the companies' success factors, it appears that there was a difference in importance of the 
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statistical scores of the factors and so the order is genuine and could not have happened by 
chance. The success factors, ranked according to their importance, are illustrated in Table 
5.15. The first most important success factors are: "Providing a quality product / service"; 
"Offering high flexibility to meet the needs of the market and customers"; "Expertise and 
know-how in technology"; "Strength in the quality of management"; and "Emphasis in 
establishing long-term relationship with clients". These important factors are very common 
and are particular characteristics for successful small-sized companies (Stock et al., 2001; Ali 
et al., 2002; Wood, 2001). 
The results, illustrated in Table 5.16, show the success factors for the small-sized companies 
from Kuwait and demonstrate significant differences between the companies' success factors 
for the small Kuwaiti companies where significance p-value equal to "0" (see Section 5.3). 
This result means that the rank order shown in Table 5.16 is genuine; it could not have 
happened by chance and can therefore be depended upon. The major success factors, ranked 
according to their perceived importance, are illustrated in Table 5.16. The most important 
success factors are: "Emphasis in establishing a long-term relationship with clients"; 
"Strength in the quality of management"; "Very successful distribution channels"; "Having 
an excellent brand name or reputation"; and "Providing a quality product / service". These 
factors, as noted from the results, illustrate a cultural dimension concerning small companies 
in Kuwait, revealing that the factors related to marketing and strength of leadership are very 
important in these companies. Therefore, their experience may indicate to them that they 
need, in entering other markets, to look for factors other than quality and business 
performance such as relationships with clients and the strength of the decision maker. 
The major success factors for small companies from both regions were also analysed 
together. The Friedman test results in Table 5.17 show that there are significant differences in 
the mean rank of the companies' success factors. This is indicated by a significance level of 
"0". By comparing the ranks of the companies' success factors, it appears that there was a 
difference in importance concerning the statistical scores of the factors: the order is genuine 
and could not have happened by chance. The major success factors, ranked according to their 
importance, are illustrated in Table 5.17. These include: "Providing a quality product / 
service"; "Emphasis in establishing a long-term relationship with clients"; "Strength in the 
quality of management"; "Offering high flexibility to meet the needs of the market and 
customers"; and "Having an excellent brand name or reputation". The factors noted from the 
results also demonstrate a cultural dimension concerning small companies of Kuwait. For 
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instance, UK companies value "Providing a quality product / service"; "Offering high 
flexibility to meet the needs of the customers"; and "Expertise and know-how in technology" 
more as factors which determine success, whereas Kuwaiti companies value "Emphasis in 
establishing a long-term relationship with clients"; "Strength in the quality of management"; 
and "Very successful distribution channels" more than other factors. This is due to cultural 
considerations within Kuwaiti society where long-term relationships are important factors of 
success. 
Ranks Mean Rank 
Providing a quality product / service 10.12 
Offering high flexibility to meet the needs of the market and customers 9.46 
Expertise and know-how in technology 9.16 
Strength in the quality of management 8.86 
Emphasis in establishing long-term relationship with clients 8.60 
Having an excellent brand name or reputation 8.14 
Innovative capabilities 7.90 
Uniqueness of the product / service produced 7.50 
Responding very well to the international challenge 7.42 
Very successful distribution channels 6.86 
Extensive international experience 6.72 
Low manufacturing costs 5.70 
Significant effort to master the language and culture of your customers 4.16 
N 25 
Chi-Square 75.133 
df 13 
Asymp. Sig. . 
000 
Table 5.15: The success factors for respondents from small companies in the UK 
Ranks Mean Rank 
Emphasis in establishing long-term relationship with clients 10.70 
Strength in the quality of management 10.23 
Very successful distribution channels 9.57 
Having an excellent brand name or reputation 8.93 
Providing a quality product / service 8.90 
Offering high flexibility to meet the needs of the market and customers 8.87 
Extensive international experience 8.47 
Innovative capabilities 6.73 
Uniqueness of the product / service produced 6.50 
Expertise and know-how in technology 6.30 
Responding very well to the international challenge 6.07 
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Significant effort to master the language and culture of your customers 5.57 
Low manufacturing costs 4.50 
N 15 
Chi-Square 64.920 
df 13 
Asymp. Sig. . 000 
Table 5.16: The success factors for respondents from small companies in Kuwait 
Ranks Mean Rank 
Providing a quality product / service 9.66 
Emphasis in establishing long-term relationship with clients 9.39 
Strength in the quality of management 9.38 
Offering high flexibility to meet the needs of the market and customers 9.24 
Having an excellent brand name or reputation 8.44 
Expertise and know-how in technology 8.09 
Very successful distribution channels 7.88 
Innovative capabilities 7.46 
Extensive international experience 7.38 
Uniqueness of the product / service produced 7.13 
Responding very well to the international challenge 6.91 
Low manufacturing costs 5.25 
Significant effort to master the language and culture of your customers 4.69 
N 40 
Chi-Square 116.555 
df 13 
Asymp. Sig. . 000 
Table 5.17: The success factors for respondents from all small companies 
The companies' success factors were statistically analysed and compared among small, 
medium and large-sized companies. The Kruskal Wallis H test was used because this allowed 
comparison among three different groups (using nominal data). The Kruskal Wallis test is the 
non-parametric alternative to a one-way analysis of variance between groups. It is similar in 
nature to the Mann Whitney test but allows for comparisons to be made for more than just 
two groups (Pallant, 2001). The results in Table 5.18 show that there is significant difference 
in the factor "Significant effort to master the language and culture of your customers" with a 
significance difference of 0.011 (Appendix Cl). The results also show that there is a 
statistically significant difference in this variable across the small, medium and large-sized 
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companies. By inspecting the Mean Rank for the small, medium and large companies, it 
appears that the Mean Ranks value for small and medium companies are close to each other 
(35.63 for small-sized companies and 34.39 for medium-sized companies), whereas the Mean 
Rank for large companies has the highest score (equal to 54.62). Also, this difference was 
analysed using the One-way ANOVA test. The outcome of this test, recorded in Table 5.19, 
shows that a significant difference exists between small and large-sized companies (p- 
value=0.015) and also between medium and large-sized companies (p-value=0.017). This 
influential factor is in favour of large-sized companies because they have the capability and 
the resources to master the language and culture of their customers while some small and 
medium-sized companies do not have the capability or resources to do this, as experienced by 
the Clamonta Engineering company in their exporting activities in Spain and their language 
difficulties with Spanish customers (Interview with Mr. Alan Wheeler - see Appendix A). 
Also, the success factors for small companies in both the UK and Kuwait were analysed and 
compared. The Mann Whitney test was used to test if there were any significant differences 
between the two regions regarding success factors. The Mann Whitney test is the non- 
parametric alternative to the t-test for an independent sample. Instead of comparing the means 
of the two groups, as in the case of the t-test, the Mann Whitney test actually compares 
medians. The results in Table 5.20 show that there are significant differences between the two 
regions (Appendix Cl). The first significant difference is 0.023 in "Expertise and know-how 
in technology". By inspecting the mean rank of this variable, it appears that the mean rank for 
the UK is 23.62 and the mean rank for Kuwait is 15.30. The mean rank shows that 
respondents from the UK tend to agree that this variable is more important. This factor is 
more important to small-sized companies in the UK than to small-sized companies in Kuwait 
because of cultural considerations which mean that companies in Kuwait consider other 
factors more important to their success in international markets such as: "Emphasis in 
establishing long-term relationships with clients"; "Strength in the quality of management"; 
and "Having very successful distribution channels". 
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Ranks 
I Company size N Mean Rank 
Significant effort to master the language and culture of your customers Small 40 35.63 
Medium 23 34.39 
Large 13 54.62 
Total 76 
a Kruskal Wallis Test 
Significant effort to master the language and culture of your customers 
Chi-Square 8.962 
df 2 
Asymp. Sig. . 
011 
Table 5.18: The Kruskal Wallis H test for the respondents from small, medium and large 
companies (success factors) 
ANOVA 
Significant effort to master the language and culture of your customers 
Sum of Squares df Mean Square F Sig. 
Between Groups 11.295 2 5.647 4.755 . 
011 
Within Groups 86.705 73 1.188 
Total 98.000 75 
Post Hoc Tests: Multiple Comparisons 
Dependent Variable: Significant effort to master the language and culture of your customers 
Mean 
95% Confidence Interval 
(1) 
Company 
size 
(J) Company 
size 
Difference 
(1-J) 
Std. Error Sig. Lower 
Bound 
Upper 
Bound 
Tukey HSD 
Small 
Small 
Medium 
. 
07 . 
285 
. 
970 -. 61 . 
75 
Large -1.00(*) . 
348 
. 
015 -1.83 -. 16 
Small -. 07 . 
285 
. 
970 -. 75 . 61 
Medium 
Medium 
Large -1.06(*) . 
378 
. 
017 -1.97 -. 16 
Small 1.00(*) . 
348 
. 
015 
. 
16 1.83 
Large Medium 1.06(*) . 
378 
. 
017 
. 
16 1.97 
Large 
Table 5.19: ANOVA test for the respondents from small, medium and large companies 
(success factors) 
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Test Statistics(b) 
Expertise and know-how in technology 
Mann-Whitney U 109.500 
Wilcoxon W 229.500 
Z -2.277 
Asymp. Sig. (2-tailed) . 023 
Exact Sig. [2*(1-tailed Sig. )] . 028(a) 
Table 5.20: The Mann Whitney test for the respondents from small companies in both regions 
5.6.2 Companies' negative factors 
The companies' negative factors (failure factors) are those that caused the company to fail in 
the international markets or those that will perhaps cause the company to suffer and fail in the 
future. Companies need to highlight failure factors that have a negative effect on their 
practices in international markets. These negative factors can result from either internal or 
external causes. 
The factors that have a major effect on small-sized companies from the UK or Kuwait are the 
ones close to the Likert code number one (major effect). The Friedman test was used to 
arrange the negative factors according to their mean ranks wherever a significant difference 
of less than 0.05 existed, with the results illustrated in Table 5.21 providing the negative 
factors for the small-sized companies from the UK. The results show that there are significant 
differences between the negative factors where the Chi square is equal to 27.386, df equal to 
11 and significance p-value equal to 0.004. This result regarding significant difference shows 
that the order of importance of the variables is genuine and could not have happened by 
chance. The major negative factors, ranked according to their perceived importance, are 
illustrated in Table 5.21. These negative factors, felt to have a major effect on small-sized 
companies from UK and as illustrated in Table 5.21, are: "Over-optimism about market size"; 
"Lack of government assistance"; "Intense foreign competition"; "Lack of expertise"; and 
"Insufficient technological resources". 
In contrast, the results illustrated in Table 5.22 provide the negative factors for the small- 
sized companies from Kuwait. The results show that there are no significant differences 
between the negative factors where the Chi square is equal to 15.768, df equal to 11 and 
significance p-value equal to 0.15. This result regarding significant difference shows that the 
order of importance of the variables is not genuine and could have happened by chance. 
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These negative factors caused about 39 % of the respondents from small-sized companies in 
Kuwait to experience failure in international markets, as illustrated in Figure 5.9. This failure 
rate is very high and could be a result of the tendency to carry out market research from 
inside the company, as illustrated in Table 5.9. On the other hand, these negative factors 
caused about 17 % of the respondents from small companies in the UK to experience failure 
in international markets, as illustrated in Figure 5.9. 
Usually, small-sized companies have neither the capability nor the resources to perform such 
analysis. The high rate of failure of the Kuwaiti small-sized companies in international 
markets could be overcome by proper market research analysis so that the sense of fear 
behind such change could then be known and efficiently dealt with before entering the target 
market. This is supported by the results shown in Tables 5.8 and 5.9. 
"Over-optimism about market size"; "Lack of government assistance"; and "Intense foreign 
competition" were ranked as the most significant negative factors for UK small-sized 
companies. These factors may relate to the adoption of market research analysis in order to 
help decision-makers in small-sized companies to know their target market and then develop 
a strategic plan to be able compete effectively internationally. Also, such analysis could help 
to strengthen the small businesses against the difficulties that they might face in other 
countries. 
Concerning the fourth and fifth factors, it is obvious that entering an international market will 
cost a good deal and therefore it is important to expect both the cost and the consequences. 
The fourth and the fifth factors, "Lack of expertise" and "Insufficient technological 
resources", relate to one of the most important characteristics of small companies and may 
relate to the technical resources used, resources that do not match and compete with those of 
the selected market. 
The Friedman test was used to analyse small-sized companies from both regions. The results 
illustrated in Table 5.23 show that there are significant differences between the negative 
factors where the Chi square equals 18.460, df is equal to 11 and the significance p-value is 
equal to 0.071. The significant differences in this test show that the ranking of the negative 
factors for small-sized companies from both regions could happen as a result of chance and 
therefore the mean rank order cannot be depended on. 
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Ranks Mean Rank 
Over-optimism about market size 5.42 
Lack of government assistance 5.50 
Intense foreign competition 5.58 
Lack of expertise 5.78 
Insufficient technological resources 6.00 
The tariff burden is too high 6.25 
Lack of international experience 6.27 
The change is too expensive 6.88 
Insufficient financial resources 7.02 
Wrong location 7.23 
Insufficient attention to language and cultural barriers 7.90 
Not responding to the customers' needs 8.17 
N 30 
Chi-Square 27.386 
df I1 
Asymp. Sig. . 
004 
Table 5.21: The negative factors for the respondents from small companies in the UK 
Ranks Mean Rank 
Insufficient technological resources 5.50 
The tariff burden is too high 5.36 
The change is too expensive 6.11 
Not responding to the customers' needs 5.22 
Lack of government assistance 6.14 
Lack of expertise 6.42 
Lack of international experience 6.92 
Insufficient attention to language and cultural barriers 7.47 
Over-optimism about market size 7.11 
Insufficient financial resources 7.06 
Wrong location 6.28 
Intense foreign competition 8.42 
N 18 
Chi-Square 15.768 
df 11 
Asymp. Sig. 
. 150 
Table 5.22: The negative factors for the respondents from small companies in Kuwait 
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Figure 5.9: The influence of negative factors on the 
failure of companies' international operations 
Ranks Mean Rank 
The tariff burden is too high 5.92 
Insufficient technological resources 5.81 
Lack of international experience 6.51 
Insufficient financial resources 7.03 
Lack of government assistance 5.74 
Not responding to the customers' needs 7.06 
The change is too expensive 6.59 
Insufficient attention to language and cultural barriers 7.74 
Intense foreign competition 6.65 
Wrong location 6.88 
Over-optimism about market size 6.05 
Lack of expertise 6.02 
N 48 
Chi-Square 18.460 
df 11 
Asymp. Sig. . 
071 
Table 5.23: The negative factors for the respondents from small companies 
The companies' negative factors were statistically analysed and compared among small, 
medium and large-sized companies. The Kruskal Wallis H test was used because the 
comparison was carried out among three different groups (nominal data). The results in Table 
5.24 show that there is a significant difference (0.046) in Intense foreign competition 
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(Appendix C2). By inspecting the Mean Rank for the three groups, it appears that that the 
Mean Rank values for medium and large companies are close to each other (35.46 for 
medium-sized and 37.69 for large-sized companies), whereas the Mean Rank for small 
companies has the highest score (equal to 49.26). The results show that medium and large- 
sized companies tend to agree that this variable is more important to them than small-sized 
companies because the Likert-scale codings used in this research question were in a negative 
direction. Therefore, these results show that small-sized companies suffer from intense 
foreign competition less than medium and large companies. From recent references in the 
literature, this negative factor (intense foreign competition) is considered to be an important 
issue that small-sized companies need to be aware of (Davis and Keys, 1996; Goodman, 
1999). This research, however, tends to contradict this argument. 
Also, the negative factors for small companies in both the UK and Kuwait were analysed and 
compared. The Mann Whitney test was used to test if there were any significant differences 
between the two regions regarding the negative factors. The results in Table 5.25 show that 
there are significant differences in two variables (Appendix C2). The first significant 
difference is 0.025 in the response that "The tariff burden is too high", where the mean rank 
for the UK is 27.90 and the mean rank for Kuwait is 18.83. The mean ranks show that 
respondents from Kuwait tend to agree that this variable is more important because the scale 
for this question was in a negative direction (numbers close to "1" indicate greater negative 
levels). 
The second significant difference is 0.001 in "Not responding to the customers' needs" where 
the mean rank for the UK is 29.55 and the mean rank for Kuwait is 16.08. The mean ranks 
show that respondents from the Kuwait tend to agree that this variable is more important. 
These negative factors ("The tariff burden too high" and "Not responding to the customers' 
needs") are considered to be important issues that small-sized companies, especially those 
from Kuwait, need to be aware of. 
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Ranks 
Company size N Mean Rank 
Intense foreign competition Small 48 49.26 
Medium 25 35.46 
Large 13 37.69 
Total 86 
a Kruskal Wallis Test 
Intense foreign competition 
Chi-Square 6.179 
df 2 
Asymp. Sig. . 046 
Table 5.24: The Kruskal Wallis H test tor negative tactors of small, medium and large 
companies 
Mann-Whitney Test: Ranks 
Company Region N Mean Rank Sum of Ranks 
The tariff burden is United Kingdom 30 27.90 837.00 
too high Kuwait 18 18.83 339.00 
Total 48 
Not responding to the United Kingdom 30 29.55 886.50 
customers' needs Kuwait 18 16.08 289.50 
Total 48 
Test Statistics(b) 
The tariff burden is too high Not responding to the customers' needs 
Mann-Whitney U 168.000 118.500 
Wilcoxon W 339.000 289.500 
Z -2.235 -3.318 
Asymp. Sig. (2-tailed) . 
025 . 
001 
Table 5.25: The Mann Whitney test for negative factors of small companies from both 
regions 
5.6.3 Companies' motivational factors 
A company's decision to initiate global market involvement may arise as a result of a variety 
of reasons and may be influenced by one or more motives. The companies' motivational 
factors could be technical improvements, success in the domestic market, a saturated 
domestic market, geographical location advantage, or any other motive. The motives could 
vary from company to company based on past experiences, the current circumstances of the 
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market, and future market trends. Indeed, the list of motives could be almost endless. 
Therefore, in this research, some motives were identified and the most important and 
common motives were selected and weighted by using Expert Choice software, as discussed 
in Chapter 3. 
The Friedman test was used to rank the most important motivational factors for small 
companies according to their mean rank. The results of the Friedman test for motivational 
factors in small-sized companies from the UK, as shown in Table 5.26, illustrate a significant 
difference for variables equal to "0". The significant difference provides support for the idea 
that the companies' motivational factors can be ordered according to their mean ranks, 
suggesting that this order did not happen by chance. Therefore, the most important 
motivational factors for small-sized companies from the UK, as illustrated in Table 5.26, are: 
"To take advantage of good business opportunities"; "To make best use of the available 
capacity of the company"; "Opportunities to increase the number of country markets and 
reduce related risks"; "Gaining economies of scale from additional orders"; and "Domestic 
success encouraging international sales". 
On the other hand, the results of the Friedman test for motivational factors of small-sized 
companies from Kuwait show a significant difference between variables equal to "0". By 
comparing the ranks of the companies' motivational factors, it appears that there was a 
difference in the importance of the statistical scores of the factors which shows that the order 
is genuine and did not happen by. chance. Therefore, the most important motivational factors 
for small-sized companies in Kuwait, as illustrated in Table 5.27, are: "To take advantage of 
good business opportunities"; "Gaining economies of scale from additional orders"; "To 
make best use of available capacity of the company"; "Opportunities to increase the number 
of country markets and reduce related risks"; and "To gain location advantage". It can be 
seen that the first four motives in both regions are the same. This indicates that small 
companies in both regions have almost the same desires and motives when international 
expansion is the issue. This gives an indicator that the motivational factors of small- 
companies could be ranked according to their importance for all regions which, in turn, might 
lead to an analysis of the motivational factors for small companies for both regions together. 
The results from the Friedman test for motivational factors of small-sized companies from 
both regions (see Table 5.28) show that there are significant differences between companies' 
motivational factors equal to "0". This significant difference strengthens the idea that the 
important motivational factors are ordered according to their mean rank, as illustrated in 
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Table 5.28. These test results are very valuable for the model proposed in this research and 
will be used in the Global Evaluation Model and Expert Choice software. 
Ranks Mean Rank 
To take advantage of good business opportunities 13.77 
To make best use of available capacity of the company 13.23 
Opportunities to increase the number of country markets and reduce related risks 12.12 
Gaining economies of scale from additional orders 11.48 
Domestic success encouraging international sales 11.62 
To gain a resource advantage (financial, technological, environmental, 
economic and manufacturing) 
10.58 
Saturated domestic market 10.18 
Offering a unique product or service 9.92 
To gain location advantage 9.77 
To improve the product / service 9.60 
To maximise profit from shorter product or service life-cycles 8.93 
Innovative capabilities will be valued in international markets 8.30 
To establish an international presence 8.50 
Utilising our brand image internationally 7.58 
To take advantage of government policy initiatives 7.07 
To defeat competitors in their markets 6.62 
To form favourable joint ventures 6.07 
To take advantage of export promotion programme 5.67 
N 30 
Chi-Square 123.794 
df 17 
Asymp. Sig. . 000 
Table 5.26: Motivational factors for the respondents from small companies in the UK 
Ranks Mean Rank 
To take advantage of good business opportunities 13.25 
Gaining economies of scale from additional orders 12.67 
To make best use of available capacity of the company 11.22 
Opportunities to increase the number of country markets and reduce related risks 11.06 
To gain location advantage 10.78 
To gain a resource advantage (financial, technological, environmental, economic 
and manufacturing) 
10.58 
To maximise profit from shorter product or service life-cycles 10.36 
Innovative capabilities will be valued in international markets 9.78 
Domestic success encouraging international sales 9.53 
Offering a unique product or service 9.50 
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Saturated domestic market 9.44 
To take advantage of export promotion programme 8.94 
To take advantage of government policy initiatives 7.86 
Utilising our brand image internationally 7.86 
To form favourable joint ventures 7.86 
To improve the product / service 7.08 
To defeat competitors in their markets 6.75 
To establish an international presence 6.47 
N 18 
Chi-Square 51.241 
df 17 
Asymp. Sig. 
. 000 
Table 5.27: Motivational factors for the respondents from small companies in Kuwait 
Ranks Mean Rank 
To take advantage of good business opportunities 13.57 
To make best use of available capacity of the company 12.48 
Gaining economies of scale from additional orders 11.93 
Opportunities to increase the number of country markets and reduce related risks 11.72 
Domestic success encouraging international sales 10.83 
To gain location advantage 10.15 
To gain a resource advantage (financial, technological, environmental, economical and manufacturing) 10.58 
Saturated domestic market 9.91 
Offering a unique product or service 9.76 
To maximise profit from shorter life-cycles product or service 9.47 
Innovative capabilities will be valued in international markets 8.85 
To improve the product / service 8.66 
To establish an international presence 7,74 
Utilising our brand image internationally 7.69 
To take advantage of government policy initiatives 7.36 
To take advantage of export promotion programme 6.90 
To form favourable joint ventures 6.74 
To defeat competitors in their markets 6.67 
N 48 
Chi-Square 154.932 
df 17 
Asymp. Sig. 
. 
000 
I able 5.28: Motivational factors for the respondents from small companies from both regions 
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The companies' motivational factors were statistically compared among the small, medium 
and large-sized companies. The results in Table 5.29 show that there is a significant 
difference equal to "0" in "Establishing an international presence" (Appendix C3). By 
inspecting the Mean Rank for the three groups, it appears that the Mean Ranks value for 
small-sized companies is equal to 34.17, whereas the Mean Ranks for medium and large- 
sized companies are close to each other (53.16 for medium-sized and 59.38 for large-sized 
companies). Therefore, it shows that small-sized companies are different from medium and 
large-sized companies regarding this variable. The results show that medium and large-sized 
companies tend to agree that this variable is more important than small-sized companies. 
In addition, a one-way ANOVA test was also used to examine the significant differences 
between the two groups. The outcome of the ANOVA test, displayed in Table 5.30, shows a 
significant difference (p-value) equal to 0.007 between small-sized companies and medium- 
sized companies (Appendix C3). It also shows a significant difference (p-value) equal to 
0.002 between small-sized companies and large-sized companies. This test indicates that 
small-sized companies are different from medium and large-sized companies with regard to 
this motivational factor ("Establishing an international presence"). This further strengthens 
the results discussed earlier. 
Also, the motivational factors for small companies in both the UK and Kuwait were analysed 
and compared. The Mann Whitney test was used to test if any significant difference exists 
between the two regions regarding motivational factors. The results in Table 5.31 show that 
there are significant differences in four variables (Appendix C3). The first significant 
difference is 0.019 in "Improving the product / service" where the mean rank for the UK is 
28.08 and the mean rank for Kuwait is 18.53. The Mean Rank shows that UK companies tend 
to agree that this variable is more important. The second significant difference is 0.038 in 
"Opportunities to increase the number of country markets and reduce related risks", where 
the mean rank for the UK is 27.53 and the Mean Rank for Kuwait is 19.44. The Mean Ranks 
also show that UK companies tend to agree that this variable is more important. The third 
significant difference is 0.017 in "Making best use of the available capacity of the company" 
where the Mean Rank for the UK is 28.02 and the mean rank for Kuwait is 18.64. The fourth 
significance difference is 0.008 in "Domestic success encouraging international sales" where 
the Mean Rank for the UK is 28.45 and the Mean Rank for Kuwait is 17.92. The Mean Ranks 
show that the UK respondents tend to agree that this variable is more important. All the 
variables that show significant differences are in favour of UK small-sized companies; this 
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could be a result of high market competition and the high numbers of competitors. In Kuwait, 
however, the number of small-sized companies is low compared to the number of small-sized 
companies in the UK market. As a result, while these motivational factors are important to 
small-sized companies in Kuwait, they are not as important as they are to the small-sized 
companies in the UK market. 
Ranks 
Company size N Mean Rank 
To establish an international presence Small 48 34.17 
Medium 25 53.16 
Large 13 59.38 
Total 86 
a Kruskal Wallis Test 
To establish an international presence 
Chi-Square 16.710 
df 2 
Asymp. Sig. . 
000 
Table 5.29: The Kruskal Wallis H test for the motivational factors of small, medium and 
large companies 
ANOVA "To establish an international presence" 
Sum of Squares df Mean Square F Sig. 
Between Groups 30.258 2 15.129 9.019 . 
000 
Within Groups 139.231 83 1.677 
Total 169.488 85 
Post Hoc Tests: Multiple Comparisons 
Dependent Variable: To establish an international presence 
Mean 
95% Confidence Interval 
(1) 
Company 
size 
(J) 
Company 
size 
Difference 
(I-J) 
Std. Error Sig. Lower 
Bound 
Upper 
Bound 
Tukey HSI) 
Small 
Medium -1.00(*) . 
32 
. 
007 -1.76 -. 24 
Large -1.46(*) . 40 . 002 -2.43 -. 50 
Medium Small 1.00(*) 
. 
32 
. 
007 
. 
24 1.76 
Large -. 46 . 
44 
. 
553 -1.52 . 
60 
Large 
Small 1.46(*) 
. 40 . 002 . 50 2.43 
Medium 
. 
46 
. 44 . 
553 -. 60 1.52 
i able J. iU: ANU VA test tor the motivational tactors of small, medium and large companies 
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Mann-Whitney Test: Ranks 
Company Region N Mean Rank Sum of Ranks 
To improve the United Kingdom 30 28.08 842.50 
product / service Kuwait 18 18.53 333.50 
Total 48 
Opportunities to United Kingdom 30 27.53 826.00 
increase the number Kuwait 18 19.44 350.00 
of country markets 
and reduce related 
risks 
Total 48 
To make best use of United Kingdom 30 28.02 840.50 
available capacity of Kuwait 18 18.64 335.50 
the company Total 48 
Domestic success United Kingdom 30 28.45 853.50 
encouraging Kuwait 18 17.92 322.50 
international sales Total 48 
Test Statistics(b) 
To improve the 
product / service 
Opportunities to increase the 
number of country markets 
and reduce related risks 
To make best use of 
available capacity of 
the company 
Domestic success 
encouraging 
international sales 
Mann-Whitney U 162.500 179.000 164.500 151.500 
Wilcoxon W 333.500 350.000 335.500 322.500 
z -2.352 -2.072 -2.394 -2.635 
Asymp. Sig. (2- 
tailed) . 
019 
. 
038 . 017 . 008 
Table 5.31: The Mann Whitney test for the motivational factors of small companies from 
both regions 
5.6.4 Market attraction factors 
The potential attraction factors are those that attract companies to select one market over 
other markets. The Friedman test was used to rank the most important market attraction 
factors for small companies in the UK. The results of the Friedman test, given in Table 5.32, 
show a significant difference between market attraction factors where the Chi square equals 
134.337, the degree of freedom (df) is equal to 20 and the significance (p-value) is equal to 
"0". By comparing the ranks of the potential markets attraction factors, it appears that there is 
a difference in importance of the statistical scores of the factors; this indicates that the order 
is genuine and did not happen by chance. Therefore, the most important potential attraction 
factors for small-sized companies in UK, as illustrated in Table 5.32, are: "Buyer's ability to 
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pay for product"; "Types and number of competitive products"; "Future trends and growth 
rate of the foreign market"; "Degree of political stability"; and "Extent of restrictions on free 
and open trade". 
Also, the results of the Friedman test in Table 5.33 show a significant difference between 
market attraction factors for small companies from Kuwait where the Chi square equals 
89.026, the degree of freedom (df) is equal to 20 and the significance (p-value) equals "0". 
By comparing the ranks of the potential markets attraction factors, it appears that there was a 
difference in importance of the statistical scores of the factors, which means that the order is 
genuine and did not happen by chance. Therefore, the most important potential attraction 
factors for small-sized companies in Kuwait, as illustrated in Table 5.33, are: "Buyer's ability 
to pay for product"; "Extent of restrictions on free and open trade"; "Preferences and 
prohibitions in the foreign country"; "Government regulations and restriction that could 
affect operations"; and the "Probability of tax relief on imports and local materials". 
It can be seen that the first market attraction factor in both regions are the same. However, the 
other market attraction factors are different, and this indicates that small companies in both 
regions have different desires and needs when international expansion is the issue. These 
results are logical because potential attraction factors relate to the selected market and these 
will change from one market to another and from one company to another; also they will 
change with environmental changes and with time. Therefore, the potential attraction factors 
need to be identified for target markets in order to be used in the proposed model in this 
research. 
Ranks Mean Rank 
Buyer's ability to pay for product 18.32 
Types and number of competitive products 15.08 
Future trends and growth rate of the foreign market 14.43 
Degree of political stability 12.48 
Extent of restrictions on free and open trade 12.37 
Cost and efficiency of transportation 11.92 
Wage level 11.47 
The probability of tax relief on imports and local materials 11.08 
Government regulations and restriction that could affect operations 11.08 
Relative skill level of labour force 10.95 
Low cost-base of resources 10.72 
Percent of business community who speak English 10.72 
Exact tariffs, import duties, and taxes assessed by the foreign country on your products 10.67 
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Preferences and prohibitions in the foreign country 10.50 
Accessibility (proximity to highways and airports) 10.12 
Education and employment level 9.30 
Financial control and freedom to move financial resources internationally 9.17 
Legislative framework to support business 8.27 
Tariffs concessions allowed by the foreign country 8.15 
Language 7.45 
Environmental controls 6.77 
N 30 
Chi-Square 134.337 
df 20 
Asymp. Sig. . 000 
Table 5.32: The market attraction factors for the respondents from small companies in the 
UK 
Ranks Mean Rank 
Buyer's ability to pay for product 16.75 
Extent of restrictions on free and open trade 14.89 
Preferences and prohibitions in the foreign country 13.83 
Government regulations and restriction that could affect operations 13.50 
The probability of tax relief on imports and local materials 12.94 
Degree of political stability 12.83 
Future trends and growth rate of the foreign market 12.69 
Types and number of competitive products 12.69 
Exact tariffs, import duties, and taxes assessed by the foreign country on your products 12.31 
Low cost-base of resources 11.31 
Wage level 11.03 
Tariffs concessions allowed by the foreign country 10.94 
Accessibility (proximity to highways and airports) 10.42 
Cost and efficiency of transportation 10.03 
Financial control and freedom to move financial resources internationally 9.42 
Legislative framework to support business 8.64 
Language 8.28 
Relative skill level of labour force 8.14 
Percent of business community who speak English 7.94 
Education and employment level 6.94 
Environmental controls 5.47 
N 18 
Chi-Square 89.026 
df 20 
Asymp. Sig. 
. 000 
I able 5.33: 1 he market attraction factors for the respondents from small companies in 
Kuwait 
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The companies' market attraction factors were statistically compared among small, medium 
and large-sized companies. The results in Table 5.34 show that significant differences in two 
factors: equal to 0.011 in "Exact tariffs, import duties and taxes assessed by the foreign 
country on products" and equal to 0.024 in "Financial control and freedom to move financial 
resources internationally" (Appendix C4). For the first factor, the result shows that there is 
significant difference between small, medium and large-sized companies. By inspecting the 
Mean Rank for the three groups, it appears that the Mean Rank values for small and medium- 
sized companies are close to each other (44.41 for small-sized companies and 50.64 for 
medium-sized companies), whereas the Mean Rank for large-sized companies is equal to 
26.42. For the second factor, the result shows that there is significant difference between 
small, medium and large-sized companies. By inspecting the Mean Rank for the three groups, 
it appears that the Mean Rank values for small and medium-sized companies are close to 
each other (40.11 for small-sized companies and 41.22 for medium-sized companies), 
whereas the Mean Rank for large-sized companies is equal to 60.38. Therefore, it shows that 
small and medium-sized companies are different from large-sized companies regarding these 
market attraction factors. 
The Mann Whitney test was used to test if any significant difference exists between the two 
regions regarding companies' market attraction factors. The results in Table 5.35 show that 
there are significant differences in three factors (Appendix C4). The first significant 
difference is 0.026 in "Preferences and prohibitions in the foreign country" where the mean 
rank for the UK is 21.13 and the mean rank for Kuwait is 30.11. The second significant 
difference is 0.034 in "Extent of restrictions on free and open trade" where the mean rank for 
the UK is 21.38 and the mean rank for Kuwait is 29.69. The third significant difference is 
0.013 in "Tariff concessions allowed by the foreign country" where the mean rank for the UK 
is 20.83 and the mean rank for Kuwait is 30.61. The Mean Rank for companies' market 
attraction factors shows that Kuwaiti companies more than UK companies tend to agree that 
these variables are important. 
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Ranks 
Company size N Mean Rank 
Exact tariffs, import duties and taxes assessed by the foreign country on Small 48 44.41 
your products Medium 25 50.64 
Large 13 26.42 
Total 86 
Financial control and freedom to move financial resources internationally Small 48 40.11 
Medium 25 41.22 
Large 13 60.38 
Total 86 
a Kruskal Wallis Test 
Exact tariffs, import duties and taxes assessed by the foreign country on your products 
Chi-Square 8.978 
Asymp. Sig. 
. 
011 
Financial control and freedom to move financial resources internationally 
Chi-Square 7.501 
Asymp. Sig. 
. 
024 
Table 5.34: The Kruskal Wallis H test for market attraction factors of small, medium and 
large-sized companies from both regions 
Mann-Whitney Test: Ranks 
Company Region N Mean Rank Sum of Ranks 
Preferences and United Kingdom 30 21.13 634.00 
prohibitions in the Kuwait 18 30.11 542.00 
foreign country Total 48 
Extent of restrictions United Kingdom 30 21.38 641.50 
on free and open trade Kuwait 18 29.69 534.50 
Total 48 
Tariff concessions United Kingdom 30 20.83 625.00 
allowed by the foreign Kuwait 18 30.61 551.00 
country Total 48 
Test Statistics(b) 
Preferences and prohibitions 
in the foreign country 
Extent of restrictions on 
free and open trade 
Tariff concessions allowed by 
the foreign country 
Mann-Whitney U 169.000 176.500 160.000 
Wilcoxon W 634.000 641.500 625.000 
Z -2.221 -2.114 -2.482 
Asymp. Sig. (2-tailed) . 026 . 034 . 013 
I able 5.35: Mann Whitney test for market attraction factors of small-sized companies for 
both regions 
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5.7 Research Questions 
This section deals with the statistical testing of each research question in order to develop, 
add to and clarify the proposed research model. Also, the research questions were examined 
in order to support the researcher's views and to ascertain the extent to which such issues 
affect the companies, both internally and externally. 
5.7.1 Research Question (One) 
Are companies with a market information (or market research) plan more likely to experience 
business success in international markets than companies without a market information (or 
market research) plan? 
Answer: This research is important to add strength to the need for and importance of using 
market information (or market research). The author in this research clearly defined the term 
market information (or market research) in the survey questions, as discussed in Section 4.2. 
Market information (market research) may not be a direct reason for success but it is a critical 
tool for gaining information about such areas as market culture, market preferences, 
perceptions and value, etc. that is needed in order to compete successfully (Zimmerman and 
Szenberg, 2000). Some companies do not use market information (market research) for a 
number of reasons such as the evaluation is too expensive or because they do not believe it 
would help, or for a variety of other reasons. This was illustrated earlier in Table 5.10. 
Therefore, the proposed model is designed to overcome some of the drawbacks of other 
models available in the literature, as discussed in Chapter 3. 
The statistical Chi square test was used to test the significance of the association between 
using a market information (market research) study for the analysis of international markets 
before entering such markets and the companies that experience success or failure in 
international markets. The results, illustrated in Table 5.36, reveal that the significant 
difference (p-value) = 0.056. This shows that the result is on the border of the significance 
level (that is, there is a marginally significant difference). This result could raise an argument 
about the significance of the relation. It could be accepted that there is a pattern and that an 
association exists between the two variables because the number of respondents is small. This 
means that the proportion of companies who used market research and enjoyed international 
success is significantly different from the proportion of companies who did not use market 
research and yet who had international success. 
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The Chi square test displayed in Table 5.37 shows that there is a pattern and an association 
between United Kingdom companies using market research for their analysis of international 
markets before entering such markets and the companies that experience success or failure in 
the international market (P-value = 0.047). This means that the proportion of UK companies 
who used market research and achieved international success is significantly different from 
the proportion of United Kingdom companies who did not use market research but achieved 
international success. 
Logic dictates that it is more likely for a company to have a better chance of success in a 
global market if the company conducts market research analysis. The results in Table 5.37 
show that there is a significant difference between the two variables: market research analysis 
of international markets and the companies that experience success or failure in an 
international market. Therefore, the logical statement is more likely to be correct. 
On the other hand, the results from Kuwait, illustrated in Table 5.38, show that there is no 
significant association between the two variables (p-value=0.142). This could be a result of 
the similarity between companies in Kuwait (about 73 %) in performing market research 
analysis inside their company. 
Crosstabs 
Do , ou consider your global operation to be a 
business success? 
"Total 
Yes No 
Did you use a market research study before Yes 34 4 38 
entering the international market? No 35 13 48 
Total 69 17 86 
Chi-Square Tests 
Pearson Chi-Square 0.056 
Table 5.36: Chi square test for the relationship between market research analysis and 
companies' international success (UK and Kuwait) 
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Crosstabs 
Do you consider your global operation to be a 
business success? 
Total 
Yes No 
Did you use a market research study before Yes 16 16 
entering the international market? No 26 7 33 
Total 42 7 49 
Chi-Square Tests 
Pearson Chi-Square 0.047 
Table 5.37: Chi square test for the relationship between market research analysis and UK 
companies' international success 
Crosstabs 
Do you consider your global operation to be a 
business success? 
Total 
Yes No 
Did you use a market research study before Yes 18 4 22 
entering the international market? No 9 6 15 
Total 27 10 37 
Chi-Square Tests 
Pearson Chi-Square 0.142 
Table 5.38: Chi square test for the relationship between market research analysis and Kuwaiti 
companies' international success 
Another question in the questionnaire that can be used to validate the respondents' answers 
relates to the usage of market research studies within the companies. This question gave the 
researcher the opportunity to carry out a validity check by enquiring about the extent of the 
usage of market research analysis within the respondents' companies in the past, now, and in 
the future. The results shown in Table 5.39 for both regions, provide a significance difference 
in the past (P-value = 0.002) and now (P-value = 0.042). These results confirm the outcomes 
from Tables 5.11,5.12 and 5.36. The results shown in Table 5.40 for UK companies illustrate 
a significant difference in the past (P-value = 0.012). These results confirm the outcomes 
from Tables 5.11 and 5.37. However, the results shown in Table 5.41 for Kuwaiti companies 
demonstrate a significant difference in the past (P-value = 0.021). These results differ from 
the outcomes shown in Table 5.38. This difference could be the result of the small numbers 
of respondents from companies in Kuwait because the p-value obtained from Table 5.38 (p- 
value = 0.142) is not far from the border of the significance level. 
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Finally, from the figures shown in the above tables, it can be seen that the proportion of the 
companies who used market research and had international success is significantly different 
from the proportion of the companies who did not use market research and had international 
Success. 
Do you consider your global operation to be a 
business success? 
N 
Mean 
Rank 
Sum of 
Ranks 
Used in the past Yes 69 47.45 3274.00 
No 17 27.47 467.00 
Total 86 
Use now Yes 69 45.96 3171.00 
No 17 33.53 570.00 
Total 86 
Test Statistics(a) 
Used in the past Use now 
Mann-Whitney U 314.000 417.000 
Wilcoxon W 467.000 570.000 
Z -3.168 -2.031 
Asymp. Sig. (2-tailed) . 
002 . 042 
Table 5.39: Mann Whitney test for the relationship between market research analysis and 
companies' international success in the past and now 
Do you consider your global operation to be a 
business success? 
N 
Mean 
Rank 
Sum of 
Ranks 
Used in the past Yes 42 26.92 1130.50 
No 7 13.50 94.50 
Total 49 
Use now Yes 42 26.33 1106.00 
No 7 17.00 119.00 
Total 49 
Test Statistics(a) 
Used in the past Use now 
Mann-Whitney U 66.500 91.000 
Wilcoxon W 94.500 119.000 
z -2.508 -1.924 
Asymp. Sig. (2-tailed) . 012 . 054 
Table 5.40: Mann Whitney test for the relationship between market research analysis and 
companies' international success in the past and now (UK companies) 
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Do you consider your global operation to be a 
business success? 
N 
Mean 
Rank 
Sum of 
Ranks 
Used in the past Yes 27 21.37 577.00 
No 10 12.60 126.00 
Total 37 
Use now Yes 27 20.76 560.50 
No 10 14.25 142.50 
Total 37 
Test Statistics(a) 
Used in the past Use now 
Mann-Whitney U 71.000 87.500 
Wilcoxon W 126.000 142.500 
L -2.313 -1.700 
Asymp. Sig. (2-tailed) . 
021 
. 089 
Table 5.41: Mann Whitney test for the relationship between market research analysis and 
companies' international success in the past and now (Kuwaiti companies) 
5.7.2 Research Question (Two) 
Are small companies who achieve global success more likely to undertake market 
information (or market research) by using external sources? 
Answer: The above research question is aimed at investigating in depth the relationship (if 
any) between the sources used to carry out market information (or market research) and 
success in the chosen international market. In order to test this research question, respondents 
were requested to indicate the sources they used to carry out the market research analysis for 
their companies. Then, the respondents' answers were categorised between two choices: 
internal and external sources. First, all types of companies were tested to see if those who 
were globally successful were more likely to undertake market information (or market 
research) by using external sources. The results illustrated in Table 5.42 reveal that there is 
no significant difference between carrying out market research analysis by using external 
sources and success in international markets (p-value = 0.360). 
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Ranks 
Who carried out the market research study for 
your company? 
N 
Mean 
Rank 
Sum of 
Ranks 
Do you consider your global Inside our company 16 10.88 174.00 
operation to be a business success? External sources 4 9.00 36.00 
Total 20 
Test Statistics(b) 
Do you consider your global operation to be a business success? 
Mann-Whitney U 26.000 
Wilcoxon W 36.000 
Z -. 916 
Asymp. Sig. (2-tailed) . 
360 
Exact Sig. [2*(1-tailed Sig. )] . 617(a) 
a Not corrected for ties. 
b Grouping Variable: Who carried out the market research study for your company? 
Table 5.42: Mann Whitney test for small companies' success and undertaking market 
research analysis 
5.7.3 Research Question (Three) 
Are small-sized companies who have carried out a market information (or market research) 
study more likely to experience success in selecting a target country than companies without 
a market information (or market research) study? 
Answer: This research question is aimed at investigating the relationship between market 
research analysis studies and success in selecting target markets. The results in Table 5.43 
show that there is a significant difference (p-value = 0.01) between conducting a market 
research study and a company's successful decision in selecting a target country. The 
outcome from this research question shows that there is a statistically significant difference 
between the scores for selecting target markets in companies who used market research 
analysis and companies who did not use market information (or market research). This is 
because market research studies is a critical tool for gaining information about aspects such 
as market culture, market preferences, perceptions and value, etc. (Zimmerman and Szenberg, 
2000). The information collected about the markets is very important to decision-makers in 
selecting the most appropriate markets for their company or product. 
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Ranks 
Did you use a market research study before 
entering the international market? 
N 
Mean 
Rank 
Sum of 
Ranks 
Do you consider your target Inside our company 20 20.50 410.00 
country selection to be a successful External sources 28 27.36 766.00 
decision? Total 48 
Test Statistics(b) 
Do you consider your target country selection to be a successful decision? 
Mann-Whitney U 200.000 
Wilcoxon W 410.000 
z -2.591 
Asymp. Sig. (2-tailed) . 
010 
a Grouping Variable: Did you use a market research study before entering the international market? 
Table 5.43: F wo independent sample tests for the relationship between carrying out market 
research analysis and the success of small companies in selecting a target market (UK and 
Kuwait) 
5.7.4 Research Question (Four) 
How dependent are small-sized companies on market information (or market research 
analysis) within both the UK and Kuwait markets? 
Answer: This research question is aimed at examining the dependency on market information 
(or market research analysis) in both regions. The extent of using market research studies was 
mentioned earlier in Table 5.8. It showed that 26.7% of small-sized companies in the UK 
used market research analysis before entering an international market, whereas about 66.7% 
of small-sized companies in Kuwait used such analysis before entering these markets. The 
high percentage of companies who used market research analysis in Kuwait could be a result 
of the perception of managers or owners regarding market information (or market research) 
studies. Table 5.9 shows that about 92% of small-sized companies in Kuwait carried out a 
market research analysis inside their own company. This indicates the extent to which a 
small-sized company carries out market research professionally by using its own resources. 
The results in Table 5.44 show that there is a statistically significant difference in using 
market research analysis (p-value = 0.007) between the scores of small-sized companies in 
the UK and Kuwait since such studies are used more in Kuwait, as illustrated in Table 5.8. 
However, an argument regarding the impact of professionalism might be considered about 
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where market research analysis is carried out. In this case, the result could be equal in both 
regions or in favour of the UK. 
Ranks 
Company 
Region 
N 
Mean 
Rank 
Sum of 
Ranks 
Did you use a market research study before entering the 
international market? 
United Kingdom 30 28.10 843.00 
Kuwait 18 18.50 333.00 
I'otal 48 
Test Statistics(a) 
Did you use a market research study before 
entering the international market? 
Mann-Whitney U 162.000 
Wilcoxon W 333.000 
z -2.693 
Asymp. Sig. (2-tailed) . 
007 
Table 5.44: Two independent sample T-tests for the signiticant clitterence in the dependence 
of small companies on market research analysis between the UK and Kuwait 
5.7.5 Research Question (Five) 
Is exporting the most favoured mode of participation and preferred type of international 
involvement to small-sized companies from both regions? 
Answer: This research question aims to examine the type of involvement in international 
markets. The types of international involvement for small-sized companies are shown in 
Table 5.7, which shows that about 74% of small companies in the UK are in favour of 
exporting while this figure is 67% for small companies in Kuwait. The results in Table 5.45 
show that there is a significant difference in exporting, joint venture and wholly owned 
subsidiaries. The significance difference (p-value) for the following international 
involvements is: 0.000 for exporting, 0.006 for joint venture and 0.002 for wholly owned 
subsidiaries. 
The results show that there is a statistically significant difference in these variables across the 
small, medium and large-sized companies. By inspecting the Mean Rank of the above 
variables for the small, medium and large companies, it appears that the Mean Rank values of 
exporting for small and medium companies are closer to each other (41.58 for small-sized 
companies and 39.72 for medium-sized companies), whereas the Mean Rank for large 
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companies has the highest score (equal to 57.85). The Mean Rank values of joint venture for 
small and medium companies are closer to each other (48.13 for small-sized companies and 
41.46 for medium-sized companies), whereas the Mean Rank for large companies is equal to 
30.35. Finally, the Mean Rank values of wholly owned subsidiaries for small and medium 
companies are closer to each other (47.31 for small-sized companies and 43.12 for medium- 
sized companies), whereas the Mean Rank for large companies is equal to 30.15. The 
outcomes presented above show that the small and medium-sized companies are statistically 
significantly different from large-sized companies in their international involvement 
especially in exporting, joint venture and wholly owned subsidiaries. 
In addition, the ANOVA test was used to examine and validate the difference between the 
three groups, as illustrated in Table 5.46. This test indicates that small and medium-sized 
companies are different from large-sized companies in regard to some types international 
involvement such as exporting, joint venture and wholly owned subsidiaries. The results in 
Table 5.46 show that small and medium-sized companies are similar in their international 
involvement but different from large-size companies. These results validate the outcomes of 
the Kruskal-Wallis Test. 
Ranks 
Company size N Mean Rank 
Small 48 41.58 
What is your company's mode of participation? Export 
Medium 25 39.72 
Large 13 57.85 
Total 86 
Small 48 43.13 
Franchising 
Medium 25 46.78 
Large 13 38.58 
Total 86 
Small 48 48.13 
Joint venture 
Medium 25 41.46 
Large 13 30.35 
Total 86 
Small 48 47.31 
Wholly owned subsidiaries 
Medium 25 43.12 
Large 13 30.15 
Total 86 
Other (manufacturing - importer) Small 48 45.81 
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Medium 25 39.90 
Large 13 41.88 
Total 86 
Test Statistics(a, b) 
Other 
What is your company's mode Joint Wholly owned 
Franchising (manufacturing - of participation? Export venture subsidiaries 
importer) 
Chi- 
15.378 3.073 10.124 12.568 3.197 
Square 
df 2 2 2 2 2 
Asymp. 
. 
000 
. 
215 . 006 . 
002 
. 
202 
Sig. 
a Kruskal Wallis Test 
b Grouping Variable: Company size 
Table 5.45: Kruskal-Wallis Test for significant differences in international involvement for 
companies 
Oneway 
ANOVA 
What is your company's mode of Sum of 
df Mean Square F Sig. 
participation? Squares 
Between 
1.736 2 . 
868 9.167 
. 000 Groups 
Export 
Within Groups 7.857 83 . 
095 
Total 9.593 85 
Between 
1.828 2 . 
914 5.611 
. 
005 
Groups 
Joint venture 
Within Groups 13.521 83 . 163 
Total 15.349 85 
Between 
1.632 2 . 816 7.201 . 001 Wholly owned Groups 
subsidiaries Within Groups 9.403 83 . 113 
Total 11.035 85 
Mult iple Comparisons 
95% Confidence 
Interval 
Dependent Variable (J) Company Mean 
Std. 
What is your company's size Difference (I- Sig. (1) Com pany Error Lower Upper 
mode of participation? J) 
size Bound Bound 
Export Tukey Small Small 
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HSD Medium . 
04 . 076 . 
836 -. 14 . 
22 
Large -. 38(*) . 096 . 001 -. 61 -. 
15 
Small -. 04 . 
076 
. 
836 -. 22 . 14 
Medium Medium 
Large -. 42(*) . 105 . 
000 -. 67 -. 17 
Small . 
38(*) 
. 
096 . 
001 . 
15 . 61 
Large Medium . 42(*) . 105 . 
000 . 17 . 67 
Large 
Small 
Small Medium . 16 . 100 . 
270 -. 08 . 39 
Large . 41(*) . 
126 . 004 . 
11 . 71 
Tukev 
Small -. 16 . 100 . 
270 -. 39 . 
08 
Joint venture y HSD 
Medium Medium 
Large . 
26 . 138 . 
153 -. 07 . 59 
Small -. 41(*) . 126 . 
004 -. 71 -. 11 
Large Medium -. 26 . 
138 . 153 -. 59 . 
07 
Large 
Small 
Small Medium . 10 . 
083 . 472 -. 10 . 30 
Large . 40(*) . 
105 . 001 . 15 . 65 
ed ll h Tuke 
Small -. 10 . 
083 
. 
472 -. 30 . 
10 
y own o W 
idiaries b 
y 
HSD 
Medium Medium 
s su Large 30(*) . 
115 
. 
028 
. 
03 
. 
58 
Small -. 40(*) . 
105 . 
001 -. 65 -. 15 
Large Medium -. 30(*) . 115 . 
028 -. 58 -. 03 
Large 
Table 5.46: One-Way ANOVA test for significant ditterences in iniernationai involvement 
for companies 
5.7.6 Research Question (Six) 
What are the success factors for the small-sized companies that have experienced business 
success in international markets? 
Answer: The Friedman test was used to rank the most important success factors for small- 
sized companies that have experienced success in international markets. The results show that 
there are statistically significant differences in the mean ranks of the small companies' 
success factors for both regions. This is indicated by a significance level of '`0". By 
comparing the ranks of the companies' success factors, it appears that there is a difference in 
the importance of the statistical scores for the factors: this indicates that the order is genuine 
and has not happened by chance. The important factors for success, according to their 
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importance, are illustrated in Table 5.47. These important factors are the most common and 
specific for successful small-sized companies (Stock et al., 2001; Ali et al., 2002; Wood, 
2001). 
Ranks Mean Rank 
Emphasis in establishing long-term relationship with clients 8.59 
Providing a quality product / service 8.41 
Strength in the quality of management 8.35 
Offering high flexibility to meet the needs of the market and customers 8.12 
Having an excellent brand name or reputation 7.74 
Expertise and know-how in technology 7.40 
Very successful distribution channels 7.26 
Extensive international experience 6.66 
Innovative capabilities 6.56 
Uniqueness of the product / service produced 6.53 
Responding very well to the international challenge 6.35 
Low manufacturing costs 4.69 
Significant effort to master the language and culture of your customers 4.34 
N 34 
Chi-Square 64.460 
Df 12 
Asymp. Sig. . 
000 
Table 5.47: The success factors for the small-sized companies that are experiencing business 
success in international markets 
5.7.7 Research Question (Seven) 
What are the negative factors for small-sized companies that have experienced business 
failure in international markets? 
Answer: The Friedman test was used to arrange the negative factors according to their mean 
rank when the significant difference was less than 0.05. The results illustrated in Table 5.48 
provide the negative factors for the small-sized companies that experienced failure in the 
global market. The results show that there is no statistically significant difference between the 
negative factors for the small-sized companies where the significance p-value equals 0.130. 
This result means that the rank order shown in Table 5.48 is not genuine and therefore cannot 
be depended upon. This result might be logical because the negative factors relate to the 
circumstances of the current market which alters with environmental changes and over time. 
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Ranks Mean Rank 
The tariff burden is too high 7.96 
Insufficient technological resources 6.85 
Lack of international experience 5.12 
Insufficient financial resources 5.85 
Lack of government assistance 4.77 
Not responding to the customers' needs 7.69 
The change is too expensive 6.62 
Insufficient attention to language and cultural barriers 7.77 
Intense foreign competition 7.46 
Wrong location 6.42 
Over-optimism about market size 5.19 
Lack of expertise 6.31 
N 13 
Chi-Square 16.312 
Df 11 
Asymp. Sig. . 130 
Table 5.48: The negative factors for the small-sized companies that are experiencing business 
failure in international markets 
5.7.8 Research Question (Eight) 
What are the success factors for the small-sized companies from the United Kingdom that 
have experienced business success in international markets? 
Answer: The Friedman test was used to rank the most important success factors for small- 
sized companies from the UK that have or are experiencing success in international markets. 
The results show that there is a statistically significant difference in the Mean Rank order of 
the success factors for the UK small-sized companies equal to "0". This significant difference 
shows that the importance order of the variables is genuine and has not happened by chance. 
The major success factors, ranked according to their importance, are illustrated in Table 5.49. 
The success factors for small-sized companies in the UK are an indicator of the ranked 
importance of the success factors that could be used in the Global Evaluation Model 
discussed earlier in Chapters 3. 
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Ranks Mean Rank 
Providing a quality product / service 8.93 
Offering high flexibility to meet the needs of the market and customers 8.55 
Expertise and know-how in technology 8.30 
Emphasis in establishing long-term relationship with clients 8.07 
Strength in the quality of management 7.68 
Having an excellent brand name or reputation 7.57 
Innovative capabilities 6.93 
Responding very well to the international challenge 6.86 
Uniqueness of the product / service produced 6.61 
Extensive international experience 6.27 
Very successful distribution channels 6.23 
Low manufacturing costs 5.07 
Significant effort to master the language and culture of your customers 3.93 
N 22 
Chi-Square 46.218 
Df 12 
Asymp. Sig. . 
000 
Table 5.49: The success factors for the UK small-sized companies that are experiencing 
business success in international markets 
5.7.9 Research Question (Nine) 
What are the negative factors for the small-sized companies in the United Kingdom that have 
experienced business failure in international markets? 
Answer: Here also the Friedman test was used to arrange the negative factors according to 
their mean rank whenever a significance difference of less than 0.05 occurred. The factors 
that have a major effect on small-sized companies from the UK are the ones close to the 
Likert code number one (major effect). The results illustrated in Table 5.50 present the 
negative factors for the small-sized companies in the UK that have experienced failure in the 
global market. The results show that there is a statistically significant difference between the 
negative factors for the UK small-sized companies, where the significance p-value equals 
0.015. This result shows that the order of the variables concerning the most influential factors 
is genuine and has not happened by chance. The most influential negative factors, ranked 
according to the severity of their affect, are illustrated in Table 5.50. These ranked negative 
factors could constitute very important information that such companies in the UK market 
need to be aware of. This result might also be used in a logical sense because the negative 
factors could be related to the circumstances of the current market. 
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Ranks Mean Rank 
Lack of international experience 3.29 
Over-optimism about market size 4.71 
Lack of expertise 4.71 
Lack of government assistance 5.57 
Insufficient financial resources 5.79 
The change is too expensive 6.14 
Intense foreign competition 6.86 
Wrong location 7.07 
Insufficient attention to language and cultural barriers 7.71 
The tariff burden is too high 8.14 
Insufficient technological resources 8.57 
Not responding to the customers' needs 9.43 
N 7 
Chi-Square 23.440 
Df II 
Asymp. Sig. . 
015 
Table 5.50: The negative factors for the small-sized companies from the UK that are 
experiencing business failure in international markets 
5.7.10 Research Question (Ten) 
What are the success factors for the small-sized companies from Kuwait that are experiencing 
or have experienced business success in international markets? 
Answer: The Friedman test results given in Table 5.51 show the success factors for the small- 
sized companies from Kuwait that have experienced success in the global market. The results 
show that there is a statistically significant difference in the Mean Rank order of the success 
factors for the Kuwaiti small-sized companies equal to "0". This significant difference shows 
that the order of importance of the variables is genuine and has not happened by chance. The 
major success factors, ranked according to their importance, are illustrated in Table 5.51. The 
success factors for small-sized companies in the Kuwait are an indicator of the ranked 
importance of the success factors that could be used in the Global Evaluation Model 
discussed earlier in Chapter 3. 
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Ranks Mean Rank 
Strength in the quality of management 9.58 
Emphasis in establishing long-term relationship with clients 9.54 
Very successful distribution channels 9.17 
Having an excellent brand name or reputation 8.04 
Providing a quality product / service 7.46 
Extensive international experience 7.38 
Offering high flexibility to meet the needs of the market and customers 7.33 
Uniqueness of the product / service produced 6.38 
Innovative capabilities 5.88 
Expertise and know-how in technology 5.75 
Responding very well to the international challenge 5.42 
Significant effort to master the language and culture of your customers 5.08 
Low manufacturing costs 4.00 
N 12 
Chi-Square 39.838 
Df 12 
Asymp. Sig. . 
000 
Table 5.51: The success factors for the small-sized companies from Kuwait that are 
experiencing business success in international markets 
5.7.11 Research Question (Eleven) 
What are the negative factors for the small-sized companies in Kuwait that have experienced 
or are experiencing business failure in international markets? 
Answer: The Friedman test results in Table 5.52 show the negative factors for the small-sized 
companies from Kuwait that are experiencing or have experienced failure in the global 
market. The results show that there is no statistically significant difference between variables 
where the significance p-value equals 0.324. This result means that the rank order shown in 
Table 5.52 is not genuine: it may have happened by chance and therefore cannot be depended 
upon. This result is logical because the negative factors relate to the current circumstances of 
the market which change alongside environmental changes and time. 
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Ranks Mean Rank 
The tariff burden is too high 7.75 
Insufficient technological resources 4.83 
Lack of international experience 7.25 
Insufficient financial resources 5.92 
Lack of government assistance 3.83 
Not responding to the customers' needs 5.67 
The change is too expensive 7.17 
Insufficient attention to language and cultural barriers 7.83 
Intense foreign competition 8.17 
Wrong location 5.67 
Over-optimism about market size 5.75 
Lack of expertise 8.17 
N 6 
Chi-Square 12.547 
Df 11 
Asymp. Sig. . 
324 
Table 5.52: The negative factors for the small-sized companies from Kuwait that are 
experiencing business failure in international markets 
5.7.12 Research Question (Twelve) 
Does the number of years doing business in international markets play any role in the 
learning process of the company, and does this increase the level of success in international 
markets of such a company? 
Answer: This research question aims to investigate the relationship between the length of 
time spent in doing business in international markets and the experience business success. 
The results in Table 5.53 show that there is a statistically significant difference (p-value = 
0.01) between success in international markets across the three groups of companies and their 
international experience in terms of years in international markets. The one-way ANOVA test 
was used to examine the differences between the four groups. 
The outcome of the ANOVA test, displayed in Table 5.54, shows that a significant difference 
exists as the years increase. For example, the statistically significant difference between 
companies with less than one year's experience and those with from one to three years' 
experience is equal to 0.723, companies with from three to ten years' experience is equal to 
0.039, and companies with more than ten years' experience is equal to 0.011. This test 
indicates that companies with less international experience are different from companies with 
more international experience with regard to the probability of their success in international 
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markets. More specifically, the results show that companies with international experience of 
more than ten years are different from companies with less than three years' experience. 
Ranks 
How much international experience does your 
company have? 
N Mean Rank 
Do you consider your global Less than one year 4 67.25 
operation to be a business success? From one to three years 10 56.50 
Between three and ten years 29 42.41 
More than ten years 43 39.00 
Total 86 
Test Statistics(a, b) 
Do you consider your global operation to be a business success? 
Chi-Square 16.351 
df 3 
Asymp. Sig. . 
001 
a Kruskal Wallis Test 
b Grouping Variable: How much international experience does your company have? 
Table 5.53: The relationship between the number of years in international markets and 
success in international markets 
Multiple Comparisons 
Dependent Variable: Do you consider your global operation to be a business success? 
Scheffe 
95% Confidence 
Interval 
(J) How much international Mean 
experience does your company Std. 
(I) How much Difference (I- Sig. 
have? Error Lower Upper 
international experience J) 
Bound Bound 
does your company have? 
Less than one year 
From one to three years . 
25 
. 
217 
. 
723 -. 37 . 
87 
Less than one year 
Between three and ten years . 58(*) . 195 . 039 . 
02 1.14 
More than ten years . 66(*) . 192 . 
011 . 11 1.20 
From one to three years Less than one year -. 25 . 
217 
. 
723 -. 87 . 
37 
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From one to three years 
Between three and ten years . 33 . 134 . 123 -. 06 . 71 
More than ten years . 41(*) . 129 . 023 . 
04 
. 
77 
Less than one year -. 58(*) . 195 . 039 -1.14 -. 02 
Between three and ten years 
From one to three years -. 33 . 134 . 123 -. 71 . 06 
Between three and ten years 
More than ten years . 08 . 088 . 846 -. 
17 . 33 
Less than one year -. 66(*) . 192 . 
011 -1.20 11 
More than ten years 
From one to three years -. 41(*) . 
129 
. 
023 -. 77 -. 04 
Between three and ten years -. 08 . 088 . 
846 -. 33 . 17 
More than ten years 
* The mean difference is significant at the . 
05 level. 
Table 5.54: One-way ANOVA test for examining the differences between the number of 
years in international markets and success in international markets 
5.8 Conclusions 
This chapter has presented the first phase of the research methodology: the framing phase. 
This phase is a very important stage for gathering knowledge about the activities and 
experiences of small-sized companies in the international markets. It will provide a strong 
background for implementing the proposed model in this research. The questionnaire and the 
samples for the study are also described. 
The questionnaire survey was carried out via e-mail while the non-parametric tests were 
conducted to validate the non-probability survey sample. The responses were cross-tabulated 
in order to examine and represent responses in terms of frequencies and percentages. Non- 
parametric tests, such as Mann-Whitney, Kruskal-Wallis, Friedman, and Chi-square tests, 
were used to determine the existence or otherwise of any statistical significance difference 
between respondents' perceptions and viewpoints of each research question. The research 
questions were examined in order to support the researcher's views and to ascertain the extent 
to which such issues affect the companies, both internally and externally. 
Other tests, such as One-Way ANOVA, were used in some research questions to indicate a 
statistical significance difference between respondents' perceptions and viewpoints and to 
determine the relationships between groups. 
All the results that presented a statistically significant difference were discussed in depth or 
were related to the literature in order to be used in the proposed Global Evaluation Model and 
to support the author's views. Significant benefits have been documented for the most 
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important influential factors that have an influence on small-sized companies in their 
practices and activities in the international markets. Such benefits include ranking the most 
important or the most influential critical factors from all those presented in this research, the 
perception and the extent of usage of market research analysis in small-sized companies, 
favourable success practices of small-sized companies, and failure practices of small-sized 
companies. All information collected and analysed in this chapter constitutes important 
knowledge that could be used to build an AHP model (see Section 3.3.3 and Figure 3.6). 
Also, the information could be used as powerful evidence regarding the best practice, 
together with approaches that are likely to end in failure, used by small-sized companies. 
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Summary 
This chapter has presented the framing phase of the research methodology that is used in this 
research. This phase is presented in order to analyse and discuss the data that the author has 
collected to understand respondents' perceptions regarding their experiences in the 
international markets. This chapter has been organised into five main sections. The first 
section provides an introduction about the procedures and techniques that were used in this 
research to evaluate and analyse the collected data. The second section deals with the 
descriptive statistical analysis of the sample in order to provides information such as the size 
and location of the companies, the companies' lines of business, the companies' experience 
in both local and international markets, and their mode of participation in international 
markets. The third section emphasises the extent of usage of market information or market 
research (the analysis of international markets) and issues related to it, such as the sources 
that carry out market research studies and the major reasons for not carrying out such 
studies. The fourth section deals with the most important internal and external influential 
factors that have an affect on the decision-making of companies in their expansion into 
international markets. Finally, the fifth section deals with statistical testing of each research 
question in order to develop and clarify the proposed research model. 
The questionnaire discussions are introduced in the next chapter. The questionnaires' 
findings in Chapter Five are discussed and analysed in order to understand the activities of 
small-sized companies when they wish to expand their businesses in international markets. 
Also, the important influential factors that have an affect on the decision-making of small- 
sized companies are discussed and identified in order to use these in building the AHP model 
(see Section 3.3.3). 
255 
Chapter 6: Questionnaire Discussion 
6.1 Introduction 
The purpose of this chapter is to discuss the research findings and to outline the results of the 
questionnaire in order to build a strong case for developing the Global Evaluation Model 
(presented in Chapter Three). This chapter will then present a discussion of the results, 
analysed in Chapter Five, that are used in the Global Evaluation Model. 
6.2 Background 
As stated in earlier chapters, the main objective of this research is to develop a clear 
technique and a model framework to help decision makers in small-sized companies to 
evaluate the possibility of expanding into international markets; it also seeks to discover 
appropriate procedures to achieve the change. 
The author has undertaken different approaches to achieve the objectives of this research 
(presented in Chapter One). These include designing a questionnaire, proposing a framework 
model, identifying related theories and approaches, and designing a methodology that 
outlines the research investigations. 
The research methodology was divided into two phases: the framing phase and the Global 
Evaluation Model phase. The framing phase was conducted by using an e-mail questionnaire, 
the questionnaire data being analysed and presented in Chapter Five. The questionnaire was 
designed in order to provide an understanding about the practices of small-sized companies in 
international markets. It was also designed to help in understanding how small-sized 
companies conduct their expansion decisions. The knowledge that was gathered and analysed 
in Chapter Five may reveal that a decision support model to aid owners / senior managers of 
small-sized companies in their expansion decisions is needed, or at least would help in 
evaluating and exploring their decisions more practically. 
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6.3 Summary of the relevant findings from literature 
From the literature survey in Chapter Two, it is evident that small-sized companies are afraid 
of entering international markets because of the associated risks, such as the high cost of the 
change and insufficient knowledge about other factors, as pointed out in Section 2.3.2 and 
Section 2.3.3. Also, small sized companies often do not use market information (or market 
research analysis) before entering international markets because such analysis is a skilled 
activity and is mainly adopted by medium and large-sized companies because they have the 
necessary resources; they also tend to be planners. Small-sized companies, however, find it 
difficult to adopt a formal market research study or any process to evaluate international 
markets because their resources and skills are limited (Section 2.2.2). 
The literature also revealed that the owners / managers of small-sized companies are very 
important key players in the decision-making process. Indeed, it is often considered that 
decisions of this type are actually their personal decisions, as outlined in Section 2.3.1. 
There are many internationalisation models that have been developed to aid management in 
the evaluation processes necessary before making the decision to expand internationally. 
However, most of the efforts that have been developed, as mentioned in Section 2.5.1, were 
often complicated or designed to be explanatory models. So, owners and managers of small 
companies need clear procedures to follow if the decision to "go global" is ultimately to be 
made by them. The data and knowledge gathered in Chapter Five were very important in 
providing a necessary insight into the evaluation processes of the proposed model in this 
research. 
6.4 Respondents' characteristics and the credibility of the sources 
This section discusses the respondents' personal backgrounds and companies' experience and 
so the data collected in Section 5.4.1 describes the personal backgrounds of the respondents. 
Table 5.3 shows that almost all the respondents were owners and senior managers: the 
certainty about this background comes from the author's assurance since the questionnaire 
was sent to the company email for the owner and/or senior manager; this was described in 
Section 5.2. This procedure provides credibility about the source and the quality of the 
information and also increased the probability that the questionnaire would be answered by 
owners and senior managers of the companies. In this research, it was of paramount 
importance that the views and experiences of the owners and senior management were 
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collected because they are so often the decision makers (Lloyd-Reason and Mughan, 2002), 
as mentioned in Section 2.3.1. 
Data concerning companies' international experience, illustrated in Figure 5.4 of Section 
5.4.5, show that 84 % of respondent companies from both the United Kingdom and Kuwait 
have international experience. This information also shows that the data collected from the 
questionnaires came from respondents who had experience in international markets. 
6.5 Market information (market research analysis) 
The data shown in Table 5.8 presented the usage of market research by companies in the 
United Kingdom and Kuwait. The figures in Table 5.8 indicate that 26.7 % of small-sized 
companies in the United Kingdom carry out market information (or market research analysis) 
before deciding to expand into international markets while Table 5.9 shows that 62.5 % of 
this market research studies was carried out inside the companies and 25 % was done by 
private consultants. These figures indicate an agreement with what was mentioned in the 
literature survey chapter (Section 2.2.2): that small companies do not have the skills or the 
resources to perform such a process. 
On the other hand, Table 5.8 shows that 66.7 % of small-sized companies from Kuwait carry 
out market research analysis before expanding to international markets, with 91.7 % of their 
market research studies being prepared inside their companies. This finding contrasts with the 
extent of the usage of market research analysis on the part of small-sized companies as 
mentioned in the literature (section 2.2.2), which was mainly adopted by medium and large- 
sized companies. 
6.6 The relationship between market information (or market research) 
and business success 
Conducting market information or market research may be an important reason for success 
but small-sized companies often do not carry out market research analysis, as discussed in 
Section 2.2.2 and shown in Table 5.10. The major reasons for not carrying out market 
research (or market research) by small sized companies in the United Kingdom are: "a 
decision by the managers" (25 %) and "do not believe that it could help" (25 %), whereas for 
small-sized companies in Kuwait the reasons given were: "do not know how to do it" (33.3 
%), "a decision by the managers" (22.2 %) and "do not believe that it could help" (22.2 %). 
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The test in Section 5.7.1 examines if an association exists between success in international 
markets and performing market research analysis before entering international markets. In 
Table 5.35, it shows that there is a marginally significant difference of 0.056. An association 
is also shown in Table 5.36 for United Kingdom companies. However, the results in Table 
5.37 did not show an association between global success and market research preparation, 
and this could be a result of the percentage of companies performing in-house market 
research analysis studies. 
Therefore, the findings indicate that companies are likely to benefit from performing market 
information or market research analysis when the skills and resources are available. Also, 
such analysis could lead to a lessening of the risk of making inappropriate decisions by the 
owner and the senior managers of the companies; at the very least it might help them to 
explore and discover further knowledge that would assist them in making better decisions. 
Section 5.7.3 investigated if those small-sized companies that carried out market information 
(or market research analysis) experienced greater success in selecting target markets than 
those who did not. Table 5.42 shows that there is a significant difference of 0.01, which 
suggests a relation between conducting market research analysis and selecting suitable target 
markets, because market research provides knowledge that will help companies to gain 
international market information in order to evaluate business opportunities (Zimmerman and 
Szenberg, 2000). 
The results discussed in this section provide an insight about the importance of market 
research studies and suggest that such studies could aid owners and senior managers of small- 
sized companies to develop and better understand other markets. According to the test carried 
out in this research, success in international markets and success in selecting target markets 
are associated with adopting market research studies. However, cost and the availability of 
the necessary skills are the reasons that prevent small companies from adopting market 
information and market research analysis. The evidence (see section 2.3.2) indicates that a 
market information and market research analysis technique that is affordable and easy to 
implement will be a great value for small companies. Therefore, the finding noted in this 
section indicates the importance of developing a support tool and/or the importance of 
obtaining assistance from external sources such as banks and government agencies that could 
help decision makers in small companies with their decisions when it is necessary to evaluate 
opportunities in international markets. 
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The findings from the statistical analysis also may indicate the importance of decision 
assistance tools. Therefore, the Global Evaluation Model that was proposed in Chapter Three 
is important and could have a positive affect on the practices of small-sized companies as 
long as the procedures are clear, easy to implement, and do not put pressure on companies' 
budgets. 
6.7 Small-sized companies' mode of participation 
In the literature survey chapter, many internationalisation models were identified and 
examined in Section 2.5.1. Some of the models that were discussed focused on studying the 
"how" of the internationalisation processes, that is, which form or mode of participation 
would be chosen by the company. Also, Galbraith (2000), in Section 2.5.1.3 (b), emphasised 
that the mode of participation in the local economy is divided into five levels, as illustrated in 
Table 2.8 (see Chapter Two). As defined by these five levels of international involvement, 
small-sized companies only fit in the first three levels. 
Table 5.44 shows that there is a significant difference between the types of company and the 
most preferred type of international involvement. Significant differences were found for 
exporting, joint venture, and wholly owned subsidiaries. Table 5.7 shows that small-sized 
companies from both regions (the United Kingdom and Kuwait) use exporting as their major 
form of international involvement. Exporting is considered, according to Galbraith (2000), as 
the simplest level of international involvement. It is also a low cost involvement with the 
lowest level of risk. This could be used as a way to study the market more practically when 
the owner / manager of the small company take exporting as an appropriate expansion 
decision and, if the owner / manager decision is wrong, opportunities and, alongside them, 
large profits may be missed. 
6.8 The most important influential factors for small-sized companies 
There are many influential factors that previous studies have pointed out and evaluated 
(Section 2.3.1, Section 2.3.2 and Section 2.5.1) but these factors may change alongside the 
frequent political and cultural changes, for example, that happen in the world. So, one 
important characteristic of the questionnaire was to provide all the important influential 
factors that have an effect on the decision making of small-sized companies in their 
expansion decisions. These factors were then used by the author to set a general alternative 
weighting system for use whenever a decision needs to be made. This general alternative 
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weighting system is employed in Stage Three of the proposed model. (This is presented in 
Section 3.3. ) 
Moreover, the benefits of the questionnaire do not stop at this, since it also provides 
knowledge about the practices of small-sized companies in international markets. This 
knowledge provides guidance in solving problems when these are encountered in the process 
of implementing the stages of the Global Evaluation Model, such as when the effectiveness 
of the company systems are diagnosed by implementing the Viplan method. 
6.8.1 Companies' success factors 
The results shown in Table 5.14 rank the most important success factors that help United 
Kingdom small-sized companies in succeeding and competing effectively in international 
markets, while Table 5.49 shows the success factors for just only the small-sized companies 
that are experiencing success in the international markets. The outcomes from Table 5.14 and 
Table 5.48 were ranked according to the mean ranks: the ranking of the factors are the same 
in both tables. 
On the other hand, the results shown in Table 5.15 rank the most important success factors 
that help small-sized companies from Kuwait and Table 5.51 shows the success factors for 
just only the small-sized companies that are experiencing success in the international 
markets. The outcomes from Table 5.15 and Table 5.50 were ranked according to the mean 
ranks and the results here too are almost the same, with the exception that the first success 
factors switch places with the factors placed second with a difference in 0.04 in the mean 
rank. The first five success factors for small-sized companies are the same, as illustrated in 
Table 5.15 and Table 5.50. 
By comparing the companies' success factors between the two regions, the outcomes show 
that success factors are different. This difference could be a result of environmental and 
cultural influences but this demonstrates, therefore, that success factors cannot be generalised 
for both regions' companies because these constitute a combination of the capability of the 
company and the market needs. Moreover, the Kruskal Wallis H test was used in Table 5.17 
to identify those success factors that are significantly different in terms of company size. The 
outcomes from Table 5.17 show that "significant effort to master the language and culture of 
your customer" has a significant difference of 0.011 between small, medium and large-sized 
companies. By comparing the ranks, it can be seen that this factor works in favour of large- 
sized companies and is considered as a strength by large companies. The author is of the 
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opinion that this factor could help other types of company in their international business and 
would cite the example of what happened with the Clamonta Engineering Company in its 
business in the Spanish market (Interview with Alan Wheeler, 2002 see Appendix A). The 
Clamonta Engineering Company had an unfortunate experience when dealing with the 
Spanish aerospace industry market because only a few of their personnel spoke adequate 
English while their British counterparts did not have sufficient skills to master the Spanish 
language. At that time, the government of Spain offered substantial financial support to the 
company because they did not have an extensive aerospace industry. As a result of the 
problems they encountered, the Clamonta company thus missed an opportunity in the Spanish 
market and now, the government in Spain has decided to support only local companies. 
Also, the influential success factors can be used as an indicator of the most influential success 
factors (see Sections 3.3.3.1 and 5.6.1) that need to be evaluated. The author therefore used 
these factors in the Expert Choice software (see Section 2.5.2) and the Global Evaluation 
Model (presented in Chapter Three). However, the factors needed to be weighted according 
to the current circumstances of each case. 
6.8.2 Companies' negative factors 
Table 5.21 illustrates the companies' negative factors that caused most of the small-sized 
companies from the United Kingdom to fail in international markets or those that might cause 
failure in the future. The manager's level of satisfaction with the company's performance was 
used to measure business failure (see Section 4.2). It shows a significant difference of 0.004; 
the major negative factors (illustrated in Table 5.21) are arranged according to mean ranks. 
However, Table 5.49 illustrates the companies' negative factors for small-sized companies 
from the United Kingdom that had experienced failure before in international markets. It 
shows that there is a significant difference of 0.015 when the major negative factors are 
arranged according to mean ranks, as illustrated in Table 5.49. By comparing the figures in 
Table 5.21 and Table 5.49, it can be seen that the factor rankings are different. The author 
concludes that the companies' negative factors were different because these are related to the 
current circumstances of the company and the market. The same judgement applies to the 
negative factors for small-sized companies from Kuwait (presented in Tables 5.22 and 5.52). 
Figure 5.9 illustrates that 39 % of the respondents from small-sized companies in Kuwait 
experience failure in international markets as a result of the negative factors already 
mentioned, whereas 17 % of the respondents from small companies in the UK experienced 
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failure in international markets as a result of these factors. Therefore, these factors can be 
used as an indicator of the most influential negative factors for the selected regions. Finally, 
the ranked negative factors for each region could constitute very important information that 
such companies in the UK market need to be aware of. 
6.8.3 Companies' motivational factors 
Table 5.25 illustrates the results of the motivational factors that initiate global market 
involvement for small-sized companies in the United Kingdom. It shows that there is a 
significant difference of "0" with the most important motivational factors being arranged 
according to mean ranks. These are illustrated in Table 5.26 while Table 5.27 illustrates the 
motivational factors for small-sized companies from Kuwait. This shows a significant 
difference of "0". By comparing the results from the two tables, it can be seen that the first 
four important factors are roughly the same. This indicates that small-sized companies in both 
regions have almost the same motives as far as expansion to international markets is 
concerned. Because the Expert Choice software allows only a maximum of nine alternatives 
and these motivational factors are in excess of nine, the author decided to use the statistical 
test for small-sized companies from both regions together, as illustrated in Table 5.28. The 
results show a significant difference of "0", the most important factors being ranked 
according to their mean ranks. The author took the first nine factors illustrated in Table 5.28 
in order to use these in the proposed model in this research. 
Another important finding about the difference between small, medium and large-sized 
companies is that the results shown in Table 5.29 indicate a significant difference of "0" in 
the motivational factor "Establishing an international presence". According to the mean ranks 
of the Kruskal Wallis H test (Table 5.29) and the ANOVA test (Table 5.30), medium and 
large-sized companies tend to agree that this factor is more important than small-sized 
companies. 
6.8.4 Market attraction factors 
The results of Table 5.32 shows that there is significant difference of "0" between the market 
attraction factors for small-sized companies from the United Kingdom. Table 5.33 illustrates 
there is also a significant difference of "0" between the market attraction factors for small- 
sized companies from Kuwait. By comparing Table 5.32 and Table 5.33, it can be seen that 
the potential attraction factors that attract small-sized companies from both regions are not in 
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the same ranking order except for the first factor: "Buyer's ability to buy for product". This 
result indicates that potential market attraction factors vary between markets and between 
companies' needs. Therefore, the factors will be used and weighted according to the current 
situation of each company. 
Another important result about the difference between small, medium and large-sized 
companies in reference to the potential factors that attract companies to international markets 
is that the results shown in Table 5.34 indicate a significant difference for two factors: the 
first factor is "Exact tariffs, import duties and taxes assessed by the foreign country on 
products" with a p-value equal to "0.011" and the second factor is "Financial control and 
freedom to move financial resources internationally" with a p-value equal to "0.024". 
According to the mean ranks of the Kruskal Wallis H test (Table 5.34), small and medium- 
sized companies tend to agree that the first factor is more important than large-sized 
companies, whereas there tends to be agreement that the second factors are more important to 
large-sized companies than to small and medium-sized companies. 
6.9 The research proposed model 
The Global Evaluation model stages (see Figure 3.6 and Section 3.3) have been influenced by 
the results described in Chapter Five because each model stage has its own requirements for 
data. Stages One, Two and Four required general information about the activities and 
practices of small-sized companies when they wish to take their businesses into international 
markets. These data would explore interpretations and understanding when a specific 
company is being evaluated. Stage Three of the proposed model requires data such as the 
most important motivational factors, success factors and market attraction factors for the 
companies in order to evaluate their decision-making processes (see Section 3.3.3). The list 
of these influential factors could be almost endless and then it would be very difficult to 
perform the model analysis required in Stage Three. However, by using the Freidman test, 
these factors can be prioritised according to their mean ranks and then the most important 
ones can be selected from each region (see Sections 5.6.3,5.6.4,5.7.8 and 5.7.10). 
The data collected and identified were important in understanding the way small-sized 
companies practise their business. The collected data provide information that could be used 
in determining the knowledge needed for the model stages. 
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6.10 Conclusions 
The findings presented in this chapter indicate that successful companies put greater 
emphasis on market research studies as a factor of success in international markets. The 
literature indicates that small-sized companies find market research studies difficult to 
implement as a result of the resources or costs required to carry out such analyses. These 
results were confirmed when analysing why small-sized companies from the United 
Kingdom did not prepare a market research study but such a result might be explained by the 
response from decision makers in those companies, that this was "a decision made by the 
managers". 
On the other hand, small-sized companies in Kuwait illustrated a different perspective. The 
results showed that the small-sized companies often prepare a market research study using its 
own company's resources and skills, but the failure rate was high. The author makes the 
judgement that this could be a result of the perception of owners and managers of those 
companies about market research studies; sometimes this could just mean a plan and 
evaluation in the owner's head, carried out without skill, resources, time or effort. 
The findings of the statistical tests show that there is a relationship between carrying out 
market research (or analysis of international market) (see Appendix B4 question 4) and 
achieving success in both selecting target markets and in succeeding in the international 
markets. The concerns expressed in the literature about why small-sized companies avoid 
carrying out market research studies could be changed by proposing a framework model that 
is easy to implement and which does not put pressure on company budgets. 
The design of the questionnaire was explained in Section 4.4. However, the responses to the 
questionnaire showed that using the email questionnaire is a very risky method to adopt. This 
was shown when many respondents asked where I had obtained their email address from, 
who I was, why I chose them, etc. Even though I made considerable efforts to send them a 
link to my Internet homepage and an advance letter about my research, all the same, many 
respondents were worried or felt threatened because they were not able to see me. 
Also, the survey company's email questionnaire had a poor design format, especially in terms 
of the font size and the design of the rows and columns. These features caused the 
questionnaire to look very lengthy. This is another feature that influences the participation of 
respondents; many respondents quit after a few questions because the poor design of the 
email questionnaire forced the author to extend the questionnaire over many pages. The 
questionnaire results showed that many respondents stopped and gave up after a certain 
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number of pages. This could have been because they compared the number of questions with 
their overall progress through the message and then, because they might have felt that it 
would take a lot of time to run through all the questionnaire questions, they stopped. 
Incomplete questionnaires were not counted. 
Although the use of the Internet as a questionnaire design and data collection method is 
increasing in popularity as a result of the reasons mentioned in Section 4.4.3, there are still 
some problems to be solved, particularly concerning the characteristics of the questionnaire's 
design format, as demonstrated by the respondents' results. However, this thesis gained many 
advantages from using an Internet email questionnaire in other important ways, such as its 
fast delivery, tracking respondents, analysis features, design colours, etc. Nonetheless, it 
might have been useful for the author to search for another survey host company that offered 
a better design format or for the questionnaire's layout to have been better designed because 
this could have helped in increasing the probability of getting more responses and more 
useable comments. 
Also, it could be useful for the Internet email questionnaire to be divided into two or three 
separate questionnaires according to the respondents' answers in order to shorten the overall 
length of the questionnaire and to help increase the response rate. However, this would not 
help in solving the worries of respondents about computer viruses and could, at the same 
time, increase the probabilities of other new problems such as losing some respondents 
because of the long commitment of participating in more than one questionnaire. Also, it 
could decrease the probability of getting more respondents because a respondent would not 
be counted if the respondent participated in one questionnaire but did not participate in the 
second. 
I am confident, based upon the literature survey and other sources such as the interview with 
Mr. Alan Wheeler of the Clamonta Engineering Company (see Appendix A), that the group 
sample that has been obtained in this study is reasonably representative. However, for further 
work in this area, it might be better to add more questions about, for example, the decision- 
making process inside the company, the stakeholders in the company, interveners, pressure 
groups, influencers and victims, and who in the company reads opportunities markets and 
threats. These questions will be taken into consideration in the second phase of the proposed 
model at a later stage. 
The proposed model in this research could help decision makers of small-sized companies in 
many ways such as by evaluating the companies' needs, exploring literature theory and 
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methods, evaluating target markets, diagnosing companies' capabilities, and designing the 
companies' structure. The model will support the decisions of owners / managers by 
exploring all the information that has an influence on or relates to the company or the 
markets. 
However, the model consists of five stages and each stage depends on many factors. The data 
collected in the questionnaire will help the author to gain knowledge about the practices of 
small-sized companies and the most important influential factors that have an effect on their 
performance and activities. The most important influential factors will be selected based upon 
the statistical results from Chapter Five in order to use these in the stages of the Global 
Evaluation Model. 
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Summary 
This chapter presents the research findings from the statistical analysis of the questionnaire 
in order to build evidence concerning the importance of developing a decision tool to help 
owners / managers of small-sized companies in their expansion decisions. 
At the beginning of the chapter, the types of information revealed in the literature and which 
need to be investigated are provided The importance of market information or market 
research studies, and influential factors regarding both the market and the companies were 
statistically examined in term of feasibility and need Then, the importance of developing a 
decision-support model that would provide knowledge support for the decision makers in 
small-sized companies was defined Finally, a questionnaire was used to identify the most 
important influential factors that will be used in the proposed model (the Global Evaluation 
Model). The statistical analysis findings of the questionnaire would identify the variables to 
be used in the next chapter (Global Evaluation Model), especially in the evaluation section of 
the Expert Choice software mentioned in Section 3.3.3. 
The Global Evaluation Model is introduced in the next chapter. This chapter starts by 
outlining gaps where more information and measurements are needed After this, the 
information required for the proposed model is investigated in order to determine the 
knowledge gaps in the model framework. Then, the Viable System Model (Viplan method) is 
applied to the selected types of small-sized company as a diagnostic tool. Finally, a proposed 
procedure of how to evaluate small-sized companies by using the Global Evaluation Model is 
outlined 
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Chapter 7: Phase Two: The Global 
Evaluation Model 
7.1 Introduction 
The scope and boundaries of this research are very broad and there are many influential 
factors that shape organisations or their markets. At the same time, the theories and models 
that have previously been developed by researchers cannot completely solve the problems of 
small-sized companies, even though they might help to solve certain very specific problems 
at a particular point in time. The author of this research has built a framework procedure for 
companies to follow in order to evaluate and maintain their international decisions and to 
construct their businesses in the international markets. However, in order to understand an 
organisation's desire to go global, certain theories and strategies from the literature have been 
selected and considered in this research. These approaches include: Galbraith's level of 
international development, Miller's Four Trajectories, Mintzberg's Pentagon of Forces and 
Forms, and the approach of Miles and Snow. Certain other organisational theories could not 
be evaluated and then incorporated into this research for a number of reasons. These are 
offered below: 
1. It is difficult thoroughly to examine and evaluate the vast amount of organisational 
theories available in the literature. 
2. The theories and strategies that have been selected in this research are well-established 
and well-researched theories. 
3. This research and the proposed model are not restricted or closed to new ideas so other 
theories could be considered at a later date. 
4. There is a vast amount of data available in the research literature in the global domain but 
the boundaries of the research framework are hard to determine. 
This chapter is organised as follows: first, it reviews the proposed model (see Figure 3.6) and 
introduces gaps in the research that need more information and measurement. Then, the 
information from the literature survey chapter required for the model is investigated, together 
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with the questionnaire results and discussions from Chapters Five and Six, in order to 
integrate these into the model framework. Finally, conclusions are drawn about the viability 
of using the proposed model technique and procedure in the activities of small-sized 
companies. 
7.2 The Global Evaluation Model 
The proposed model in this research (presented in Figure 3.6) is a five-stage model that has 
been developed in order to provide a clear procedure to aid small-sized companies in making 
international decisions and in constructing and arranging their businesses in the global 
markets. Each model stage has its own data requirements. The literature review chapter 
provides some of the information needed for the model, whereas more information and 
measurements are still needed for the proposed model in order to fill the knowledge gaps. 
Therefore, this chapter was necessary in order to define the information and data that were 
needed to represent the model in its general form. The model stages that required further 
information are explained in detail below. 
7.2.1 Stage Three: Evaluation stage 
This section presents the relevance of the questionnaire results to the proposed model. The 
results of the questionnaire, as illustrated in Chapter Five and discussed in Chapter Six, were 
important in providing an understanding about the practices of small-sized companies in 
international markets. They were also important in providing an insight into and 
understanding of how small-sized companies conduct their expansion decisions. The 
knowledge that was gathered and analysed in Chapter Five showed that owners/senior 
managers of small-sized companies might need assistance in taking decisions to expand. 
Also, the questionnaire results help in obtaining the influential factors that will be used in 
forming the AHP model, as discussed earlier in Section 3.3.3.1. 
The general AHP model presented in Section 3.3.3.1 was designed as a hierarchical structure, 
as shown in Figure 2.15. According to the structural hierarchy presented in Figure 3.10, the 
author's proposed AHP model is divided into two sequence goals: the first goal is whether or 
not to expand the business into the international markets, and the second goal is to find the 
most appropriate market. Each goal has its own requirement of influential factors which are 
called the objectives. Each objective has many sub-objectives. These sub-objectives (or 
influential factor elements) were tested and identified in Chapter Five; they were also tested 
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and prioritised according to their importance to the company's performance. The priority 
arrangements were made according to the mean ranks of each element. This arrangement 
could help in weighting each variable when weighting the sub-objectives of the AHP model. 
First of all, there is no one "correct" model for a decision. According to Thomas L. Saaty, 
creator of the Analytic Hierarchy Process (AHP): `Individuals informed about a particular 
problem may structure it hierarchically or somewhat differently, but if their judgments are 
similar, their overall answers tend to be similar' (see Section 2.5.2). For Goal 1 in the AHP 
model, the objectives were the motivational factors and companies' success factors, the sub- 
objectives were the elements of the motivational factors and companies' success factors, and 
the alternatives were global or local markets. 
In this research, two regions were used, the United Kingdom and Kuwait. In Section 5.6.3, 
the motivational factors for small-sized companies from the United Kingdom are illustrated 
in Table 5.26 while Table 5.27 illustrates the motivational factors for small-sized companies 
from Kuwait. The result of comparing the two tables indicates that small-sized companies in 
both regions have almost the same motives, as discussed in Section 6.8.3 and therefore Table 
5.28 could be used for both regions. 
The companies' success factors that are needed for Goal 1 of the AHP model (see Figure 
3.10) are illustrated in Table 5.49 for small-sized companies in the United Kingdom that have 
experienced business success in international markets while the companies' success factors 
for small-sized companies from Kuwait that have experienced business success in 
international markets are illustrated in Table 5.51. Both results show a significant difference 
p-value lower than 0.05 so the factors can be ordered according to their mean ranks, 
suggesting that this order of importance is genuine and has not happened by chance, as 
discussed in Sections 5.7.8,5.7.10 and 6.8.1. The AHP model for Goal 1 is illustrated in 
Figure 7.1. 
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Whether or not to expand the business Goal into the international markets Alternatives 
Stay local 
Objectives Motivational Success OR 
factors factors 
Go global 
Sub-objectives Table 5.28 for both regions Table 5.49 for 
UK companies 
Table 5.51 for 
Kuwaiti companies 
Figure 7.1: The AHP model for Goal 1 
According to the structural hierarchy presented in Figure 3.10 for Goal 2 in the AHP model, 
the objectives were the motivational factors and market attraction factors, the sub-objectives 
were the elements of the motivational factors and market attraction factors, and the 
alternatives are the location of the most appropriate market. 
The motivational factors for both regions are illustrated in Table 5.28, as discussed earlier in 
this section. The market attraction factors that are needed for Goal 2 of the AHP model (see 
Figure 3.10) are illustrated in Table 5.32 for small-sized companies in the United Kingdom 
while the market attraction factors for small-sized companies from Kuwait are illustrated in 
Table 5.33. Both results show a significant difference with a p-value lower than 0.05. 
Therefore, the factors can be ordered according to their mean ranks, suggesting that this order 
of importance is genuine and has not happened by chance, as discussed in Sections 5.6.4 and 
6.8.4. The AHP model for Goal 2 is illustrated in Figure 7.2. 
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Goal 
where is the most appropriate market? Alternatives 
Market (1) 
Motivational Market attraction 
Market (2) 
Objectives factors factors 
II 
Table 5.32 for 
Sub-objectives Table 5.28 for UK companies Market (n) both regions 
Table 5.33 for 
Kuwaiti companies 
Figure 7.2: The AHP model for Goal 2 
The elements of the sub-objectives that are used in both goals of the AHP model are very 
important because such elements are likely to be numerous and may vary among different 
companies and owners/managers. The list of elements could be almost endless, or at least be 
very long. This could make the AHP model pairwise comparison impossible to evaluate (see 
Section 3.3.3.2). Therefore, the questionnaire results provided two main categories of data: 
the most important influential factors that are needed for building an AHP model and the 
ranking order for those factors. This ranking order could be helpful when an evaluator from 
an external source is using the decision support software. 
7.2.2 General information for understanding companies' practices 
The data collected in Chapter Five and discussed in Chapter Six provide important 
information regarding the activities and experiences of small-sized companies in the 
international markets. This could be very important in Stage One of the proposed model 
offering such information as the extent of the use of market information and market research 
by small-sized companies, as discussed in Section 6.6. Also, there are many influential 
factors that previous literature studies have pointed out and evaluated (see Sections 2.3 and 
2.5.1) but these factors may change alongside frequent political and cultural changes. 
Therefore, the questionnaire results constituted the collection of data to provide all the 
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important influential factors that have an effect on the decision making of small-sized 
companies in their international expansion decisions. These influential factors offer help in 
providing an understanding of companies' actions and experiences when facing real global 
challenges, such as success factors for those companies that experience international business 
success in the United Kingdom and Kuwait, as discussed in Section 5.7.8 and 5.7.10. 
Negative factors (failure factors) are also important for the small-sized companies from the 
United Kingdom and Kuwait that are experiencing or have experienced failure in the global 
market. The identified negative factors for each region, as examined and discussed in 
Sections 5.7.9,5.7.11 and 6.8.2, could constitute very important information that such 
companies in the UK market need to be aware of. This result might also be used in a logical 
sense because the negative factors could be related to the circumstances of the current 
market. Finally, the data that are presented in this section help in providing an understanding 
about companies' actions and experiences when facing real global challenges. The data 
obtained also enabled the researcher to draw up a big picture of the factors that influence 
fines both negatively and positively. 
7.2.3 Viable System Model 
Beer's Viable System Model (VSM) is an effective tool for use in understanding a company's 
behaviour since it can be used to link the company with the environment more effectively 
(Espejo et al., 1999). The VSM has often been regarded as a powerful modelling tool, but one 
that is difficult to use in practice (Espejo et al., 1999). Therefore, Viplan software (Espejo, 
1989) has been developed over many years of VSM application and used as an aid to learning 
about Beer's Viable System Model (VSM) and its applications. The proposed model of this 
research was intended to introduce a support tool that would help decision-makers in small- 
sized companies to evaluate alternatives and also to evaluate the company's viability in 
taking such a step (see Section 1.2). Stage Four of the proposed model concerns the 
implementation of the Viplan method (VSM) on the evaluated case company (see Section 
3.3.4). The Viplan method offers a methodology to absorb different aspects of complexity 
(Espejo et al., 1999). 
A company needs to consider the complexity of the outside environment and how to 
introduce its strength appropriately in order to manage this complexity. Otherwise, the 
outside environment cannot be handled effectively because it will be driven by the market's 
complexity. Therefore, the outcomes of Chapters Five and Six are important in drawing the 
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picture of the practices of small-sized companies in the markets of the selected regions. The 
findings provide information regarding the links between small-sized companies and the 
external environment, such as how competitive the intelligence system is (see Section 2.7.1) 
in small-sized companies (see Sections 6.5. and 6.6). Finally, the questionnaire results and 
discussion provide general knowledge for understanding how small-sized companies 
communicate with the external environment and how they practice their business 
internationally. This information will be helpful in understanding how to set up the system of 
VSM (see Section 2.7) and how to implement the Viplan method (see Section 3.3.4.1). 
7.2.3.1 Linking the Viable System Model (VSM) to small-sized companies 
Stage Four (the Viplan method stage), as illustrated in Figure 3.6, will be linked to the 
proposed small-sized companies (see Sections 2.3.3. and 3.3.2) in order to investigate the 
relevant information and to simplify the model frameworks. In this section, a proposed 
procedure for implementing the Viplan method for the proposed types of small-sized 
company is presented. 
Viable System Model (VSM) is a diagnostic tool that was introduced (see the discussion in 
Section 2.6) because it is a less human orientated approach (Jackson, 1988) that offers 
managers and practitioners a deep understanding through systematic analysis and Beer's 
ideas on organisational structure and information channels (Fei et al., 2002). It is a powerful 
tool and background model for the more detailed work of implementing change (Espejo et al., 
1999; Gao et al., 2002); it also helps in understanding and diagnosing the company's 
behaviour and performance by linking the company with the external environment (Espejo et. 
al, 2000; Keating, 2000; Vidgen, 1998; Yolles, 2004). The model helps to: 
" Diagnose organisational structures and, in particular, their structural weaknesses. 
" Design new organisational structures. 
" Assess structural weaknesses underlying specific problem situations. 
Because Stage Four of the research model is about checking and evaluating a small-sized 
company that wants to maintain its competitiveness in a global market, therefore, it would be 
better to evaluate each company (see Section 2.3.3) and then intersect this with the VSM 
systems (see Section 2.7) in order to determine the following objectives: 
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" To identify the systems of a competitive organisational structure (the Viable System 
Model) in order to compare these with each type of small-sized company mentioned 
earlier. 
" To draw a big picture of the types of small-sized company according to all aspects and 
issues of competitiveness and activity. 
" To prepare the structure of the Viable System Model for the general structure of each type 
of small-sized company. 
A successful small-sized company could be transferred as the ideal state of a fully 
functioning Viable System Model. Therefore, a Viable System Model is an effective tool to 
trace the flow of information and identify where information, if any, is lacking. If this is the 
case, system weaknesses need to be solved quickly because small-sized companies do not 
have extensive financial resources and cannot stand failure for a long time. Some of the 
problems that might face small-sized companies in their Viable System Model structure are: 
1. Poor coordination of System 2 over the operational activities of System 1. 
2. System 5 in small-sized companies is generally decision-making or policy-making on the 
part of an owner or manager. Successful strategy- and decision-making is only as good as 
the information received from System 3 and System 4. This may result in problems, such 
as making an inappropriate decision or a constructing an unsuccessful strategy. 
3. Poor interpretation of System 5 of the needs of System 4, the abilities of System 3, and 
the capabilities of System 1. The lack of communication between the above systems 
could cause problems such as the formulation of inappropriate policies or strategies, an 
innovative product that does not match the customer's needs, or an innovative product 
that is far beyond the customer's ability to pay. 
4. System Three or System Four of the company needs to interact effectively and must 
prevent the risk of "Innovation" and "Conservatism" from occurring when one of these 
systems dominates the other (Achterbergh et al., 2003). 
5. Poor quality in System 5 could lead to the following weaknesses: inappropriate decisions, 
poor interpretations, or low levels of innovation. 
The Viable System Model is divided into five systems that have to be present in order to be 
viable and support any successful organisation. Systems One, Two, Three and Four are 
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executive systems that are responsible for following effectively and efficiently the rules and 
policies set by System Five (the policy-making function). 
The function of System Five is to monitor the balance between the external future 
environment through System Four and the internal current environment through System 
Three. Jackson (1991, p. 111) stated that: "System Five must ensure that the organisation 
adapts to the external environment while maintaining an appropriate degree of internal 
stability. Culture, values, alignment around goals and maintaining organisation identity are its 
work" (Leonard, 1999). So, System Five represents the company entity that sets policies, 
strategy and the direction of the whole system. 
The characteristics of each small-sized company are set in System Five, which is the identity 
system that is responsible for decision-making and company strategy. According to the 
definitions and the characteristics of small-sized companies discussed in Sections 2.3.3 and 
3.3.2, and the definition of the subsystems of the Viable System Model that was presented in 
Section 2.7.1, the characteristics for the types of small-sized company for System Five are 
illustrated in Table 7.1 below. 
Types of small-sized System Five 
company Owner/Manager Strategy 
Rarely managed by entrepreneur 
Life Style and if they are, the entrepreneur Committed to old strategy 
will be extremely frustrated 
Entrepreneurial Entrepreneur 
Innovative, flexible, risk-taking, 
and with short-term focus 
Venture Capital Entrepreneur 
but viewed by 
Innovative, opportunist; 
profitable growth is the driving investors force 
Have long-term focus, 
specialists in their field, 
Franchising/Licensing 
Strong leadership with an expert competitive in price and 
advisor (franchisor/licensor) quality, and following the `blue 
print' strategy devised by the 
franchisor. 
Have long-term strategy, 
Intrapreneurial Entrepreneur leader is employee of secured under the umbrella of 
' the large company the large company s flexibility; 
innovative and opportunist 
Table 7.1: System Five for the small-sized companies studied in this research 
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It is important to understand that the manager of a small-sized company could be working in 
more than one role within the company. Therefore, sometimes the manager who performs the 
duty of VSM System Five could also be doing the work of VSM System Four. Consequently, 
the roles of owners/managers in small-sized companies are very important and need to be 
evaluated carefully because the behaviour, personality, educational background, experience 
and ambition of such owners/managers will affect the performance and strategy of the 
companies. 
If the performance of System Five is effective, it does not mean that the organisation is viable 
because a system is only viable when it is able to maintain a separate existence (that is, be an 
autonomous unit) (Beer, 1989). Therefore, an organisation can be said to be viable when it is 
capable of responding to environmental changes, even if those changes could not have been 
foreseen at the time the system was designed (Jackson, 1988). The organisation will be able 
to respond effectively from its own resources to the threats and opportunities presented in the 
environment if it achieves the following: 
1. All five systems of the VSM that are needed for organisational viability are present. 
2. Each of the primary activities of System One is modelled as a viable system. This means 
that each primary activity has all five systems of the VSM that are needed for its viability; 
each primary activity needs to be an autonomous system. 
3. Each level of recursion (e. g. business unit, division) should have both the autonomy to 
adapt to developments in its particular environment and should be able to contribute to 
the synergy and cohesion of the larger viable whole. 
4. There must be successful interaction between the levels of recursion to achieve cohesion. 
5. Effective relations and communications between VSM systems exist. 
6. There is the capability to adapt to external changes. 
7. A self-reference system (when the system defines or produces itself based on the parts 
and their arrangement) must exist (Herring and Kaplan, 2001). 
The general procedure for structuring small-sized companies based on Viable System Model 
(VSM) could be quite complicated since it depends heavily upon the experience and the 
interpretations of the users. This is because VSM is considered to be a sophisticated 
organisational model with great generality (Jackson, 1988), allowing individuals from any 
discipline to make sense of organisational problems. In order to understand the Viable 
System Model technique for evaluating an organisation, Viplan method is the most effective 
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tool to use because it is able to support organisational problem solving and offers guidance on 
how to apply the model. 
7.2.3.2 Applying the Viplan method to small-sized companies 
The Viplan method will be proposed for a small-sized company in a general form in order to 
be used for each case that needs to be examined. In this research, small-sized companies, as 
mentioned in Sections 2.3.2 and 3.3.2, were divided into five different types with each type 
having its own characteristics. However, the companies did have certain common 
characteristics. The general characteristics of the proposed small-sized company types were 
discussed in section 3.3.2. In this research, the general procedure undertaken for each type of 
small-sized company will be to outline these characteristics in order to provide a means of 
understanding the companies thoroughly. Table 7.2 will be used as a general diagnostic tool 
to support problem solving by using the Viplan method. This procedure will constitute one 
means, among others identified in the literature, of understanding the present activities, 
abilities, weaknesses, opportunities and chances of survival of each company. 
Literature Life-Style Entrepreneurial Venture-Capital Franchising/Licensing Intrapreneurial 
Company Simple, Old Innovative Growth Survival and direction, Innovative 
Strategy strategy learning, growth 
Focus Short term Short term Short term Long term Long term 
Miles and Reactor Prospector Analyser Defender Prospector 
Snow 
Mintzberg Simple Simple Simple Simple, between Simple 
diversified and adhocracy, 
combine machine and 
diversified 
Miller - Inventing, Inventing, - Inventing, 
venturing venturing venturing 
Galbraith - Export, Mode I, Export, Mode I, - Export, Mode I, 
Mode II Mode II Mode 11 
Table 7.2: The proposed small-sized companies in literature theories and strategies 
The framework used to apply the Viplan method for the proposed types of small-sized 
company will be designed according to the five-step process outlined earlier and the 
definitions and discussion mentioned in Sections 2.3.2 and 3.3.2. The Viplan five-step 
process is as follows (see Section 3.3.4.1): 
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Step One: Establishing organisational identity for small-sized companies 
This step of the Viplan method is extremely important because it is the base upon which the 
whole method depends and consists of establishing the company identity by using the 
mnemonic 'TASCOI' for small-sized companies types, as illustrated in Table 7.3. 
TASCOI Life Style Entrepreneurial 
Venture Franchising Intrapreneurial Capital / Licensing 
Transformation Depends on the case study 
Employees and 
Actors Employees Employees Employees Employees entrepreneur 
manager 
Suppliers Suppliers Suppliers Suppliers 
/ Franchisor 
Suppliers 
Suppliers 
Customers Depends on the case study 
Both 
Manager / 
Entrepreneur owner 
Entrepreneur Entrepreneur The large 
Owners Frustrated 
or manager 
owner or owner / 
organisation 
entrepreneur manager manager and 
franchisor 
End-users, End-users, 
Investors, end End-users, 
competitors, competitors, and -users, competitors, 
competitors, End-users and Interveners and member of member of family and member of and member of competitors family who are who are not family who are 
family who are 
not employees employees not em lo ees 
not employees 
Table 7.3: TASCOI for small-sized companies 
The similarities and differences between the types of small-sized company are summarised in 
Table 7.3 in which the rows are named according to the mnemonic, TASCOI, suggested by 
Espejo et al. (1999): (Viplan, 1999) as a guide for naming organisations. In general, the 
difference among the five identities centres mainly on suppliers, owners and interveners. The 
other two identities depend on the company that is being evaluated. However, neither the 
similarities nor the differences for the two identities of the different company types will make 
any difference with regard to the proposed types of small-sized company in this research. 
The general form of the organisational identity statement for each type of small-sized 
company according to their definition (see Sections 2.3.2,3.3.2 and 3.3.4.1) is as follows: 
1. The identity statement for Life Style companies is: 
Company (X) is a producer of (Y) for customers (Z) by buying material (M) from 
suppliers to provide profit for owners and wages for employees. 
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2. The identity statement for Entrepreneurial companies is: 
Company (X) is a producer of (Y) for customers (Z) by buying material (M) from 
suppliers to provide profit for the entrepreneur owners and wages for employees. 
3. The identity statement for Capital Venture companies is: 
Company (X) is a producer of (Y) for customers (Z) by buying material (M) from 
suppliers to provide profit for the entrepreneur owners and the investors, and wages for 
employees. 
4. The identity statement for Franchising/licensing companies is: 
Company (X) is a producer of (Y) for customers (Z) by buying material (M) from 
suppliers and the franchisor to provide profit for the entrepreneur owners, an international 
presence for the franchisor, and wages for employees. 
5. The identity statement for Intrapreneurial companies is: 
Company (X) is a company within a large company that produces (Y) for customers (Z) 
by buying material (M) from suppliers to provide profit for the owner and shareholders of 
the large company, and wages for the entrepreneur manager and employees. 
Step Two: Modelling structural activities for small-sized companies 
The transformation recognised in the identity statement will be used to determine the 
organisation's primary activities. These activities can be influenced by the processes of the 
organisation, its location and timing, as well as by possible customers of, and suppliers to, the 
transformation. This step depends on the information from the company that needs to be 
evaluated because this would be different in each case. 
This step provides the basis for the unfolding of the organisation. These activities, which 
constitute the primary transformations, can be described by structural models such as: 
technological models, supplier and customer charts, geographic models, and time models 
(Espejo et al., 1999). 
Step Three: Unfolding complexity for small-sized companies 
This step depends on the previous one. The structural models are transformed into the 
unfolding that absorbs different aspects of complexity. Depending on the case information, 
the primary activities will be expanded into several structural models. 
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Step Four: Constructing a Recursion-Function Table for small-sized companies 
The distribution of discretion is modelled in the Recursion-Function Table. This table is a 
tool to allow discussion of different strategies in order to manage an organisation's overall 
plan. The table relates regulatory functions like finance, marketing, order fulfilment, product 
development and so forth, to primary activities at the operational recursion levels, as 
illustrated in Figure 7.3. 
Each primary activity has functions and these functions will be determined from examining 
the information that is provided from the company case. The available function of the 
company case will be shown in the company row of the table. The selected intersection point 
between the regulatory functions columns and the primary activities rows, show discretion 
for that function within that primary activity at that level of recursion. If the discretion within 
a specific functional department is found not to be positive, then the function may not be 
effective. Functions may be completely centralised, completely decentralised, or between the 
two, depending on the information provided from the company case (Viplan, 1999). 
The Recursion-Function Table is used to diagnose structural problems and also helps to 
diagnose cohesion and adaptation problems. Also, the discretion for a function in the 
Recursion-Function Table will show its availability at a certain level of recursion within the 
primary activities. 
Regulatory Functions 
Company 
Primary 
i i i act v t es 
across 
levels of 
the 
company 
Figure 7.3: Recursion-Function Table 
Step Five: Modelling the organisational structure for small-sized companies 
The first four steps of the Viplan method yield a number of diagnostic points and insights. 
However, it is only the final step that provides the opportunity to think systemically in order 
to diagnose and design desirable structures. In this step, which is based on the mechanisms 
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for cohesion and adaptation, and the idea of recursion, the regulatory functions of the 
Recursion-Function Table will be mapped onto VSM (Viplan, 1999). The processes of the 
VSM that show the effectiveness of the model and need to be determined are: policy, 
intelligence and cohesion management (coordination, monitoring, corporate intervention and 
resource bargaining), the purposes of which are listed below (Viplan, 1999): 
" The purpose of policy is to set out the rules and to make decisions. 
" The purpose of intelligence is the future of the primary activities (outside and then). 
" The purpose of coordination is the moment-to-moment alignment of operational 
activities. 
" The purpose of monitoring is to monitor the primary activities. 
" The purpose of corporate intervention is to give `non negotiable' instructions to contained 
primary activities. 
0 The purpose of resource bargaining is to negotiate the allocation of resources to the 
primary activities. 
Mapping the regulatory functions onto the VSM process will represent those regulatory 
functions that affect the company and will show the regulatory functions that are transferred 
to the relevant VSM parts. Some functions are focused on cohesion management activities, 
such as production and finance. Others are focused on intelligence, such as marketing and 
process development. Finally, the policy process will evaluate the decisions that must be 
made by balancing intelligence issues with cohesion management resources. These decisions 
are very much dependent on the rich interconnections between intelligence and cohesion 
management. High quality interconnections will trigger important policy issues, whereas poor 
interconnection will lead to poor decision-making. 
7.3 The general Global Evaluation Model 
In this chapter, the proposed model, as illustrated in Figure 3.6, was in its basic form. Many 
data were required such as in stage Three of the model and also stage Four needs more 
simplification and linking to the proposed types of small-sized companies. As a result of 
these requirements, the complete framework of the model is illustrated in Figure 7.4. 
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Stage (1) Interview, reports, Evaluate the company 
General Information observation general information 
Stage (2) 
Strategy and Structure 
Literature Diagnosing 
Approaches 
Link the company data 
with knowledge in 
Sections 2.4 and 3.3.2 
Stage (3) 
Evaluation Stage 
Stage 4 
VSM (Viplan Method) 
Stage (5) 
Recommended Design 
Expert Choice Software 
(AHP) 
Design Company 
(VSM) 
Final Design 
Building an AHP model 
see Sections 3.3.3.1 and 
7.2.1 
Applying the Viplan 
method as shown in 
Section 7.2.3.2 
Figure 7.4: The general Global Evaluation Model 
7.4 Conclusions 
In this research, all theories and methods are combined in order to provide a simple picture 
about the practices of small-sized companies in their markets. Each company has its own 
"finger prints" because most of the decisions in such small companies derive from the 
owner/manager. The background knowledge of owners/managers originates from different 
cultures, levels of education, experience, personalities and attitudes. So, similarities will only 
relate to the general activities and the flow of information in the company. Therefore, the 
proposed company types will not be rigid as if to suggest that all companies have to have 
exactly the same structure; these are simply to give a reference or guide in order to be able to 
understand the company more deeply and logically. 
This chapter reviews the proposed model and points out gaps that needed more information 
and measurements that were then taken from the results of the questionnaire (Chapters Five 
284 
and Six) and the literature survey (Chapter Two). Then, the required information was 
integrated into the model framework in order to present it in a general form (see Section 7.2), 
thus finalising the proposed Global Evaluation Model in its complete form as illustrated in 
Figure 7.4. 
The final shape of the Global Evaluation Model meets the initial objectives of this research: it 
describes the complexities associated with the practices of small-sized companies by using 
strategic and organisational tools and knowledge collected via the email questionnaire; it 
provides a clearly defined technique for evaluating alternative international business 
decisions by using Expert Choice software and the AHP method; and finally it provides 
support for change and adaptation in the evaluated company by using the Viable System 
Model and Viplan method. All the tools and approaches used within the model framework 
would provide a systematic and practical aid to the decision makers in small-sized companies 
whenever international business decisions are the issue. This is because the author has 
attempted to make the proposed model procedures as clear and easy to implement as possible 
to match the limited resources and needs of small companies. 
The Global Evaluation Model will not provide a successful recipe for small-sized companies. 
However, it will provide procedures to identify weaknesses within their activities and show 
how competitiveness can be maintained in their markets. A company's framework for 
success can be easily determined through this research but the difficult part is how to 
interpret and translate theory and rules into activity. This is because the medium that transfers 
or performs this work is people and these people have different personalities, levels of 
knowledge, cultures and experience. In the next chapter, the Global Evaluation Model will be 
tested with regard to demonstrating its use in order to examine and evaluate the strengths, 
weaknesses, capabilities and efficiency of the proposed Global Evaluation Model. Company 
case studies will be carried out to evaluate the usability test. 
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Summary 
This chapter presents the Global Evaluation Model used in this research. The knowledge 
gaps and further information required were investigated, based on the results from Chapters 
Five and Six, and also from the literature survey chapter in order to represent the model 
framework in its complete and easiest form. 
The chapter is organised into two main sections. The first section provides the important data 
that were collected from the questionnaire results and analysed tin order to build an AHP 
model. Also, the questionnaire results provide an insight into the way small-sized companies 
practise their business in international markets. These types of knowledge are used to 
represent and propose the model framework in its complete form. 
The second section deals with the way the Viable System Model (VSM) is implemented for the 
proposed types of small-sized company. The Viable System Model (VSM) was used as an 
ideal, fully functioning structure in order for it to be compared with the structure of small- 
sized companies to identify any weaknesses and failures within the companies' structures. In 
order better to understand the implementation of the Viable System Model, the Viplan method 
was used as a guidance tool on how to apply the Viable System Model to small-sized 
companies. 
A test demonstration of the use of the Global Evaluation Model is introduced in the next 
chapter where a usability test technique for the model is presented in order to examine and 
evaluate the strengths, weaknesses, capabilities and efficiency of the proposed Global 
Evaluation Model. 
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Chapter 8: Evaluation Strategy (Usability Test) 
8.1 Introduction 
In this chapter, the author's proposed model was implemented as part of the process of 
achieving the research objectives (see Section 1.2). The implementation process demonstrates 
the use of the proposed Global Evaluation Model as illustrated in Figure 3.6 and with respect 
to the original objectives of this research (see Sections 1.2 and 3.3). The usability test 
provides feedback from the participant companies about whether the proposed model 
framework is a clear and useful aid to the decision makers in small-sized companies when 
evaluating international business decision alternatives. 
The identified results and the participants' feedback were used to assess the current Global 
Evaluation Model and to give advice about the amendments that need to be made to the 
model. The participants' feedback indicated in the field study that the proposed model 
framework could be a helpful aid to decision-makers in small-sized companies in many 
aspects. 
It also shows how the model can suit small-sized companies and is easy to implement. The 
following three points need to be considered when evaluating the proposed model: 
" The model steps need to be clear and understandable, and needs to match the limited 
skills and resources of small-sized companies (see Sections 1.2 and 2.3.1). 
" The model needs to be applicable to small companies. 
" The model needs to be easy to implement (see Section 2.5). 
8.2 The usability evaluation test 
It is important that the use of the proposed model is both demonstrated and evaluated in order 
to show the usability of the framework for those who may consider employing it in their 
business practice because usability is often the primary consideration as to whether the design 
will be effective in use (Adler and Winograd, 1992). Also, this evaluation process is 
considered to be a validation of the framework of the model because the model stages are 
based on established theories and tools; these were presented in Section 3.3. 
287 
Evaluating the proposed model is an important stage in achieving the research objectives. 
This evaluation will also fill a gap in the literature where models, developed to aid 
management in the evaluation process, are, in most cases, either designed as explanatory or 
guidance models and would be difficult to implement (see Section 2.5.1). 
Evaluation will be carried out to assess the proposed model in order to test its applicability 
and usability, and to provide feedback. Evaluation consists of comparing "what is" to "what 
ought to be" (Van House et al., 1990) and is the process of determining the merit, worth, or 
value of something, or the product of that process (Scriven, 1991). It can also assist in the 
detection of error. 
Evaluation processes are divided into two methods: the empirical and the non-empirical 
(Jordan and Design, 1998). Empirical methods are those that involve participants such as 
private camera conversations, co-discovery, focus groups, user workshops, think aloud 
protocols, field observations, case studies, questionnaires, interviews, contextual inquiry, and 
others (Beyer and Holtzblatt, 1997; Jordan and Design, 1998; Hu et al., 2001; Macht, 1998; 
Noble, 1999; Trochim, 2002; Yusof and Aspinwall, 2000). On the other hand, methods in 
which the investigator simply gives an expert opinion or makes a structured check, and 
methods where, in some cases, no participants are required at all are non-empirical methods 
such as task analysis, property checklists, cognitive walkthrough (Karat et al., 1992, 
McMullen, 2001; Nielsen and Mack, 1994; Spencer, 2000; Wharton et al., 1992), Ten 
Usability heuristic evaluation (McMullen, 2001; Nielsen, 1994), and others (Jordan and 
Design, 1998). 
Each method has a series of properties which gives that method certain advantages and 
disadvantages. These include, for example, the time and effort needed, the level of skill and 
knowledge required to use the model, the facilities and equipment needed to run the method 
effectively, and the number of participants needed in order to gather useful information 
(Jordan and Design, 1998). 
No one single method is universally appropriate and applicable in all cases (Noble, 1999). 
However, as mentioned in the chapter on the research methodology (Chapter Four), a case 
study method will be used to implement and evaluate the proposed model of this research 
(see Section 4.5). The case study method is the best method for evaluating the effectiveness 
and the usability of the proposed model for many reasons, not least because it is a tailor-made 
method (Amaratunga et al., 2002). Some of these reasons are discussed in Section 4.5, such 
as using multiple sources of data collection, the triangulation approach, and in-depth 
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investigation (Voss et al., 2002; Yin, 1994). Also, semi-structured interviews, questionnaires, 
field observations and documentation can be used within the boundaries of the case study. 
Using a combination of these methods will strengthen the evaluation strategy because this 
will compensate for any shortfalls among the individual evaluation methods. Also, it will 
strengthen the collected data through cross-referencing and triangulation (see Section 4.5.6). 
The target participants will be selected from the senior managers/owners of small-sized 
companies because they are the actual people who are involved in the environmental 
complexity. The company cases will be selected from small-sized companies in the United 
Kingdom and Kuwait, the countries on which the research's statistical analysis is based (see 
Chapter Five and Chapter Six). Although there is no ideal number of cases, a number 
between four and ten cases often works well (Eisenhardt, 1989). However, the widest 
accepted range seems to fall between two and four (Perry, 1998). Yin (1994) explained that 
selecting either a single case or a multiple case design depends on the nature of the research 
questions and objectives, and the amount of resources available. 
In this research, the procedures to evaluate and implement the framework of the proposed 
model are time consuming. Also, carrying out the interviews, field observation, and in-depth 
investigation for each company required repeated visits to the companies in order to achieve a 
proper evaluation. As Voss et al. (2002) pointed out, the fewer the case studies, the greater 
the opportunities for depth of observation and therefore, one company case will be selected 
from each region. 
The case study company had to satisfy the definition of a small-sized company (see Section 
2.3) and had to have been in business for a minimum of five years in order to be able to 
understand the impact of critical and influential environmental factors on business practices. 
The selected company also had to have a clear idea of the approaches that the author would 
like to take in evaluating the framework model. Finally, the manager/owner of the company 
had to understand the major constraints, such as time, participants, and documents, in the 
evaluation process. 
8.3 The usability evaluation plan 
The usability evaluation plan includes presenting the proposed model framework in the form 
of a stages' guide. The plan proceeds according to the Global Evaluation Model (see Section 
3.3) and will cover the following sections: 
" Purpose. 
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" Problem statements. 
" Representative sample. 
" Usability evaluation methodology. 
" Evaluation steps. 
" Evaluation report contents and recommendation. 
8.3.1 Purpose 
The purpose of the evaluation process is to implement the framework of the Global 
Evaluation Model to demonstrate its use and to evaluate its effectiveness and suitability for 
small-sized companies. The demonstration of its use is presented to: 
1. Implement and evaluate the proposed model framework. 
2. Determine the viability and the limitations of the model. 
3. Determine the strengths and the weaknesses of the model. 
4. Evaluate the applicability and the usability of the proposed model. 
5. Provide feedback that could be used for amending the proposed model. 
8.3.2 Problem statements 
The concluding questions that need to be answered at the end of the evaluation process are 
listed below. Working definitions for some of the words listed in the question statements will 
be given in order to check that their meaning in the questions is absolutely clear. As far as 
this research is concerned, each question focuses on certain criteria and the managers of the 
small-sized companies need to confirm that the proposed model process meets these criteria. 
1. Are the model stages clear and easy to implement with regard to their skills? 
2. Is the model effective? In other words, will it help decision-makers in their business? 
3. What does the model prove? And what does it not prove? 
4. What are the limitations of the model, as perceived by respondents? 
5. Does the model need improving? And how? 
8.3.3 The representative sample 
In this research, the results cannot be generalised to other companies. Three case studies from 
Kuwait have been evaluated and tested. However, because these are, in all respects, 
representative of other Kuwaiti companies, this researcher believes that what they have said 
can represent the views of other companies. 
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Interviews were conducted with company owners and senior managers, who are key figures 
in the selected small-sized companies, to show how to apply the proposed model in the case 
of a specific company and to evaluate its usability. This researcher believes, however, that 
case studies from companies from the United Kingdom will not provide any additional 
information to the model. 
8.3.4 The usability evaluation methodology 
The case study method will be the research methodology used to implement and evaluate the 
proposed model of this research (see Section 4.5). The usability evaluation test will be carried 
out mainly by following the steps of the framework of the proposed model (see Figure 7.4) 
that were developed to evaluate the effectiveness and competitiveness of small-sized 
companies in their expansion decisions. These steps include semi-structured interviews, 
questionnaires, field observations, and scrutinising documentation. 
The strategy used in the usability evaluation test sets out to represent clearly the evaluation 
steps and the appropriate documentation for each stage of the proposed model. This was done 
as follows: 
" Presenting the evaluation framework in the form of a flow chart to the decision makers of 
the small-sized companies to ensure their acceptance and in order to make the company's 
senior management and key figures participate in the implementation and evaluation 
process to achieve better outcomes. 
. Preparing alternative scenarios if something went wrong in the implementation and 
evaluation process in order to reduce the chances of failure. 
9 Carrying out document and review feedback to enhance and assess the model for better 
outcomes. 
The usability evaluation test is composed of the following five stages of the Global 
Evaluation Model: 
1. General information stage: This stage consists of three types of data collection: the 
interview, field observation and documentation. The reason for using three methods is to 
understand the companies' current stage in terms of their performance and practices, and 
to gather as much information as possible about the evaluated company. Firstly, 
interviews are a versatile method that provide an in-depth investigation (Jordan and 
Design, 1998); secondly, field observation will provide information about the tasks and 
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activities performed inside the company environment; and, thirdly, examining 
documentation will show the company's activities over the past few years and will 
support other sources of data through triangulation. This stage will be performed by the 
author and also participants from among the senior managers/owners and perhaps other 
key figures in the companies. The participants will be informed that they are being 
observed, audio-taped or photographed. 
2. Strategy and structure tools stage: This stage is part of the documentation method of data 
collecting and is designed to gather together relevant documents from the strategy and 
structure approaches. This stage will be performed by the author. 
3. The Global Evaluation stage: At this stage, semi-structured interviews will be carried out 
with senior managers/owners and key personnel of the company. The data will first be 
gathered from key figures from senior management through semi-structured interviews. 
Then the data collected at this stage, together with the data collected from the first stage, 
will be used to build and evaluate the AHP Expert Choice model. After that, the AHP 
Expert Choice model will be developed by the author. Finally, another interview with the 
senior management will be conducted to represent the results of the AHP Expert Choice 
model for sensitivity analysis and evaluation. 
4. The Viplan method (VSM) stage: in this stage, the author will use the data collected via 
the interviews, observations and documentation analysis to apply the Viplan method (and 
the Viable System Model) in order to design a structural framework to face the new 
challenge or strategy of the small-sized company. Also, the author will present the new 
design of the company, including the weaknesses within the company's structure that 
need to be worked on. This could be done by presenting the design to the senior 
management in order to get their feedback. 
5. Recommended design stage: in this stage, the author will present the recommended 
design of the company and will also provide amendments and changes to overcome 
weaknesses in the company's structure and business practices. Then, the participants will 
be allowed to say whatever they like about the overall framework model, the 
recommended design of the company. The information collected at this stage will be 
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important in judging the effectiveness, the usefulness and the limitations of the proposed 
model. Also, during this stage, the participants could provide suggestions as to how the 
model framework might be improved. Finally, the participants will be thanked for their 
efforts. 
8.3.5 Steps of the evaluation 
In order to facilitate data collection and the usability evaluation, it is necessary to construct a 
case study protocol, the interview instrument for conducting the case study (Yin, 1994). This 
should contain all the questions that need to be asked and all the tools that need to be used for 
evaluating the usability of the proposed model framework. The usability evaluation tasks of 
the companies' case studies will be performed according to the steps of the Global Evaluation 
Model as illustrated below: 
8.3.5.1 Stage One: General information 
The data collection methods used are interviews, observations, and examining documentation 
(company reports). The current status of the evaluated company will be examined and 
evaluated by gathering general information (shown in Figure 8.1) regarding the small-sized 
companies. 
Name Locations and branches Length of time in business 
Product or service Weaknesses and strengths Policy -makers in the company 
Key personnel Ownership Company control and monitor 
International experience Competitors Main business area and types 
Size Customers Stakeholders of the company 
Suppliers Who is in charge? Problems that the company faces 
Structure The company's strategy The company's market 
Autonomous units Recursion Workforce and workforce skills 
Quality, delivery and cost Internal and external communication 
Management complexity drivers Critical issues that company has to perform well 
Mode I or Mode II (VIPLAN) Interveners, pressure groups, influencers and victims 
Intelligence: Who reads opportunit ies, markets and threats? 
Other aspects 
Figure 8.1: Company general information 
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8.3.5.2 Stage Two: Strategy and structure tools 
Each type of small-sized company is associated with certain forms of organisational 
performance and characteristics. So, literature theories and methods are valuable in helping to 
explore such performance and characteristics. These theories have been simplified according 
to the definitions and characteristics of the company in order to reach common intersecting 
similarities between the selected literature theories and approaches with the characteristics 
and definitions of the proposed small-sized companies. This provides an in-depth 
understanding of companies' activities and practices in their markets, as illustrated in Table 
8.1. Table 8.1 below provides brief guidance for evaluation: 
Literature Life- Entrepreneurial Venture Franchising / Intrapreneurial 
Style Capital Licensing 
Company Simple, Innovative Growth Survival and Innovative 
Strategy old direction, 
strategy leaming, growth 
Focus Short Short term Short term Long term Long term 
term 
Miles and Reactor Prospector Analyser Defender Prospector 
Snow 
Mintzberg Simple Simple Simple Simple, between Simple 
diversified and 
adhocracy, 
combine machine 
and diversified 
Miller - Inventing, Inventing, - Inventing, 
venturing venturing venturing 
Galbraith - Export, Mode I, Export, - Export, Mode 
Mode II Mode I, I, Mode II 
Mode II 
Table 8.1: Literature theories and methods for small-sized companies 
8.3.5.3 Stage Three: The evaluation stage 
The outcomes of the research questions (see Chapter Five) were used to shed light on market 
research activities concerning decisions on international expansion, and the issues raised in 
these research questions were of value to owners and managers of small-sized companies in 
simplifying their interview evaluations. The motivational, success and market attraction 
factors that were identified in the research will be used in the Expert Choice software to build 
a general model that will weight the influential factors in order to support the decision- 
making of the owners and managers of the small-sized companies. Pairwise assessments for 
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all elements in the hierarchy according to the selected influential factors will be evaluated. 
Expert Choice largely consists of five steps as outlined below. 
1. Building an Expert Choice model: The first step is to build a decision model by breaking 
the problem down into its elements. The four levels of the hierarchy in the proposed 
model are the goal, the objectives, the sub-objectives and the alternatives. In order to 
achieve this mission, the model is divided into two stages: whether or not to expand the 
business into the international markets, and the most appropriate market to select, as 
illustrated in Figure 8.2. 
Goal 1: Go to the Goal 2: Where? 
international market Appropriate market 
Objectives 1 Alternatives Objectives 2 Alternatives 2 
Moth ational 
Small-sized factors 
Go global g' 
USA 
Motivational 
factors UAE 
company 
Success 
-7- factors 
Stay local 
South Africa 
Attraction 
factors Brazil 
Figure 8.2: The two stages of an international expansion decision model 
2. Making judgments: the decision-maker judges the importance of each objective in 
pairwise comparisons. Judgments and the priority weights of objectives, sub- 
objectives and alternatives will be obtained from the consultants through the decision- 
makers of the company and their personal judgments. The first stage of the 
international decision will provide an answer regarding whether or not to go global. 
This will be done by using the motivational and success factors that are identified in 
this research. Then, after choosing to move the company's business into an 
international market, the second stage of the international decision will be evaluated 
to select the most appropriate market that will match the needs of the evaluated 
company. This can be done by comparing the markets with respect to each of the 
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market attraction factors, and then comparing the importance of the market attraction 
factors with respect to the goal. 
3. Synthesising: This synthesis produces a report that ranks the alternatives in relation to 
the overall goal. This can be done, either for the entire model, or for a portion of the 
model. This type of report includes a detailed ranking showing how each alternative 
was evaluated with respect to each objective. 
4. Sensitivity analysis: this can be used both to increase and decrease the priority of any 
objective and to see changes in the priorities of the alternatives for decision-making. 
Expert Choice offers five modes for graphical sensitivity analysis: performance, 
dynamic, gradient, two-dimensional, and difference (Forman and Selly, 1999; Expert 
Choice, 2000). 
5. Documenting the decision: The Information Documents and Notes features provide a 
way of documenting extensively the hows and whys of the decision for all 
participants. Such information and notes can become part of the overall 
documentation. The decision can then be examined later to find out what led to it, as it 
is often important to be able to document the reasoning that went into a decision. The 
documentation may be used to justify the conclusion to others or to reflect on the 
decision in the future. 
The proposed steps for building an AHP model are represented in Appendix D to show how 
to evaluate the decision-making process by the owners and managers of the small-sized 
companies for each selected region from United Kingdom or Kuwait. The reviewer (owner or 
manager) will use the Judgments relative weight values to judge and weight each sub- 
objective based on his/her own personal knowledge and the collected data by using Expert 
Choice software. 
8.3.5.4 Stage Four: Viplan method (VSM) 
VSM provides a powerful tool and background model for the more detailed work of 
implementing change; however, this is difficult to use in practice (Espejo et al., 1999). Viplan 
software (Espejo, 1989) has been developed over many years of VSM application. It is an aid 
to learn about Beer's Viable System Model (VSM) and offers guidance on how to apply the 
model. The framework used to apply the Viplan method for the proposed types of small-sized 
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company will be designed according to the five-step process outlined earlier. The Viplan 
five-step process is as follows: 
1. A statement of organisational identity is made and the relevant participants of the 
organisation are highlighted by using the mnemonic `TASCOI' as shown in Table 8.2: 
Franchising 
TASCOI Life Style Entrepreneurial Venture Capital / Licensing Intrapreneurial 
Transformation Depend s on the case information 
Employees and 
Actors Employees Employees Employees Employees entrepreneur 
manager 
Suppliers Suppliers Suppliers Suppliers 
/ Franchisor 
Suppliers Suppliers 
Customers Depend s on the case information 
Both 
Owners 
Manager / 
Frustrated Entrepreneur 
Entrepreneur entrepreneur 
owner / 
The large 
entrepreneur owner 
or manager owner or manager manager and 
organisation 
franchisor 
End-users, End-users, Investors, end - 
End-users, 
competitors, 
and members 
competitors, and users, competitors, 
competitors, 
and members End-users and Interveners of family who members of 
family and members of of family who competitors 
who are not family who are not are not 
employees employees 
are not 
employees employees 
Table 8.2: The organisational identity statement of the proposed small-sized companies 
2. Modelling structural activities for small-sized companies: The transformation recognised 
in the identity statement will be used to determine the organisation's primary activities. 
These activities can be influenced by the processes of the organisation, its location and 
the timing, as well as by possible customers of, and suppliers to, the transformation. This 
step depends on the information from the company that needs to be evaluated because this 
will be different in each case. This step provides the basis for the unfolding of the 
organisation. These activities, which constitute the primary transformations, can be 
described by structural models such as technological models, supplier and customer 
charts, geographic models, and time models (Espejo et al., 1999). 
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3. Unfolding complexity for small-sized companies: This step depends on the previous one. 
The structural models are transformed into the unfolding that absorbs different aspects of 
complexity. Depending on the case information and the new strategy focus, the primary 
activities will be expanded into several structural models, as illustrated in Figure 8.3. 
Figure 8.3: Unfolding complexity for small-sized companies 
4. Constructing a Recursion-Function Table for small-sized companies: This table is a tool 
to allow discussion of different strategies in order to manage an organisation's overall 
plan. The table relates regulatory functions like finance, marketing, order fulfilment, 
product development and so forth, to primary activities at the operational recursion levels, 
as illustrated in Figure 7.7. The Recursion-Function Table is used to diagnose structural 
problems and also helps to diagnose cohesion and adaptation problems. Also, the 
discretion for a function in the Recursion-Function Table will show its availability at a 
certain level of recursion within the primary activities. 
5. Modelling the organisational structure for small-sized companies by mapping the 
Recursion-Function Table into VSM: The processes of the VSM that show the 
effectiveness of the model and that need to be determined are: policy, intelligence and 
cohesion management (coordination, monitoring, corporate intervention and resource 
bargaining), the purposes of which are listed in Section 7.2.3.2 9 (Step Five). 
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8.3.5.5 Stage Five: Recommended design 
The objective of this stage is to provide a way of focusing on the strengths and weaknesses of 
the design proposed in Stage Four. The important issue concerning the proposed design is to 
overcome weaknesses within the company's capability. In this stage, the proposed company 
design needs to be investigated thoroughly. The company design scenarios need to be 
documented to enable the company's consultant or perhaps the decision-makers themselves 
to make even better decisions in the future. 
8.3.6 Evaluation report contents and recommendations 
The evaluation report will include the following sections: 
" The usability evaluation plan. 
" The results. 
" Feedback from the participants. 
" Amendments. 
" Recommendations and discussions. 
8.4 Field study 
The selection of the sample companies for evaluating the demonstration of the use of the 
proposed model framework is based upon several considerations. Among these 
considerations are: the size of the company, the nature of the company, its environment, and 
the willingness of the senior managers to participate in this study. The fieldwork was carried 
out in Kuwait because the proposed model will be eventually used in the Kuwaiti market. The 
companies studied belong to different industrial sectors. All of them fall into the category of 
the small-sized company and the category of being a global company or one which is about to 
"go global" very soon. The hardest part of this field study was finding a senior manager who 
was willing to participate in an academic study. Out of the twelve companies which were 
contacted, only three companies agreed to participate. Although they expressed their 
willingness to participate, they also stated that the time that would be needed to carry out the 
model stages and to demonstrate its use had to be short because of their time constraints. 
Only one company did agree to give more time and information and to allow frequent visits 
to run the model framework stages because the manager was interested in the output of the 
proposed model. Therefore, one case company was used for detailed interviews and usability 
testing and two case companies were used for short interviews and feedback comments. 
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The details of the three case companies are shown in Table 8.3. Arabic was the language used 
for interviewing the respondent decision-makers. The results cannot be generalised to other 
companies. However, these companies are representative of Kuwaiti companies so this 
researcher believes that what they say could be used to represent other companies. The names 
of both the companies and the respondents have been withheld as requested by the 
interviewers. 
Case Region Industrial Global International Interview Person interviewed 
Company sector market experience method 
Company A Kuwait Interior Yes 6 months Detailed Manager (owner) and 
decoration Assist. Manager 
Company B Kuwait Oil and Yes 7 years Short Deputy Director 
petrochemical 
Company C Kuwait Oil and Very - Short Mang. Direct. of 
petroleum soon Operations 
Table 8.3: Details of the case companies 
8.4.1 Company A: Interior decoration company 
Company A is a small company with about 40 employees. The main business area is interior 
decoration. The company manufactures many types of window coverings and also provides 
retail and installation services for a comprehensive range of branded wallpapers, flooring and 
window coverings. It manufactures its products to customers' requirements. It is a privately 
owned company with 12 years' experience in the interior decoration sector. The company has 
four showrooms, one small area as a factory and one showroom in Dubai. It also rents a 
warehouse about 20 minutes away from the factory. 
The strategy of the company is to provide its customers with a wide range of the newest 
designs in interior decoration using quality brand names; it also manufactures a small number 
of quality window coverings to meet the needs of its clients. The company suffers from two 
main problems: 
1- It cannot deliver and install its products at a faster rate than competitors because its 
competitors (so-called free licensers or contractors) can carry out contract job 
installations very quickly. The reasons behind their fast delivery and installation are that, 
in most cases, the free licensers or contractors work on their own, they have no shop or 
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overhead costs, and only advertise their work in the classified sections of newspapers. 
There are many such companies in the market. 
2- The market, people, and government regulations do not distinguish between important 
factors that affect the cost of the products in this sector: whether products are stock or 
new; whether the products are top quality or second class; whether the company have 
quality installers or use untrained part-time workers; and whether the product and 
installation has a certified warranty or a fake one. 
Company A started its international experience six months ago in the Dubai market. The 
motives for moving into an international market was, as stated by the manager (owner): "if 
you are thinking of selling your product to the international markets, Arabian Gulf markets or 
the Iraq markets, you have to establish an office in Dubai. Dubai is a stage to international 
business. Also, there are two main companies in Dubai that supply their competitors (the free 
licenser or contractors) in Kuwait at a low price, second quality and stock products. " 
Therefore, the manager thought at that time that he was going to compete in the market with 
new and good quality products. 
The manager (the owner) of the company is the one who manages and reads where the 
market is going. All the company decisions are evaluated and then taken according to his 
orders. Company plans may change many times in a year depending on the opportunities and 
the threats of the market. Another key player in the company is the new assistant manager. 
He was in charge of the Dubai showroom for six months. The manager tries to move some of 
his tasks to his new assistant but there is no written job description for his position. 
The interview was conducted with the manager (the owner) of the company and the assistant 
manager of the company. The methodology of the interview in this case was to implement the 
proposed usability test, mentioned in Section 8.3.5, and then to collect the interviewees' 
feedback comments on each stage of the model framework. Also, the author gathered 
feedback comments about how they thought such a model could help them in their business 
decisions, as well as comments about what the model did not do or provide. The author 
wished to know if the model was easy to implement, and what were its limitations. 
Stage One: General information 
General information about the company was collected through interviewing the owner and 
the manager of the company and his assistant. Four interviews were needed to collect data for 
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this stage, each one lasting from one and a half to two hours. A tape-recorder was used at 
this stage. The main showroom and the factory were visited twice and the author observed 
how work was processed and conducted in reality. 
The following comments represent the opinions of the owner (the manager) of the company. 
He has an engineering degree and has past working experience in a petroleum company and a 
government-training institute. This section does not necessarily demonstrate how the model 
works since some of the comments that the manager made could not be substantiated. For 
example, he indicated that: "Well-qualified workers had a lack of control". Such a comment 
may need to be substantiated; also a more precise definition of what he meant by a "lack of 
control" may be required. Therefore, the answers the manager gave during the interviewing 
process, and which are offered in the following notes, were interpreted by the author from his 
own view of the company and from what the author had seen during brief visits to the 
company. The notes from the Stage One interviews are as follows: 
1- Both the structure of the company and job descriptions were unclear. 
2- The manager defined standard order procedures within his company that were not 
implemented and were not enforced. 
3- Many threats faced the company. For example, there are two competitors who sell second 
quality products and last year's stock without a customer warranty but offering a better 
delivery time. The company does not take any action against these threats. 
4- Most of the decisions, according to the manager, were evaluated in his own mind without 
any outside help; he had not been trained on making such evaluations. 
5- The market demands and profit were more than satisfactory and therefore the company 
was not worried about long-term plans. 
6- The owner of the company plays various roles: the manager, the only decision maker, the 
marketing manager, the financial manager, the intelligence and, in most cases, carrying 
out management duties such as initiating orders, sending faxes, emails, etc. 
7- The factory sections were very poorly organised on the factory floor regarding how 
machines were assembled and how the raw materials were stocked in terms of 
accessibility or even safety. 
8- Well-qualified workers had a lack of control. 
9- Some of the new orders were not displayed in the showrooms for some time. 
10-Most of the new designs of the window coverings were designed and executed by the 
owner himself. 
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11- There was a lack of the customers' payment tracking. 
12- Delivery time and product prices were bad compared to those of their competitors. 
However, these were good if the quality of the product type and their installation quality 
were compared with rivals. 
Feedback on Stage One 
The manager and his assistant both agreed that the instruments used in this stage were enough 
in terms of gathering information about the company because this stage does not depend on 
the interview method alone. Other methods, such as observation and company reports, have 
also been used as backup and to give a big picture of their business's performance and 
practices. They both thought that some information, important in knowing the overall picture 
of the company, should be gathered as well, such as financial aspects, their relationships with 
customers (retail and projects), their customers' behaviours, and their relationships with the 
big companies who are working in the same sector. 
Stage Two: Strategy and structure tools 
General information about the company that was collected through interviewing the manager 
(the owner) and the assistant manager of the company, and from observations, provide an in- 
depth understanding about the way the evaluated company looks in organisational scientific 
terms. The company, according to the definition and information presented in this research, 
resembles the Life-Style type (see Sections 7.3.1.1 and 7.4.1.1) as it has a simple strategy, 
short-term focus, and is a reactor (see Section 2.4.4.4); it also has a very simple structure (see 
Sections 2.4.3 and 2.4.3.1). This type tends to be innovative, reactive, and a risk-taker (Yeoh 
and Jeong, 1995). The Entrepreneurial (Simple) structure is characterised by the features 
illustrated in Section 2.4.3.1, Table 2.4 and Figure 2.7 (Miller and Freison, 1984; Mintzberg 
et al., 1998). Also, the Miles and Snow reactor strategy company is not really a strategy 
company at all as it is determined to react to the changes in the environment (see Table 2.6). 
This is consistent with the undirected viewing mode of interpretation. The characteristics of 
the undirected viewing mode are presented in Figure 2.14. 
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Feedback on Stage Two 
The author gave the manager of the company the definitions of the five small-sized company 
types presented in Section 3.3.2. The manager of the company said that, in his opinion, the 
Life-style Company is the most type which corresponds most closely to his company. All the 
information that the author showed him in this section regarding characteristics and 
behaviour seems to be correct. Also, the assistant manager agreed that the information 
identified in this stage does describe their company practices in general. 
Stage Three: Evaluation stage 
In this stage, Expert Choice software was used to build a general AHP model that will weight 
the influential factors in order to support the decision-making of the owners and managers of 
the small-sized companies. The scenario AHP model used in this stage was whether or not 
their decision to go into the Dubai market was an appropriate decision or not with regard to 
the company's needs and motives. Pairwise assessments for all elements in the hierarchy 
according to the selected influential factors were evaluated. In order to achieve this task, the 
AHP model was divided into two stages: whether or not to expand the business into the 
international markets, and the most appropriate market to select, as illustrated in Figure 8.4. 
Goal 1: Go to the 
international market 
Objectives I Alternatives 1 
Motivational Go global Small-sized factors 
company 
Success Stay local 
factors 
Goal 2: Where? 
Appropriate market 
Objectives 2 
Motivational 
factors 
Attraction 
factors 
Figure 8.4: International expansion decision model for Company A 
304 
Alternatives 2 
The AHP model was inputted according to the manager's and assistant manager's answers 
and pairwise comparisons were made. The results from the answers of the manager were: 
first, Goal 1 in the first stage shows that it is appropriate for the company to go global by 
63.4 %. The result from Goal 2 in the second stage shows that the company's most 
appropriate global market is Dubai by 47.6 %, Saudi Arabia 40.1% and Lebanon 12.2%, as 
illustrated in Figure 8.5. 
On the other hand, the results from the answers of the assistant manager were: first, Goal I in 
the first stage shows that it is appropriate for the company to go global by 75.6 %. The result 
from Goal 2 in the second stage shows that the company's most appropriate global market is 
Dubai by 50.8 %, Saudi Arabia 25.2% and Lebanon 23.9 %, as illustrated in Figure 8.6. Both 
results are the same in selecting the same alternative. However, the percentages for selecting 
alternatives are different. The perceptions of the manager and his assistant toward influential 
factors and alternatives could result from personal background, education background, 
behaviour, etc. At the same time, the result shows that the selected alternatives are the same 
because both of them work within the same company and are therefore affected by the same 
parameters although their answers are influenced by subjective perception toward those 
parameters. 
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for Company A 
Feedback on Stage Three 
After presenting the output of this stage for the manager of the company and the assistant 
manager, they both agreed that this stage could be useful if the user knows his/her market 
very well and knows how to use the software. The manager thought that the model would be 
better if the objectives for a specific market and the proposed model answers could be taken 
from the owners/managers of more than one company in the same industry sector. He thought 
this because he felt that the answers reflected his background perceptions and this could lead 
to wrong decisions if the responses were taken from only one manager. His comment was 
appreciated and the author explained that each company manager has his/her own views 
about markets and has his/her own way of reading and managing the company. Each 
company has its own characteristics and therefore it has its own weight of the influential 
factors. Within the capability of the professional version of this software, the questions could 
be presented in a different way by asking more than one key player within a company: their 
answers could be weighted according to their authority percentage and then averaged as one 
decision output. For example, a decision percentage could be the combined weight of 70 % of 
the manager's decision and 30 % of the assistant manager's decision. 
The assistant manager agreed that this stage represents a good decision tool for evaluating 
target markets. He felt that it might, however, be better for large-sized companies with an 
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expansion strategy because they usually have their own scanning department but also felt that 
it could be useful for his company if the company had a marketing manager who was trained 
to use such a tool. However, he argued that the strength of the decision tool depends upon the 
strength of the individual's perceptions and judgments. So, if his/her perceptions and 
judgements were weak, the output could be an inappropriate decision and this could be a 
drawback of the decision tool. 
Staue Four: Viplan method (VSM) 
In this stage, the Viplan method steps were used to diagnose and evaluate Company A 
according to the steps mentioned in Section 8.3.5.4. First of all, Company A is an existing 
company (Mode I) 
1- A statement of organisational identity: 
Transformation: decorative raw materials transforming to good quality window 
covering and decoration designs. 
Actors: employees of the company. 
Suppliers: overseas markets. 
Customer: the local market with a few demands from Gulf Countries and Iraq. 
Owner: the owner of Company A. 
Interveners: competitors. 
A statement of organisational identit 
Company A is a small private company that uses its expertise and the best quality 
decorative raw materials to produce window coverings and the newest decoration designs 
to provide an acceptable return on the owner's investment and a living for the employees. 
2- Structural modelling: 
There are two primary units in Company A: a window coverings unit and an installation 
unit. There are three structural models that might be applicable for Company A: the 
technological model, customer-supplier model and the geographical model (see section 
3.3.4.1.2). However, the time model is not applicable for Company A because there are 
no shift work activities. 
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Showroom 1 Showroom 2 Factory 
Kuwait 
Showroom 3 Showroom 4 
Showroom 5 
Dubai 
Figure 8.7: The geographical model of Company A 
3- Unfolding the complexity: 
This step depends on the case information and a new strategy design focus, as illustrated 
in Figure 8.8. 
-Window vering 
- ecor. n allation 
-Project 
-Project - ales 
- aes 
-Showrooml 
-Kuwait -Showroom2 
-Dubai 
-Showroom3 
Showroom4 
Showrooms 
(Dubai) 
Figure 8.8: Unfolding the complexity of Company A 
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4- Recursion-Function Table: 
The discretion for a function in the Recursion-Function will show its availability at a 
certain level of recursion within the primary activities in order to allow discussion of 
different strategies concerning how to manage an organisation's overall plan. This 
information will show the missing important tasks within the company's activities. The 
company diagnoses information according to the author's instruments used in this case. 
These are illustrated in Table 8.4. 
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Company A X X X X X X X X X 
Window x X X X 
Covering 
Decoration x X X X 
Installation 
Policy x X X X X X X X X X 
Intelligence Q Q Q 
Corporate Q Q 
intervention 
Resource Q Q Q Q 
bargaining 
Control & Q Q Q Q X X Q X 
monitoring 
Coordination 11 Q Q 13 13 El X X [I X 
Table 8.4: Recursion-Function Table for Company A (Note: mark (X) means existing 
task and mark (Q) means non-existing task) 
5- Mapping the Recursion Table in VSM: 
The processes of the VSM that show the effectiveness of the model and that need to be 
determined are: policy, intelligence and cohesion management (coordination, monitoring, 
corporate intervention and resource bargaining) (Figure 8.9). Mapping the regulatory 
functions from Table 8.3 onto the VSM process will represent the regulatory functions 
that exist or are missing, and how to remedy the failure by comparing it to the tasks of 
relevant viable VSM parts. 
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Policy: (Owner / Manager) 
Intelligence: Marketing, Finance, 
Process Develop. , Prod. Develop. 
Control: Sales, Finance, Buying, 
Production, Personnel. 
EResource Corporate 
Monitoring Bargaining Intervention Coordination 
Figure 8.9: The processes of the VSM (Source: Viplan, 1999). 
Author comments on the regulatory functions of the company 
A. In the Viable System Model, the Control system (S3) deals with the internal operations 
and the operational relationship with the environment (see Section 2.7.1). Each regulatory 
function that relates to the control system (S3) in the company was investigated: 
" Finance: (Exists in S5, not in S4, S3*, S3. The company needs financial system 
coordination). 
" Buying: (Exists in S5, not in S4, S3, S2. S4 to keep up to date about potential 
suppliers, S3 to control the resources, S2 to coordinate between the needs of the 
primary activities). 
" Production: (Exists in S5, S3, S2, but S3 needs improvement in performance to track 
what to buy/deliver materials). 
" Sales/ quoting: (Exists in S5, weak in S3, S2: needs improvement in performance in 
control system). 
" Personnel: Deals with labour coordination through a common personnel system 
(needs to be in all systems). (Exists in S5, S3. not in S2, S3*). 
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The recommended solution to handle the control system is to assign a Commercial 
Director to deal with financing, buying, delivery, personnel administration, and the 
relationship between the two primary activities. 
B. The processes used in Company A are closely related through the material and 
installation teams. Also, its resources are limited, therefore it needs to make best use of its 
staff and equipment through a coordination system to handle the resources and to 
communicate with the Control System (S3). The recommended solution to handle the 
coordination system is to assign a coordinator's position. 
C. In the Viable System Model, the Intelligence system (S4) deals with the external 
environment and future development. (see Section 2.7.1). Each regulatory function that 
relates to the Intelligence System (S4) in the company was investigated: 
" Marketing: (Exists in S5, not S4). 
" Process Development and Production Development: Deals with designing new 
products and understanding new technologies. (Exists in S5, not S4). 
The recommended solution to handle the Intelligence System (S4) is to assign a Marketing 
Director to deal with the external environment (opportunities, threats, customer needs, 
competitors and new technologies). 
Feedback on Stage Four: 
The output of this stage was presented to the manager and his assistant. Both managers 
thought that this stage was a little complicated and needed training for someone already with 
an academic background in order to understand how to implement the Viplan method in their 
company. 
Stage Five: Recommended design 
The general form and guidelines of the recommended design and structure of the company 
proposed by the author to the company managers are as detailed in Stage Four. The author 
believes that the combination of knowing a company's weaknesses and a proper 
organisational chart of a company's structure such as the one illustrated in Figure 8.10, could 
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help in running the company and in overcoming the listed drawbacks in the company's 
performance. 
Managing director Secretary 
Marketing Operation 
section Commercial Coordination Section 
Section Section 
Local Window Decor. 
Mgnt. I ocal 
Covering Install. 
International 
Management 
Control International 
Operation Operation 
Figure 8.10: The author's recommended structure of Company A 
Comnanv (A) comments on Stage Five and the model framework in general: 
The author started by showing both managers each step of the Viplan method (see Stage 
Four), together with the missing parts and the weaknesses (represented by Q) within their 
structures and performance, as shown in the Recursion-Function Table. Then, the author 
presented the general recommended structure of Company A. Some constructive feedback 
was made by both the manager and the assistant manager about Stage Five and the 
framework of the proposed model. In general, both of them agreed that the model steps 
seemed to be reasonably good because it helped to: 
" Make you think how to use all your resources to diagnose your market and understand 
your company. 
" Document your market studies and the decisions to be evaluated, and to use as guidance. 
" The stages of the model are clear to follow and easy to implement. 
" The decisions could be more appropriate to our particular needs and capabilities if they 
were studied and analysed more closely. 
" Training and practice on how to use the model steps are necessary in order to understand 
all the model's stages. 
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" The model could be an important tool for the work of a marketing manager. 
On the other hand, some drawbacks were raised by the managers towards the model 
framework. These points were: 
" An academic background and training would help in using the model framework more 
effectively. 
" Stage Three depends upon the decision-maker's judgement, no matter how proficient 
he/she is. 
" The user needs to be very well trained and, at the same time, must know both his/her 
company and the market very well in order to follow the model stages. 
8.4.2 Company B: Oil and petroleum company 
The second case study was conducted at a company located in Kuwait. It is a small company 
that trades in and produces components for both the oil and petroleum sectors. It has four 
branches in three different locations in Kuwait. The major products of the company consist 
of: 
1. Trading various equipment, services and technologies used in the oil and petrochemical 
industries (catalysts, valves, fire fighting equipment). 
2. Manufacturing gaskets and paints. 
3. Testing, maintaining and repairing valves. 
Company B is a privately owned company with 27 years' experience in the sector. The 
company has had international experience in Saudi Arabia and Iran. The strategy of the 
company is to provide the region with oil, petrochemical and power sector products and 
services of the highest quality at a competitive price. The company has many strengths, such 
as flexibility to the needs of its clients, clear vision and loyal staff. The major problems that 
the company faces are that it is part of a very small market with a very large number of 
competitors and also that it is replacing reliable old products that will become obsolete. 
The interview was conducted with the deputy director of the company. He is the son of one of 
the partners. Also, he is the main policy and decision maker with, of course, the guidance of 
both partners. 
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The methodology of the interview in this case was to represent the stages of the model 
proposed by the authors in general and collect feedback about what the interviewee thought 
of such a system. He was asked what benefit and savings it might provide for the company in 
its work, what the model would not do, whether he felt it was easy to implement, and what he 
would like it to do for his company. 
The comments of Company B on the model framework in general: 
The deputy manager agreed that the Evaluation Model approach is good in terms of it being a 
structured business decision-making tool. He said that the model could help them because 
they have their own company objectives, their company mission statement, and they aim to 
achieve these in terms of expansion. He said that they have guidelines for what they want to 
do and he does not want to go back to the directors. He said that most of his decisions fall 
between those guidelines. In their company, they have their own criteria to narrow down the 
decision-making processes, such as decisions regarding the technologies used in the country 
and competition in the target market. In their case, as part of a small-sized company, they 
usually focus on evaluating one project at a time. 
The deputy manager said that the proposed model stages could be useful because they allow 
you to build an understanding of your company and prompt you initially as to where you 
should focus in your future business ventures. They also make you start thinking about your 
problems. The framework of the model is simple but it needs some knowledge of the 
international business literature and computer training. One suggestion, made to enhance the 
model framework, is to decrease the time it takes to input the questions-answers in the Expert 
Choice Model because this process is very long and usually managers are controlled by time 
constraints. It was suggested that it would be better to use stages of information-gathering, 
with one step leading to another, instead of having one long set of questions. Also, the deputy 
manager thought that, in Kuwait, it is hard to convince a manager of a small company, who 
has been running the company for so long that he has got used to making all the business 
decisions, that he could ask for outside help. However, if this model could be part of a 
feasibility study, it could make the study stronger and more practical. 
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8.4.3 Company C: Oil and petroleum company 
The third case study was conducted at a company located in Kuwait. It is a small-sized 
company that produces and services catalysts for both the oil and petroleum sectors. 
It is owned by closed shareholders with 8 years' experience in the sector. The company has 
no international experience. Recently, however, the company won a contract in Jordan. They 
won this contract, according to the operations manager, because they proposed a good quality 
product at a very low price. The target of the company was to enter the Jordanian market, 
while its strategy is to increase the number of customers for their quality products. The 
company has many strengths, such as the fact that it has no local manufacturing competitor. 
This allows them to produce a unique product in the area. All their competitors are agents for 
international companies. Their second strength is that they produce a quality product and are 
flexible to the needs of their customers. The major problem that the company faces is that 
they are part of a very small market and produce very limited products. The company runs 
under the control of the board of directors. The key persons of the company are the chairman 
and the managing director of operations. 
The interview was conducted with the managing director of operations. The methodology of 
the interview in this case was to represent the stages of the model proposed by the authors 
and to collect feedback from the interviewees about the proposed model and its stages. 
Comments from Company C on the model framework in general: 
The managing director of operations thought that the proposed model framework was 
positive in terms of the help it offered decision makers in documenting their past decisions 
and in making modifications if there were any changes or if there was a new anticipated 
problem in the influential factors. The manager mentioned that the model in its general form 
is good and could be very useful in terms of predicting and evaluating business decisions 
before executing, lowering the failure rate as a result. Also, the Expert Choice Model stage 
could be very useful, especially in changing the parameters of influential factors. However, 
he pointed out that, in the proposed model, everything depends on the inputted information 
and how the manager perceives and weighs these factors. This could be a drawback of the 
model because the result is only as good as the inputted information. Some suggestions were 
made to include the theories and methods that are used in the model framework in an attached 
booklet in order for the person who uses the model to understand the advantages of using it. 
A second suggestion was to include a training session on how to use the proposed model 
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while a third suggestion concerned the way that the Viable System Model (Viplan Method) is 
used in the proposed model. It appears to be a straightforward method in which it is simple to 
diagnose the company's competitiveness and practices. However, in the real world, it is 
necessary to investigate in-depth all the company's assets, resources, capabilities, 
potentialities, etc. in order to evaluate its practices. The managing director of operations 
thought that the Viplan method was a very complicated method to use in a real and 
comprehensive case study because in-depth investigating need to be carried out in order to 
apply the steps of the Viplan method. Finally, the managing director of operations thought 
that the proposed model framework was a sensible approach to evaluate management 
decisions and to diagnose a company's performance in its basic forms; he felt it could be a 
stepping stone to develop a more comprehensive evaluation model framework. 
8.4.4 Discussions of company cases 
This research is about a practical tool to help a decision-maker in a small-sized company. 
Therefore, three interviews were conducted in order to assess the usability of the proposed 
Global Evaluation Model. The interview methodology was different for the companies as a 
result of their interest and willingness to participate in testing the usability of the proposed 
model framework and the managers' time constraints to participate in such a process. The 
interview with the managers of Company A was a detailed interview and the usability test 
was conducted. The Company A managers' feedback comments were collected after 
processing each stage of the proposed model. On the other hand, the interviews with 
Company B and Company C were short. Each interview with Company B and Company C 
lasted around two hours. 
These interviews were important because respondents could state and pinpoint the usefulness 
and the drawbacks of such a tool. This would show whether or not the model was useful, 
implementable, easy to understand, and needed. Also, the interviews could indicate the 
managers' suggestions to enhance the model framework stages. 
In general, managers found the model framework useful. They indicated their interest in the 
proposed model framework for the following reasons: 
1. The proposed model stages are clear and easy to follow. 
2. The method of collecting information (triangulation) used in Stage One is a good 
approach for gaining information about and insight into a company. 
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3. The Expert Choice Model could be a very useful decision tool for evaluating alternative 
decisions and for amending the sub-objective parameters whenever there is any change in 
the external or internal environment. 
4. Stage Four could offer a simple method of diagnosing a company's performance. 
5. The proposed model is an important tool for documenting all previous decisions for use 
as future guidance. 
6. The model makes you think and prompts you about business performance and the effects 
of internal and external environment factors on your business practices. 
7. It could be a useful tool for a marketing manager. 
8. It could add strength and practicality to feasibility studies if the proposed Global 
Evaluation Model were included. 
However, managers on the other hand provided a few constructive suggestions and 
recommendations to enhance the applicability of the model framework to their demonstration 
of its use. These suggestions and recommendations are: 
1. Using Stages Two, Three and Four requires an academic educational background with an 
understanding of international business literature. This could be overcome through special 
training or creating an attached booklet on how to use such tools. 
2. The user needs to be a marketing manager or at least a manager with special knowledge 
of the internal and the external environment of the company in order to judge the 
influential factors more accurately. 
3. The time needed to make the pairwise comparisons and judgements in Stage Three is very 
long. This length could be overcome, according to the managers' suggestions, by dividing 
each step in Stage Three into sub-steps or by changing the form of the questionnaire. 
4. The model framework stages depend heavily upon the company manager's, decision- 
maker's, or the user's own perceptions and judgements. This problem could be overcome 
or be improved by making the input information come from different key personnel with 
the company with answers being weighted according to level. 
5. It is hard to convince the manager of a small-sized company with very strict time 
constraints and who has been running the company for a long time to use such a decision 
tool without strong marketing support. 
6. A training session on how to use the Global Evaluation Model framework stages is 
required before implementing it in a company. 
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8.5 Conclusions 
The purpose of this chapter was to outline the evaluation and implementation processes of the 
author's proposed model (the Global Evaluation Model). 
The chapter began with a description of the usability tests and how important it is for these to 
be carried out with respect to the research objectives. The objectives include testing the 
framework's effectiveness, its applicability to small companies, and the ease of its 
implementation. Small-sized companies are characterised by having limited skills and 
resources (see Sections 1.2,2.2.2 and 2.3). Also, the driving force for most of small-sized 
companies is opportunities (Goodman, 1999) and therefore time is very important. Models in 
the literature that aid companies in their international expansion decisions are designed as 
explanatory or guidance models; these would be difficult to implement and some are of help 
with only a specific task (see Section 2.5.1). 
Then, the usability evaluation plan of the proposed model was presented. The plan consists of 
six stages: the purpose, problem statements, a representative sample, the usability evaluation 
methodology, evaluation steps, and the contents and recommendations of the evaluation 
report. The test strategy method that was used in the usability evaluation methodology was 
the case study method because it is an effective tailor-made method and offers multiple 
sources of data collection such as semi-structured interviews, questionnaires, field 
observations and documentation. The evaluation steps were performed according to the steps 
of the Global Evaluation Model (see Figure 7.4 presented in Section 7.3). 
Finally, three cases studies were carried out. The identified results and the participants' 
feedback were used to assess the current Global Evaluation Model and to give advice about 
the amendments that need to be made to the model. The participants' feedback indicated in 
the field study that the proposed model framework could be a helpful aid to decision-makers 
in small-sized companies in many aspects. These aspects include: it allows you to build an 
understanding about your company; it prompts you initially as to where you should focus in 
your future business ventures; it makes you evaluate alternative business decisions 
systematically; the model evaluation and analysis can be processed in a short period of time; 
and the model steps are clear to follow. However, the model framework is not without 
drawbacks, as mentioned earlier, but many constructive suggestions and comments were 
made by the respondents to enhance it in order for it to be more comprehensive. 
The participants' feedback, both positive and negative, about the proposed Global Evaluation 
Model was constructive: their comments showed that the model framework does meet the 
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original objectives. However, they also pointed out that it requires training and an academic 
background to use the proposed model, and running the model is time-consuming. It is 
important, as stated in the initial objectives, to make the proposed model steps clear and to 
match the limited skills and resources of the small companies. The constructive suggestions 
from the participants of the three cases studies could improve the model framework and also 
make it clearer. 
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Summary 
This chapter presents the evaluation strategy and the usability testing of the Global 
Evaluation Model in order to assess and demonstrate the use of the model and to achieve the 
research objectives. At the beginning of the chapter, the usability test methods were 
investigated in terms of their effectiveness and appropriateness to the requirements of this 
research. Then, the usability evaluation plan that was used in evaluating the proposed model 
was introduced. This plan has been organised into six steps as outlined below. The first step 
deals with the purpose of the evaluation process and the second step investigates the type of 
problems that need to be answered at the end of this process. The third step deals with the 
sort of representative sample that needs to be examined in order to carry out the evaluation 
process, while the fourth step deals with the usability evaluation methodology and the data 
collection methods that will be used to assess the proposed model. The case study method 
was selected earlier as an evaluation methodology of the Global Evaluation Model (see 
Section 4.5). The data collection methods that will be used within the boundary of the case 
study method are semi-structured interviews, questionnaires, field observations and 
documentation. The fifth step deals with the evaluation steps of the evaluation process and 
how it will be performed according to the steps of the Global Evaluation Model. A sample of 
three small-sized companies from Kuwait were used to demonstrate a usability evaluation 
and implementation test. Finally, in the sixth step, the overall evaluation process will be 
examined in order to present an evaluation report that will include the results and 
respondents' feedback, along with amendments and discussions about the model framework. 
The contribution of this research to the body of knowledge and Conclusions will be 
introduced and discussed in detail in the next chapter. 
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Chapter 9: Conclusions 
9.1 Introduction 
This chapter presents the research conclusions of the thesis. It starts by presenting a research 
summary and then demonstrates how the research contributes to the body of knowledge. 
After this it shows the limitations of the research and the author's recommendations for 
further work and investigation. Finally, it presents the concluding remarks of the research. 
9.2 Research summary 
This thesis began with a diverse review of the literature (presented in Chapter Two). The 
literature concerns the practices and activities of small-sized companies with respect to their 
strengths and weaknesses when deciding to expand their business in global markets. Also, 
key contributions and issues in the literature that related to global organisations were traced. 
The difficulties and complexities facing small-sized companies could make some companies 
reject global market opportunities. The characteristics of small-sized companies, and the 
motives and driving forces behind globalisation were highlighted; the overwhelming 
influence behind such decision of one person (the owner/manager) in small-sized companies 
was also pointed out. These characteristics, together with limited resources and sometimes a 
reactor organisation (Burnes, 1997), could make the decisions of small-sized companies 
either inappropriate and/or risky. Therefore, in Chapter Three, the impact of global 
requirements on the structure, preparations and activities of small-sized companies were 
investigated in order to develop a model framework to help owners and managers of such 
companies diagnose and solve problems and weaknesses in their practices in order to stay 
competitive when a decision is taken to expand into international markets. Some of the 
organisation approaches, methods, and software were used within the proposed model 
framework in order to provide an insight into and an understanding about the performance of 
small-sized companies in all aspects: their successes, failures, specifications, most 
appropriate environments, behaviour, strengths and weaknesses, and configuration. Methods 
such as Mintzberg's Pentagon of Forces and Forms (Miller and Friesen, 1984; Mintzberg et 
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al., 1998), the Miles and Snow approach (Miles and Snow, 1978), Galbraith's five levels of 
international involvement (Galbraith, 2000), Viable System Model (Beer, 1979; 1981; 1985), 
Viplan method (Espejo, 1989; 1999; Viplan, 1999) and Expert Choice Software (Expert 
Choice, 2000; Forman and Selly, 1999; Goodwin and Wright, 2004) were used. 
The literature review shows that there are many market selection and global expansion 
models but most of them are designed as explanatory or for theoretical guidance in order to 
address a specific task or achieve an improvement in business practice. Also, some models 
are difficult to implement. Therefore, the author was focused, during the development of the 
proposed model, on making the model clear and easy to implement. The objectives of this 
research were therefore framed as follows: 
a) To review the literature and search extensively about the configurations, characteristics 
and behaviours of organisations. 
b) To review previous international models in the literature. 
c) To identify and describe key complexities associated with small-sized companies. 
d) To identify influential factors and information about small-sized companies when 
analysing international markets by using a questionnaire as a data collection method, and 
by using knowledge gained from the literature. 
e) To develop a clear technique for evaluating and scanning international markets to stay 
ahead of competition and maintain competitiveness because small-sized companies 
generally suffer from limited resources in terms of finance and skills. 
f) To develop a proposed framework for a Global Evaluation Model to evaluate, validate 
and justify the results in order to aid consultants and decision-makers in evaluating the 
possibility of expanding into global markets. 
To accomplish the research objectives, the author undertook a comprehensive study of the 
influential factors and practices of small-sized companies when international business 
decisions were being made. The research objectives guided the development and progress of 
the research during this time. The research methodology (described in Chapter Four), which 
was adapted by the author in order to build up and identify the research framework, consisted 
of two main phases: the framing phase and the Global Evaluation Model phase. In the 
framing phase (presented in Chapter Five), a quantitative e-mail survey (see Appendix B4) 
"was used to collect information in order to provide an insight into the critical factors that 
shape and affect the practices and activities of small-sized companies in global markets. The 
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collected data provided a detailed background concerning the activities and experiences of 
small-sized companies in international markets, especially in the selected regions, the United 
Kingdom and Kuwait. The collected information (see Chapter Five) was analysed (see 
Chapters Five and Six) in order to provide a clear and broad understanding regarding the 
importance of developing the proposed model (see Figure 3.6) and also to identify, for use in 
the proposed model, the most important influential factors that have an effect on both 
managers and companies. 
The second phase of the research methodology is the Global Evaluation Model phase 
(presented in Chapter Seven). This chapter presents the five-stage procedure of the proposed 
model in order to assist managers or owners of small-sized companies to evaluate their 
business decisions when expanding to global markets. The complete framework of the Global 
Evaluation Model is illustrated in Figure 7.4. A case study method was used as the main 
vehicle to assess the demonstration of use of the proposed model. The usability evaluation 
plan is presented in Chapter 8 (see Section 8.3. ). This was concerned with evaluating the 
proposed model in terms of whether it was easy to understand and to implement. Three small- 
sized companies from Kuwait (see Table 8.3) were selected because of their willingness to 
participate in the field evaluation of the usability test of the model (presented in Section 8.4). 
Feedback comments and recommendations to enhance the applicability of the model 
framework were collected from the managers of the evaluated companies. Their valuable 
comments and recommendations about the author's proposed model are listed in Section 8.4. 
Finally, the initial objectives and aims were accomplished by presenting clear procedures of a 
model framework that taking match the needs and the limited resources of small-sized 
companies when making an international business decision (see Sections 1.2,1.3 and 8.4). 
9.3 Contribution of the thesis to the body of knowledge 
The contribution made by this research toward the body of knowledge is presented below in 
terms of the following points: 
" Small-sized companies in general have limited experience and resources, in terms of both 
finances and skills, to carry out market information (or market research analysis) and to 
evaluate decisions (as discussed in Section 2.2.2 and 2.3) as large companies do (Davis 
and Keys, 1996; Goodman, 1999; Williams, 2003). Therefore, this research presents a 
practical model framework to provide clear procedures to aid small companies in 
evaluating their decisions and arranging their businesses in the global markets in order to 
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compete effectively. The proposed model was presented to four managers from three 
companies in Kuwait. The author wished to determine if they found the model to be a 
useful tool in making business decisions, as presented in their feedback comments 
(presented in Section 8.4). This belief results from their participation when the model was 
presented and also from their verbal feedback comments when the steps of the proposed 
model were demonstrated. The feedback responses from the managers were subjective 
responses because it is very difficult to obtain an accurate and objective response in 
evaluating such tools. However, the subjective responses from these particular 
participants were respected by the author as such persons could be the users of the 
proposed model. As a result, their comments are useful and valid because they show 
whether or not the proposed model is useful, and why. 
" Each small company is different and has special characteristics (see Section 2.3). In this 
research, because classifying small companies is very important in order to determine a 
general process for evaluating their performance in international markets, they have been 
differentiated according to forms of uncertainty. These forms of uncertainty include 
markets, competition, customers, and the characteristics of the owners/managers 
themselves. Therefore, based on the definitions and characteristics of types of small-sized 
company that were evaluated in the literature (Beaver and Prince, 2004; Barrow, 1996; 
the Bolton Report, 1971; Burns, 1996; Burns and Harrison, 1996; Castrogiovanni and 
Justis, 1998; Cooper, 2000; Deakins and Whittam, 2000; Gibb, 1988; Jones-Evans, 2000; 
Murry, 1996; Sapienza; 1992; Stanworth and Purdy, 2000; Stonehouse et al., 2000; 
Storey and Sykes, 1996) and the evaluation of the four factors of uncertainty described 
earlier, the author selected the following types in an attempt to cover the full spectrum of 
small-sized companies. These are: Life-style companies, Entrepreneurial companies, 
Venture capital companies, Franchising/licensing, and Intrapreneurial companies (see 
Section 7.2). The proposed company types are offered for guidance since it is clear that 
this study cannot cover every single type of small company because some company 
characteristics will fall between the groups. 
" Significant benefits have been documented for the major influential critical factors that 
have an influence on the practices and activities of small-sized companies in the United 
Kingdom and Kuwait. Such benefits include the fact that there is a similarity between the 
most important motivational factors of small sized companies between the two regions 
that this research focused on. Another benefit is that companies' success, negative and 
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market attractions factors are different between the two studied regions. The factors that 
were identified were used in building an Analytical Hierarchy Process model (AHP) to 
evaluate the business decisions of small-sized companies. 
" The various structure and strategy approaches included in the proposed Global Evaluation 
Model are used in this research to enable the organisation to be described in all its 
aspects: its successes, its failures, its specifications, its appropriate environment, its 
behaviour, its strengths and weaknesses, and its configuration (see Chapter Two, Section 
7.3 and Table 7.5). 
" Expert Choice Software was used to build a general Analytical Hierarchy Process (AHP) 
model that could help managers and owners of small-sized companies in assessing their 
decisions and in prioritising their alternatives. This tool provides a practical strength in 
dealing with subjective uncertainty in order to provide a ranking solution. Also, any 
decision evaluated and ranked could be used in a later stage by documenting this AHP 
and its results. The use of this decision support software within the proposed model 
framework could be very useful in finding out what led to a certain decision, and the 
reasons that went into such a decision. The documentation may be also used to justify the 
conclusion to others or to reflect on the decision in the future. 
" The Viplan method was used to apply the Viable System Model (VSM) in order to 
provide guidance procedures on how to identify weaknesses in the performance of a 
company in its general form (macro level). This was done by comparing the existing 
company to the viable systems presented and described in the Viable System Model, and 
then by demonstrating the recommended way to solve the problems. However, to achieve 
an improvement in performance may require a more detailed investigation and further 
examination at the micro level. 
" The proposed model brings benefits in: 
a) Prompting decision-makers in a small-sized company about how they might judge 
and evaluate the company's business performance. 
b) Providing a systematic procedure for evaluating business decisions. 
c) Identifying the internal and external environment factors that have a major effect on 
business practices. 
" Finally, there is no "perfect" research methodology approach and there are many choices 
to make when planning a research methodology. The research methodology that was 
conducted and processed in this research consisted of two main phases: the framing phase 
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and the Global Evaluation Model phase (see Chapter 4). The methodology used in this 
research has met the need to accomplish the original objective: to develop a decision 
support tool that would help owners and managers in their decision-making processes. 
Therefore, the research methodology and processes that have been conducted in this 
research could form the basis for and act as an example to be used as guidance when a 
researcher needs to develop and formulate a decision support model for other types of 
company. 
9.4 Limitations of the research 
Several limitations were determined during the research work. These limitations are 
presented in the following points: 
" The author understands that, during the period of building a model framework, there are 
many aspects that need to be covered and many complexities that need to be solved 
because the research boundaries are very broad. Therefore, it is hard to focus on one issue 
because, if this is the main research work, then it will not be different from other models 
that are available in the literature (as presented in Section 2.5.1). This reason, together 
with other reasons (see Section 2.3.1), (such as the fact that the decision to "go global" 
generally arises as a personal decision of the manager or the owner of the small-sized 
company, together with the limited skills and financial resources and time available to 
evaluate international business opportunities) make this research an attempt to provide a 
clear, understandable model even if it is an attempt to evaluate business decisions and 
alternatives in general. Therefore, the proposed model will not provide owners/managers 
with a recipe for success. However, it will provide, as an outcome, a more appropriate 
decision because this decision will be evaluated in a more systematic and practical way, 
while alternatives and influential factors will be judged according to the perceptions and 
background knowledge of the decision-maker. Therefore, the analysis provided in the 
model stages proposed by the author could be a useful evaluation tool and a motivator to 
initiate global involvement when the manager is convinced about such a model 
framework analysis. On the other hand, however, a drawback of this model is that the 
output that results from the model is only as good as the inputted information because this 
all depends on the manager's subjective judgements and perceptions. This limitation was 
also indicated from the feedback comments from Companies A and C (see Sections 8.4.1 
and 8.4.3). 
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" The study and the data were collected from the United Kingdom and Kuwait while the 
usability test of the proposed model was undertaken only in Kuwait. Therefore, the 
proposed model may only represent Kuwaiti small-sized companies and markets. 
" The data collected from the small-sized companies in the United Kingdom and Kuwait 
via the questionnaire indicated, through statistical tests, that the companies' motivational 
factors were the same in the two regions. This could be as a result of the influences of the 
global economy on small companies in both regions which have almost the same desires 
and motives when international expansion is the issue. However, the companies' success 
and negative factors and market attraction factors were different between the two regions, 
and this finding could be related to the selected company or the selected market since 
these will change from one company or from one market to another. Also, they might 
vary with environmental changes and with time. Therefore, these factors are related to the 
current circumstances of the company and the market. In conclusion, these influential 
factors cannot be generalised for all markets. This author believes that these influential 
factors could be determined for a few markets that are physically close to each other in 
one region and have common issues such as language, religion, etc. that they share Also, 
the model needs to be updated regularly because the influential factors change over time. 
9.5 Recommendations for future research 
This research has concentrated on the development of a Global Evaluation Model that could 
help managers and owners of small-sized companies in their international business decisions 
and that could improve company practices in being competitive when this international 
decision is taken. Although this research has attempted to establish a clear understanding 
about the practices and activities of small-sized companies when deciding to expand globally, 
rich knowledge was also involved as well as various variables that may influence the 
companies' decision. These need to be evaluated before any business decisions are taken. 
Therefore, this section offers some thoughts and recommendations that could provide further 
insights into future research work in this area if these recommendations are taken into 
account and applied. The recommended suggestions for future research are: 
" An Internet e-mail questionnaire is a good method for collecting data because of its fast 
delivery, its ability to track respondents, its analysis features, design and colours, etc. The 
way the e-mail questionnaire was presented in terms of its colours and design was 
attractive but the researcher is of the opinion that its length and limitations in its design 
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format caused the response rate to be decreased because some respondents answered 
about half of the questions then stopped or chose only one answer all the way through. 
Such responses were not counted unless the respondent changed them because, in such 
cases, the author sent an e-mail to ask the participant to complete the answers or these 
would be deleted. Therefore, it might be better to divide the questionnaire into two or 
three separate small questionnaires or to search for another survey host company that 
offered a better design format for the questionnaire's layout. 
" The time needed to run an evaluation analysis of a company by using the proposed model 
was very long. For example, Stage One, Stage Three and Stage Four were all very time- 
consuming stages. The time it takes for a manager to collect data, make judgements and 
make pairwise comparisons is also very long. It would be better to represent the questions 
in a more user-friendly format, for example, by inputting data by using a computer 
program, as shown in Figures 9.1 and 9.2. These figures offer an example of the way that 
multi-steps questions should be asked. The author used Access Software to develop such 
an example. 
What Size? 
Small 
Medium 
Large 
xr Qý. esýee H. eaw sý 
Figure 9.1: Questions using an Access program format 
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" Within this research, case studies from three companies in Kuwait were used to 
demonstrate a usability test. One company did agree to give more time and offer more 
visits to perform the usability test, whereas the other two, as a result of the manager's 
time constraints, only allowed a scan evaluation of the proposed model. Then, after a 
demonstration of the model process, they provided their opinions and recommendations 
about the model stages. Therefore, it might be better to perform a detailed usability test in 
more companies in Kuwait and also in the United Kingdom in order to get more feedback 
for the elicitation, matching and generalisation of comments. 
" In order to develop a general Global Evaluation model for each region, it would be better 
to collect further data from more than one country from each region. The selected 
countries from each region could be neighbours in order for them to share common 
similarities. In such cases, the data would be more similar and the complexity of 
generalising the proposed model would be less. This could provide greater strength to the 
data. 
It would better for future research work to include all the stages of the Global Evaluation 
Model (see Figure 7.4) in an expert system or some type of knowledge based system that 
would carry out all the steps of the proposed model when evaluating a company. This 
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Figure 9.2: Questions using an Access program format (Likert-scale) 
would include questions, an AHP model, weighting, pairwise comparisons, 
documentation, a Viplan method evaluation and, finally, the recommended design. 
9.6 Concluding remarks 
The concept behind this thesis was to develop a clear and implementable model framework 
that could be used by managers and owners of small-sized companies whenever they want to 
evaluate the possibilities of expanding into global markets. The target that the author tried to 
accomplish was to represent many methods, approaches and tools in a model framework that 
could make clearer the picture behind any international expansion decisions. Managers and 
owners of small-sized companies are cautious and fearful of the risks when a decision to 
expand internationally is the issue because the risk in most cases is their responsibility and 
generally they cannot afford failure. These concerns were important to the author during the 
period of this research. The proposed model framework that has been developed in this 
research could be of benefit to some small-sized companies. The smallest benefit of 
developing such a tool is to provide and build a vision about the kind of knowledge that 
decision-makers in the company need to be aware of. Also, such a model could be useful in 
offering "stepping-stone" knowledge to build support tools such knowledge-based systems or 
expert systems. However, the proposed model in it current form offers a positive example of 
how small-sized companies can evaluate alternatives and make business decisions; it could 
also offer guidance in how to construct and design business activities in order to compete 
effectively. This assistance will not be a magic recipe for success but would, however, be a 
practical tool to evaluate influential factors in order to increase the probability of making the 
right decision using the right procedures. 
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Appendix A: Interview with Mr. Alan Wheeler 
Interview with Alan Wheeler (2002) Interview with Alan Wheeler. 10 June. 
General information: 
" What is the name of the organisation? 
Clamonta Engineering Co. Ltd. 
" Where is the organisation located? 
Whitacre Road, Nuneaton 
Warwickshire CV 11 6BX 
United Kingdom 
Tel: 024 76382447 / 76370307 
Fax: 024 76381312 
Email: alan@clamonta. co. uk 
Web: www. clamonta. co. uk 
" How many branches does the organisation have locally and internationally? 
Only one branch and located as mentioned above. 
" Who owns the organisation? 
government 
i private 
1 stockholders 
  others. (Private company that purchased two and a half years ago with share in market 
but the shareholders do not sit in the board) 
" What size is the organisation considered to be? (small - medium - large) 
Small company (30 people) 
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The proposed questions will be set into a recursive stages. These stages will be 
determined upon the answers of the following questions: 
Question (1) 
Could you briefly give general details about your firm? 
See brochure and website 
Question (2) 
What kind of work does your firm do as its main activity? 
  product 
Z logistics 
maintenance 
1 management 
i consultants 
Iservices 
I others ................................................................ . 
Engine components for Rolls Royse (Coventry, Derby and Bristol branches) 
Question (3) 
What sort of strategy do you follow? 
We develop a way to produce low volume spare parts about 700 different parts (old or 
small volume spare parts) because it is difficult to compete with Eastern European 
countries in high volume manufacturing. 
Question (4) 
Do you think this strategy is right for you? 
  Yes (Go to Question 6) I No 
Because it is difficult to compete with Eastern European countries in high volume 
manufacturing and big companies move small volume manufacturing to us and then they 
can concentrate in high volume manufacturing. 
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Question (5) 
What sort of strategy is right for you? 
Question (6) 
What sort of knowledge do (did) you need to implement strategy? 
Big companies like Rolls Royse are developing this type of strategy. They like to deal 
with fewer small companies and they want them to be bigger because they want them to 
share the risk factor of developing a new product in the future. 
Question (7) 
What are your competitive success factors? (More than one box may be ticked. ) 
I responding to global challenge 
  quality product / service 
T mastering language and culture of our customers 
choosing distribution channels 
T establishing long-term relationship with clients 
  flexibility to the need of the market / customers 
T brand name / reputation 
T low manufacturing cost 
1 innovative capabilities 
1 expertise in know-how technology 
T leadership (decision-making, management, and aggressive) 
T others ................................................................ 
The aims of the company is to provide quality to the customer (no defects and a very 
good record on delivery) and give the customer what they wants before they ask because 
we know them well and how many engine they made therefore we predict what they 
wants. 
Question (8) 
What are the positive influential factors that affected the success factors? 
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For delivery, software was developed to monitor and control the delivery targets. 
Question (9) 
What are the negative influential factors that affected the success factors? 
The utilization of the machine is very important (3 hrs the set-up time of products and 30 
minutes to machining it) therefore the 3hrs is loss because we are not making any money. 
Question (10) 
What are your competitive failure factors? (More than one box may be ticked. ) 
responding to global challenge 
T quality product / service 
Z mastering language and culture of our customers 
1 choosing distribution channels 
establishing long-term relationship with clients 
T flexibility to the need of the market / customers 
1 brand name / reputation 
T low manufacturing cost 
Z innovative capabilities 
1 expertise in know-how technology 
i leadership (decision-making, management, and aggressive) 
i others. (Look always for manufacturing cost - big companies restrict or tend to put 
small companies in a box or a hole and ask you to do a certain things 
Question (11) 
What are the positive influential factors that affected the failure factors? 
It is understood that Rolls Royse attitude can not be changed therefore it is important to 
find another customers by the internet or by other resources. 
Question (12) 
What are the negative influential factors that affected the failure factors? 
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Question (13) 
Do you have an international experience? 
  Yes No (Go to Question 21) 
Question (14) 
Do you still conduct you business internationally? 
  Yes No 
The company dealt with Rolls Royse and BMW in Germany, ITB in Spain and another 
two companies in Japan. 
Comments: 
From answers 8 and 9, Figure 1 illustrated the alternative answers for the above 
questions. The answer shows that there are three types of small and medium size firms: 
local, local with past international experience, and international. 
Yes International 
Still conducting company 
Yes 
you business 
International internationally? 
Experience No Local company 
No with past 
Local international 
company experience 
Figure 1: Types of small and medium-sized companies 
Question (15) 
What is (was) the mode of participation in a country economy? 
  Export Joint venture Wholly owned subsidiaries 
Only an export mode that is receiving orders and sending it plus the products raw 
materials brought from USA. 
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Question (16) 
Do you consider your overseas operation to be a success? 
  Yes No 
Question (17) 
What are (were) the major problems with which you had to deal? (More than one box 
may be ticked. ) 
I the change is too expensive 
I insufficient technological resources 
I insufficient financial resources 
I lack of government assistance 
I not responding to the customers need 
I the tariff burden is too high 
  language and culture barriers 
T intense foreign competition 
1 wrong location 
i over-optimism about market size 
lack of expertise 
1 others ................................................................ 
With Germany there were no problem because they speaks English and most of the 
people our company deal with mostly from England but with Spain only some of them 
speak a reasonably fair English. It will be a good progress to have a Spanish agent. 
Question (18) 
Did you solve you problems? 
I Yes   No (Go to Question 20) 
Question (19) 
How did you solve you problems? 
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Question (20) 
If you start fresh what would you do to solve the major problem you had to deal with? 
Actually we missed to take the opportunity in Spain that somebody take three years ago 
when the government of Spain offered support to the company with a substantial amount 
of money because they do not have a big aerospace industry. But now, the government of 
Spain decide to support only local individual companies. So, it is better now to check if 
there are any opportunities available in Eastern Europe for instance. Also, we are not 
competitive because of the process but because of the labor cost. And the only way to 
overcome that in a particular industry is to take all of that labor cost out by spending a 
huge amount in capital investment. It is an obvious that small company are limited in 
term of how far they can go with that amount of resources and capital investment because 
small companies are only using owner cash and that cash are not big enough to sustain 
huge capital investment. 
The main problem we got with bigger companies that they decide to reduce their supply 
and they are not entertaining new suppliers. Also, they are not approving new suppliers. 
So, unless you have got an approval, you will never get throw the front door. Right now, 
my strategy is to look for other businesses that got the approvals to acquire. 
Question (21) 
What of the following answers describes the firm's desire to "go global"? (More than one 
box may be ticked. ) 
Ito establish an international presence 
Ito improve the product / service 
lack of domestic success 
T saw good business opportunities 
T government policies initiatives 
T shorter product life cycle 
T economies of scale from additional orders and accumulated unsold inventory 
T availability of foreign market information 
i increased domestic competition 
1 export promotion programme 
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location advantage 
1 to maximize profit 
1 to gain resource advantage (financial, technological, environmental, manufacturing, and 
economical) 
1 first class brand 
T saturated domestic market 
T available production capacity 
1 unique product / service 
1 to bring global customer locally 
1 agreement with foreign companies 
T innovative capabilities 
T opportunities to increase the number of country markets and reduce related risks 
1 others (the company can compete against anybody that is in the approved source but it is 
generally about the issue of cost against competitors; labour cost in Spain is less 1/3 than 
UK and labour cost in East Europe is about % of UK; it is easy to do thing better but 
whether we can do it 75% better is very questionable. It is no good to compete against the 
Eastern Europe (the Tescheque Republic) in the line of products they been asked to 
make. So, we are moving away from what we used to do into another sector where we 
can compete because it is no good trying to change something that we cannot do. The 
company can spend 100,000 pounds but still could not get it to the target price. There is 
no point of chasing it. 
Important notes from Mr. Alan Wheeler 
"I am the one who talk and read to see which way the market is going. Also, I may talk 
to market researchers base on certain sectors that information can be getting from. 
" The environment used to be very stable with not many huge changes and the product 
did not change too much. Also, the workload did not go up and down. But in the last 
few years, manufacturers tried to get the lead-time down, and as the lead-time slowly 
shortened the process would be fluctuated. 
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" With our machines, yes we can move to different market. But, it is not easy as it 
sound. I think the way to move to another market is to try to find another company 
that we can purchase to acquire their experience and skills. Then, we can slowly 
move out into that market sector without trying to change our work over the night 
because we can use their experience to do it. 
"I think the world now is becoming more of a large companies market. A lot of more 
small companies disappearing and the larger companies merging and disappearing as 
well to be a much bigger company. 
"I think that there are no cultural influences in our market. 
" Small companies are more flexible and dynamics. It is very much closer to all the 
decisions that been made. Where is in bigger companies you often find the entire 
lower workforce do not really understand what's happening. Decisions in large 
companies are time consuming but in small companies can actually make those 
decisions virtually within ten minutes to an hour. 
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Appendices B: Questionnaire 
Appendix B1: 
Questionnaire: 
I would appreciate your help if you could spare a few minutes of your time. I am seeking 
your views and opinions about your expertise and experience in working in the real 
organisational market. Your help could lead to the building of a decision model to assist 
small firm in evaluating their chances of success outsides their local markets. 
The purpose of this questionnaire is to: 
1- Validate design factors and establish a prioritizing technique for internal and external 
influential factors that have an effect on the decision-making of small firms in their 
expansion into global markets. 
2- Establish relationships between significant internal and external influential factors, 
and examine the interaction between these during the initial evaluation stage. 
3- Use the results to frame a set of recommended procedures that will enable important 
factors to be used in building a decision tool for matching small companies with the 
most appropriate international markets. 
Most of the questions can be answered with a mark or a brief phrase of three to five 
words. Please be assured that all the information you provide will be treated in strict 
confidence. 
Your response is important. The accuracy of the study depends heavily upon your 
response to ensure that the views and opinions elicited reflect current practices within 
today's markets. Please take a few minutes to complete the questionnaire and return it in 
the enclosed prepaid envelope as soon as possible. 
Please direct any queries you may have to: Engineer S. Almutairi, Email: S. G. Al- 
Mutairi@lboro. ac. uk OR g84aziz@eudoramail. com. 
General Information 
1. Company name and address (optional): 
1. Country: 
2. Name of the respondent (optional): 
3. Title/Position: 
Questionnaire 
4. What size is your company considered to be? Please mark the closest alternative! 
" Small (50 employees or fewer) 
" Medium (More than 50 employees and fewer than 250) 
" Large (More than 250 employees) 
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5. What is your company's line of business? 
" Product 
" Service 
6. Who owns the organisation? 
" Government 
" Private 
" Shareholders 
" Other (please specify) 
7. Have you already decided to sell your product / service in the international market? 
" Yes 
" No 
Global Firms 
8. What is your company's mode of participation? 
" Export 
" Franchising 
" Joint-Venture 
" Wholly owned subsidiaries 
" Other (please specify) 
9. How much international experience does the company have? Please mark the closest 
alternative! 
" One Year 
" Two-Four Years 
" Five-Ten Years 
" More than Ten Years 
10. Where? 
11. Do you consider your global operations to be a success? 
" Yes 
" No 
12. Do you still conduct your business globally? 
" Yes 
" No 
Success Factors 
13. Please, indicate the level of AGREEMENT or DISAGREEMENT with the following 
reasons for the success of your company globally. 
Please mark the most suitable number: 
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" Strongly Disagree -Tend to Disagree - Don't Know -Tend to Agree -Strongly 
Agree 
" Responding to the global challenge 
" Providing a quality product / service 
" International experience 
" Mastering the language and culture of your customers 
" Uniqueness of the product 
" Choosing distribution channels 
" Establishing long-term relationship with clients 
" Offering flexibility to the needs of the market / customers 
" Brand name / reputation 
" Low manufacturing costs 
" Innovative capabilities 
" Expertise in know-how technology 
" Leadership style (decision-making, management and aggressive) 
" Other factors 
14. Do you want to specify your answer about the other factors? 
Negative Factors 
15. To what extents have the following negative factors affected your company globally? 
Please mark the number after each alternative: 
No Effect-Minor Effect -Don't Know-Moderate Effect -Major Effect 
" The tariff burden is too high 
" Insufficient technological resources 
" Insufficient financial resources 
" Lack of government assistance 
" Not responding to the customers' needs 
" The change is too expensive 
" Language and cultural barriers 
" Intense foreign competition 
" Wrong location 
" Over-optimism about market size 
" Lack of expertise 
" Other factors 
16. Do you want to specify your answer about the other factors? 
17. Have the negative factors caused, or may perhaps in the future, cause your global 
operations to fail? 
" Yes 
" No 
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" Don't Know 
Reason to Fail Globally 
18. What are the reasons that have caused your company to fail globally? 
Start Afresh 
19. If you started afresh, what would you do to solve the problems that have caused your 
company's failure in the international market? 
Company's Motives 
20. Which of the following answers describe your company's desire to "go global"? 
Please, indicate one or more answers that appropriately describes your company's 
motives. 
" To establish an international presence 
" To improve the product / service 
" Shorter product life-cycles 
" To take advantage of good business opportunities 
" Government policy initiatives 
" Agreement with foreign companies 
" Available production capacity 
" To defeat competitors in their markets 
" Export promotion programme 
" Location advantage 
" To maximize profit 
" First class brand 
" Increased domestic competition 
"A lack of domestic success 
" Innovative capabilities 
" Saturated domestic market 
" Unique product / service 
" Economies of scale from additional orders and accumulated unsold inventory 
" To gain a resource advantage (financial, technological, environmental, 
economical and manufacturing) 
" Opportunities to increase the number of country markets and reduce related risks 
" Other (please specify) 
Market Attractive Factors 
21. How significance would each of the following market factors be in attracting your 
company to a certain international market? 
Please mark the number after each alternative: 
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" Extremely Insignificant-Insignificant-Don't Know- Significant - Extremely 
Significant 
" Economics factors 
" Social and cultural factors 
" Political factors 
" Technical factors 
" Physical and infrastructure factors 
" Market potential factors 
" Legal factors 
" Other factors 
22. Do you want to specify your answer about the other factors? 
Economic Factors 
23. Could you describe the Economic Factors that attract your company to a certain 
international market? 
" Product per capita income 
" Availability of a country reserves (US dollars) in the foreign country 
" Education and employment level 
" Inflation rate 
" Trends of trade (surplus versus deficits) 
" Relative skill level of labour force) 
" Wealth of the foreign country in the natural resources 
" The diversity and range of all products produced in the foreign country versus 
those imported 
" Per capita of ownership of consumer goods 
" Per capita food consumption 
" Per capita energy consumption 
" Per capita industrial goods consumption 
" Tax rate 
" Interest rate 
" Wage level 
" Price control 
" Business cycle 
" Other (please specify) 
Social and Cultural Factors 
24. Could you describe the Social and Cultural factors that attract your company to a 
certain international market? 
" Number, differences, and harmony of different cultural grouping 
" Percent of business community who speaks English 
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" Preference and prohibitions in the foreign country 
" Differences in views on the use of product 
" Crime rate 
" Language 
" Role of women and minorities 
" Work ethics 
" Career expectations 
" Overall community atmosphere 
" Other (please specify) 
Political Factors 
25. Could you describe the Political factors that attract your company to a certain 
international market? 
" Political strength of leadership in the foreign country 
" Degree of freedom 
" The degree of local labour unrest 
" Degree of the foreign country's domestic instability 
" The degree of diplomatic relations 
" Extent of restrictions on free and open trade 
" Extent of foreign government's use of incentives to encourage private business 
" Actual size of the private sector in relation to the government sector in the foreign 
country 
" The ability of the foreign government to enforce its diplomatic policies with 
respect to trade 
" The relationships that might prevent the firm's entry into a foreign location 
" The probability of tax relief on the import and local materials 
" The probability of an income tax holidays 
" Protection laws 
" Government regulation and restriction that could affect operations 
" Other (please specify) 
Physical and Infrastructure Factors 
26. Could you describe the Physical and infrastructure factors that attract your company 
to a certain international market? 
" Climate 
" The probability of natural disaster 
" Seasonality 
" Accessibility (proximity to highways and airports) 
" Availability of existing facilities and equipment 
" Proximity to country's attraction (sports, shopping, or cultural activities) 
" Cost and efficiency of transportation 
" Cost and efficiency of physical handling and warehousing 
" Cost and efficiency of communication 
" Cost and efficiency of trade fairs and industrial exhibition 
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" Total land area of the foreign country and description 
" Other (please specify) 
Technical Factors 
27. Could you describe the Technical factors that attract your company to a certain 
international market? 
0 Related cost factors 
" Product and service quality 
" The general rate of technological change 
" Raw material 
" Innovation 
" Other (please specify) 
Market Potential Factors 
28. Could you describe the Market potential factors that attract your company to a certain 
international market? 
" Buyer's ability to pay for product 
" Average annual sales 
" Future trends and growth rate of the foreign market 
" Parts and technical service support needed and available for your product in the 
foreign country 
" Need to change your product specifications due to differences in foreign buyers' 
taste and preferences or technical requirements 
" Degree of test marketing and promotion required to assure adequate sales 
" Credit and financing normally extended to buyers 
" Types and number of competitive product 
" Competitors' market share, coverage, and growth rate in the foreign market 
" Other (please specify) 
Legal Factors 
29. Could you describe the Legal factors that attract your company to a certain 
international market? 
" Exact tariffs, import duties, and taxes assessed by the foreign country on your 
products 
" Tariffs concessions allowed by the foreign country 
" Common markets and regional trading blocks to which the foreign country 
belongs 
" Product standards imposed by the foreign country (e. g. product packaging, 
labelling requirements) 
" Required documentation, import procedures, and quotas imposed by the foreign 
government 
" Extent and nature of the foreign government's participation in trade 
" Visa requirements in the foreign country 
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" Foreign government's laws affecting relationships with agent's distributors (e. g. 
severance pay, compensation) 
" Laws regulating and restraining advertising and promotion in the foreign country 
" Patent, copyright, and trademark protection in the foreign country 
" Other (please specify) 
Comments 
30. Please feel free to include any additional factors and/or comments below: 
31. Would you like to give us your contact information for further co-operation? 
Name: 
Address: 
Tel: 
Fax: 
E-mail: 
Thanks! 
I appreciate your feedback. It is your ideas that have made this site what it is today. 
Thanks again! 
Engineer S. Al-Mutairi 
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Dear Sir / Madam, 
Expansion to international markets is the ultimate target of many businesses. 
Unfortunately, many firms that pursue global expansion as a strategy do not always select 
the best market because they do not fully understand the various external and internal 
environmental factors surrounding their business decisions. 
Global expansion is a critical issue which must remain part of the academic agenda. This 
research has been commissioned within the Department of Mechanical and 
Manufacturing Engineering at Loughborough University in the United Kingdom, in order 
to develop a Global Evaluation Model for matching firms with the most appropriate 
target markets internationally. 
If you are (or were) a global organisation, I would appreciate your help and contribution 
by replying to this e-mail with a phrase of acceptance such as "Yes, I will participate in 
the survey". 
Upon receiving your acceptance reply, a four-page questionnaire site address will be send 
electronically. All you have to do is to take about four minutes to complete it. Most of the 
questions have been evaluated to be in their clearest form and can be answered with a 
mark. Please be assured that this e-mail is virus-free and all the information you provide 
will be treated in the strictest confidence. 
Your response is important. The accuracy of the study depends heavily upon your 
response to ensure that the views and opinions elicited reflect current practices within 
today's markets. I will send you an e-mail to let you know when the results of the 
research are complete. 
Thank you. 
Saud AI-Mutairi, Engineer 
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Questionnaire: 
1. In which country your company is located? 
2. What is your company's line of business? 
(a) Product (b) Service (c) Product and service 
3. How long has your company been in this business? 
(a) Less than one year 
(b) From one to three years 
(c) Between three and ten years 
(d) More than ten years 
4. The terms "market research" or "market information" or "scanning of the international 
markets" that are used in this study refer to any kind of analysis carried out by a 
company, either by internal sources (the manager or a department within the company), 
or by external sources (market research agencies or banks) in order to analyse 
international markets before venturing into them. 
Did you use a market research study (market information or scanning of the international 
markets) before entering the international market? 
(a) Yes (b) No (Go to Question 6) 
5. Who carried out the market research (market information or scanning of the international 
markets) for your company? 
(a) Our own company 
(b) A market research agency 
(c) A private consultant 
(d) Government agency 
(e) Banks 
(f) Other ............................................................................ 
374 
6. Why did your firm not carry out market research (market information or scanning of the 
international markets)? 
(a) Because we did not know how to do it. 
(b) Because we did not believe it would benefit our company. 
(c) Because we are following other firms' footsteps. 
(d) Because the firm cannot afford the cost of the market research. 
(e) It is a decision of the firm's owner / director / manager. 
(f) It is a recommendation from a private consultant /a consultant firm. 
(g) Other .............................................................................. 
7. To what extent has market research (market information or scanning of the international 
markets) been used in your company? Please indicate the most suitable number in the 
order 1 to 5, where number 5= Use it all the time, 4= Use it quite a lot, 3= Use it 
sometimes, 2= Use it rarely, and 1= Never used. Tick once on each line. 
Statement 5 4 3 2 1 
Used in the past 
Use now 
Will use in the future 
8. In which country does your business have international experience? Tick all that apply. 
(a) USA 
(b) UK 
(c) Japan 
(d) Malaysia 
(e) Singapore 
(f) Others ..................................................................................... 
9. Do you consider your target country selection to be a successful decision? 
(a) Yes (b) No 
10. Do you consider your global operation to be a business success? 
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(a) Yes (b) No 
11. Do you still conduct your businesses internationally? 
(a) Yes (b) No (Go to Question 13) 
12. Please indicate the extent of AGREEMENT or DISAGREEMENT with the following 
reasons for the success of your company internationally. Please indicate the most suitable 
number in the order I to 5, where number 5= Strongly Agree, 4= Tend to Agree, 3= 
Don't Know, 2= Tend to Disagree, and I= Strongly Disagree. Tick once on each line. 
Statement 5 4 3 2 
Responding very well to the international challenge 
Providing a quality product / service 
Extensive international experience 
Significant effort to master the language and culture of your 
customers 
Uniqueness of the product / service produced 
Very successful distribution channels 
Emphasis in establishing long-term relationships with clients 
Offering high flexibility to meet the needs of the market and 
customers 
Having an excellent brand name or reputation 
Low manufacturing costs 
Innovative capabilities 
Expertise and know-how in technology 
Strength in the quality of management 
Other factor. Which? 
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13. To what extent the following negative factors affected your company internationally? 
Please mark the number after each alternative: 5=No Effect, 4=Minor Effect, 3=Don't 
Know, 2=Moderate Effect, 1=Major Effect. Tick once on each line. 
Statement 5 4 3 2 
The tariff burden is too high 
Insufficient technological resources 
Lack of international experience 
Insufficient financial resources 
Lack of government assistance 
Not responding to the customers' needs 
The change is too expensive 
Insufficient attention to Language and cultural barriers 
Intense foreign competition 
Wrong location 
Over-optimism about market size 
Lack of expertise 
Other factor, which? 
14. Have the negative factors selected (the ones with a Moderate Effect or a Major Effect) in 
Question 13 earlier caused, or may perhaps in the future, your international operations to 
fail? 
(a) Yes (b) No 
15. Which of the following answers describe your company's desire to "go global"? 
Please indicate the most suitable number that appropriately describes your company's 
motives in the order 1 to 5, where number 5= Strongly Agree, 4= Tend to Agree, 3= 
Don't Know, 2= Tend to Disagree, and I= Strongly Disagree. Tick once on each line. 
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Statement 5 4 3 2 
To establish an international presence 
To improve the product / service 
To maximize profit from shorter life-cycles product or 
service 
To take advantage of good business opportunities 
To take advantage of government policy initiatives 
To form favourable joint ventures 
Opportunities to increase the number of country 
markets and reduce related risks 
To make best use of available capacity of the 
company 
To gain location advantage 
Domestic success encouraging international sales 
Innovative capabilities will be valued in international 
markets 
Saturated domestic market 
Offering a unique product or service 
Gaining economies of scale from additional orders 
To defeat competitors in their markets 
To take advantage of export promotion programme 
Utilizing our brand image internationally 
To gain a resource advantage (financial, 
technological, environmental, economical and 
manufacturing) 
Other factor. Which? 
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16. Could you describe the market factors that attract your company to a certain international 
market? Please indicate the most suitable number in the order I to 5, where number 5 
Strongly Agree, 4= Tend to Agree, 3= Don't Know, 2= Tend to Disagree, and 1= 
Strongly Disagree. Tick once on each line. 
Statement 5 4 3 2 
Relative skill level of labour force 
Education and employment level 
Wage level 
Percent of business community who speak English 
Preferences and prohibitions in the foreign country 
Language 
Degree of political stability 
Extent of restrictions on free and open trade 
The probability of tax relief on imports and local 
materials 
Government regulations and restriction that could affect 
operations 
Cost and efficiency of transportation 
Accessibility (proximity to highways and airports) 
Low cost-base of resources 
Buyer's ability to pay for product 
Future trends and growth rate of the foreign market 
Types and number of competitive products 
Exact tariffs, import duties, and taxes assessed by the 
foreign country on your products 
Tariffs concessions allowed by the foreign country 
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to support business 
Financial control and freedom to move financial resources 
internationally 
Environmental controls 
Other factors. Which? 
1- 
2- 
17. Could you describe the other market factors that were found in the international target 
market that your company did not expect and had to deal with? (i. e. government 
regulations and restrictions or percent of business community who speak English). 
Finally. the last few questions to complete: 
18. What is your position/ job title? 
19. How many employees does your company have? Please mark the closest alternative! 
(a) Small (1-49 employees) 
(b) Medium (50-249 employees) 
(c) Large (more than 250 employees) 
20. Who owns the company? 
(a) Private 
(b) Shareholders 
(c) Government 
(d) Others ....................................................................................... 
21. What is your company's mode of participation? Tick all that apply. 
(a) Export 
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(b) Franchising. 
(c) Joint venture. 
(d) Wholly owned subsidiaries. 
(e) Others ......................................................................................... 
22. How much international experience does your company have? Please select the closest 
alternative. 
(a) Less than one year 
(b) From one to three years 
(c) Between three and ten years 
(d) More than ten years 
23. Your name, address, and e-mail (Optional): 
24. Please feel free to include any additional comments below: 
Thanks for your help. 
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Appendix Cl: 
Descriptive Statistics 
N Mean Std. 
Deviation 
Minimu 
m 
Maximu 
m 
Responding very well to the international challenge 25 3.64 1.50 1 5 
Providing a quality product / service 25 4.36 . 95 2 5 
Extensive international experience 25 3.44 1.33 1 5 
Significant effort to master the language and culture of your 
customers 
25 2.60 1.29 1 5 
Uniqueness of the product / service produced 25 3.68 1.14 1 5 
Very successful distribution channels 25 3.56 1.33 1 5 
Emphasis in establishing long-term relationship with clients 25 4.04 1.02 2 5 
Offering high flexibility to meet the needs of the market and 
customers 
25 4.28 . 84 3 5 
Having an excellent brand name or reputation 25 3.88 1.13 2 5 
Low manufacturing costs 25 3.04 1.37 1 5 
Innovative capabilities 25 3.76 1.23 1 5 
Expertise and know-how in technology 25 4.08 1.29 1 5 
Strength in the quality of management 25 4.16 . 80 2 5 
Friedman Test 
Ranks Mean Rank 
Providing a quality product / service 10.12 
Offering high flexibility to meet the needs of the market and customers 9.46 
Expertise and know-how in technology 9.16 
Strength in the quality of management 8.86 
Emphasis in establishing long-term relationship with clients 8.60 
Having an excellent brand name or reputation 8.14 
Innovative capabilities 7.90 
Uniqueness of the product / service produced 7.50 
Responding very well to the international challenge 7.42 
Very successful distribution channels 6.86 
Extensive international experience 6.72 
Low manufacturing costs 5.70 
Significant effort to master the language and culture of your customers 4.16 
N 25 
Chi-Square 75.133 
df 13 
As . Sig . 000 
Table 5.15: The successful factors for the respondents from small companies in the UK 
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Descriptive Stat istics 
N Mean Std. Deviation Minimum Maximum 
Responding very well to the international challenge 15 3.27 1.39 1 5 
Providing a quality product / service 15 4.07 1.03 2 5 
Extensive international experience 15 3.93 1.22 1 5 
Significant effort to master the language and culture of your 
customers 
15 3.27 1.03 2 5 
Uniqueness of the product/ service produced 15 3.40 1.30 1 5 
Very successful distribution channels 15 4.33 1.05 2 5 
Emphasis in establishing long-term relationship with clients 15 4.53 . 64 3 5 
Offering high flexibility to meet the needs of the market and 
customers 
15 4.13 . 83 2 5 
Having an excellent brand name or reputation 15 4.07 1.22 2 5 
Low manufacturing costs 15 3.00 1.00 1 5 
Innovative capabilities 15 3.53 . 92 1 5 
Expertise and know-how in technology 15 3.20 1.32 1 5 
Strength in the quality of management 15 4.33 1.11 1 5 
Friedman Test 
Ranks 
Mean Rank 
Emphasis in establishing long-term relationship with clients 10.70 
Strength in the quality of management 10.23 
Very successful distribution channels 9.57 
Having an excellent brand name or reputation 8.93 
Providing a quality product / service 8.90 
Offering high flexibility to meet the needs of the market and customers 8.87 
Extensive international experience 8.47 
Innovative capabilities 6.73 
Uniqueness of the product / service produced 6.50 
Expertise and know-how in technology 6.30 
Responding very well to the international challenge 6.07 
Significant effort to master the language and culture of your customers 5.57 
Low manufacturing costs 4.50 
N 15 
Chi-Square 64.920 
df 13 
Asymp. Sig. . 000 
Table 5.16: The successful factors for the respondents from small companies in Kuwait 
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Descriptive Statistics 
N Mean 
Std. 
Deviation 
Minimum Maximum 
Responding very well to the international challenge 40 3.50 1.45 1 5 
Providing a quality product / service 40 4.25 . 98 2 5 
Extensive international experience 40 3.63 1.29 1 5 
Significant effort to master the language and culture of your 
customers 
40 2.85 1.23 1 5 
Uniqueness of the product / service produced 40 3.58 1.20 1 5 
Very successful distribution channels 40 3.85 1.27 1 5 
Emphasis in establishing long-term relationship with clients 40 4.22 . 92 
2 5 
Offering high flexibility to meet the needs of the market and 
customers 
40 4.22 . 83 
2 5 
Having an excellent brand name or reputation 40 3.95 1.15 2 5 
Low manufacturing costs 40 3.03 1.23 1 5 
Innovative capabilities 40 3.68 1.12 1 5 
Ex ertise and know-how in technology 40 3.75 1.35 1 5 
Strength in the quality of management 40 4.22 . 92 1 
5 
Friedman Test 
Ranks Mean Rank 
Providing a quality product / service 9.66 
Emphasis in establishing long-term relationship with clients 9.39 
Strength in the quality of management 9.38 
Offering high flexibility to meet the needs of the market and customers 9.24 
Having an excellent brand name or reputation 8.44 
Expertise and know-how in technology 8.09 
Very successful distribution channels 7.88 
Innovative capabilities 7.46 
Extensive international experience 7.38 
Uniqueness of the product / service produced 7.13 
Responding very well to the international challenge 6.91 
Low manufacturing costs 5.25 
Significant effort to master the language and culture of your customers 4.69 
N 40 
Chi-Square 116.555 
df 13 
Asymp. Sig. . 000 
Table 5.17: The successful factors for the respondents from all small companies 
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(Kruskal-Wallis Test) Ranks 
Company size N Mean Rank 
Small 40 34,85 
ll di ll h i t ti l h R 
Medium 23 38.67 
enge espon ng very we to t e n ona c a erna Large 13 49.42 
Total 76 
Small 40 36.20 
idi li / i P d 
Medium 23 41.93 
ng a qua rov ty pro uct serv ce Large 13 39.50 
Total 76 
Small 40 35.64 
i i i l i 
Medium 23 50.00 
ve Extens nternat ona exper ence Large 13 50.00 
Total 76 
Small 40 35.63 
Significant effort to master the language and culture of your Medium 23 34.39 
customers Large 13 54.62 Total 76 
Small 40 38.04 
d d i f h d / i Medium 23 39.43 queness o ce pro uce t e pro uct serv Un Large 13 38.27 
Total 76 
Small 40 40.58 
Medium 23 35.72 Very successful distribution channels Large 13 37.04 
Total 76 
Small 40 36.65 
h li t hi i h i i bli hi l i l 
Medium 23 39.74 
c en s pw t as s n esta ong-term re at ons Emp s ng Large 13 42.00 
Total 76 
Small 40 38.69 
Offering high flexibility to meet the needs of the market and Medium 23 38.87 
customers Large 13 37.27 Total 76 
Small 40 38.94 
i i ll Medium 23 38.65 on ng an exce ent brand name or reputat Hav Large 13 36.88 
Total 76 
Small 40 36.85 
f i 
L 23 46.1 1 Low manu actur ng costs arge Le 13 1 3 4 46 . 04 
Total 76 
Small 40 37.53 
i bili i Medium 23 42.61 ve capa Innovat t es Large 13 34.23 
Total 76 
Small 40 36.50 
i dk h i l E h 
Medium 23 38.65 
xpert se an now- ow n tec no ogy Large 13 44.38 
Total 76 
Small 40 38,99 
St th i th li f 
Medium 23 37.83 
reng n e qua ty o management Large 13 38,19 
Total 76 
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Oneway 
ANOVA 
Significant effort to master the language and culture of our customers 
Sum of Squares df 
San ý F Sig. 
Between Groups 11.295 2 5.647 4.755 . 011 
Within Groups 86.705 73 1.188 
Total 98.000 75 
Post Hoc Tests 
Multiple Comparisons 
Dependent Variable: Significant effort to master the lang ua e and culture of our customers 
95% Confidence Interval 
(I) Company 
size 
(J) Company 
size 
Mean Difference 
(I-J) 
Std. 
Error Sig. Lower 
Bound 
Upper 
Bound 
Small 
Small Medium . 07 . 285 . 
970 -. 61 . 75 
Large -1.00(*) . 348 . 015 -1.83 -. 16 
Small -. 07 . 285 . 970 -. 75 . 61 Tukey 
HSD 
Medium Medium 
Large -1.06(*) . 378 . 017 -1.97 -. 16 
Small 1.00(*) . 348 . 015 . 16 1.83 
Large Medium 1.06(*) . 378 . 017 . 16 1.97 
Large 
Small 
Small Medium . 07 . 285 . 972 -. 65 . 78 
Large -1.00(* . 348 . 021 -1.87 -. 13 
Small -. 07 . 285 . 972 -. 78 . 65 
ff h S 
Medium Medium 
e e c Large -1.06(*) . 378 . 023 -2.01 -. 12 
Small 1.00(*) . 348 . 021 . 13 1.87 
Large Medium 1.06(*) . 378 . 023 . 12 2.01 
Large 
* The mean difference is signi ficant at the . 05 level. 
Homogeneous Subsets 
Significant effort to master the language and culture of your customers 
N 
Subset for alpha - . 05 
Company size 1 2 
Tukey HSD(a, b) Medium 23 2.78 
Small 40 2.85 
387 
Large 13 3.85 
Sig. . 978 1.000 
Medium 23 2.78 
Scheffe(a b) 
Small 40 2.85 
, 
Large 13 3.8S 
Sig. . 980 1.000 
Means for groups in homogeneous subsets are displayed. 
a Uses Harmonic Mean Sample Size = 20.633. 
b The group sizes are unequal. The harmonic mean of the group sizes is used. Type I error levels are not 
guaranteed. 
Table 5.19: ANOVA test for the respondents from small, medium and large companies 
(success factors) 
Mann-Whitney Test 
Ranks 
Company Region N Mean 
Rank 
Sum of 
Ranks 
United Kingdom 25 21.82 545.50 
Responding very well to the international 
challenge 
Kuwait 15 18.30 274.50 
Total 40 
United Kingdom 25 21.92 548.00 
Providing a quality product / service Kuwait 15 18.13 272.00 
Total 40 
United Kingdom 25 18.80 470.00 
Extensive international experience Kuwait 15 23.33 350.00 
Total 40 
United Kingdom 25 18.18 454.50 
Significant effort to master the language and 
culture of your customers Kuwait 15 24.37 365.50 
Total 40 
Uniqueness of the product / service produced United Kingdom 25 21.42 535.50 
Kuwait 15 18.97 284.50 
388 
Total 40 
United Kingdom 25 17.88 447.00 
Very successful distribution channels Kuwait 15 24.87 373.00 
Total 40 
United Kingdom 25 18.58 464.50 
Emphasis in establishing long-term 
relationship with clients 
Kuwait 15 23.70 355.50 
Total 40 
United Kingdom 25 21.30 532.50 
Offering high flexibility to meet the needs of 
the market and customers Kuwait 
15 19.17 287.50 
Total 40 
United Kingdom 25 19.66 491.50 
Having an excellent brand name or reputation Kuwait 15 21.90 328.50 
Total 40 
United Kingdom 25 20.70 517.50 
Low manufacturing costs Kuwait 15 20.17 302.50 
Total 40 
United Kingdom 25 21.76 544.00 
Innovative capabilities Kuwait 15 18.40 276.00 
Total 40 
United Kingdom 25 23.62 590.50 
Expertise and know-how in technology Kuwait 15 15.30 229.50 
Total 40 
United Kingdom 25 18.92 473.00 
Strength in the quality of management Kuwait 15 23.13 347.00 
Total 40 
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Appendix C2: 
Descriptive Statistics 
N Mean Std. Deviation Minimum Maximum 
The tariff burden is too high 30 3.33 1.27 1 5 
Insufficient technological resources 30 3.20 1.21 1 5 
Lack of international experience 30 3.33 1.30 1 5 
Insufficient financial resources 30 3.47 1.41 1 5 
Lack of government assistance 30 3.10 1.30 1 5 
Not responding to the customers' needs 30 3.87 1.11 1 5 
The change is too expensive 30 3.53 1.14 1 5 
Insufficient attention to language and cultural barriers 30 3.87 1.17 2 5 
Intense foreign competition 30 3.17 1.37 1 5 
Wrong location 30 3.60 1.07 1 5 
Over-optimism about market size 30 3.07 1.14 2 5 
Lack of expertise 30 3.20 1.16 2 5 
Friedman Test 
Ranks 
Mean Rank 
Over-optimism about market size 5.42 
Lack of government assistance 5.50 
Intense foreign competition 5.58 
Lack of expertise 5.78 
Insufficient technological resources 6.00 
The tariff burden is too high 6.25 
Lack of international experience 6.27 
The change is too expensive 6.88 
Insufficient financial resources 7.02 
Wrong location 7.23 
Insufficient attention to language and cultural barriers 7.90 
Not responding to the customers' needs 8.17 
N 30 
Chi-Square 27.386 
df 11 
Asymp. Sig. . 004 
Table 5.21: The negative factors for the respondents from small companies in the UK 
391 
Descriptive Statistics 
N Mean Std. Deviation Minimum Maximum 
The tariff burden is too high 18 2.50 1.15 1 5 
Insufficient technological resources 18 2.67 1.33 1 5 
Lack of international experience 18 3.11 1.37 1 5 
Insufficient financial resources 18 3.06 1.39 1 5 
Lack of government assistance 18 2.89 1.41 1 5 
Not responding to the customers' needs 18 2.56 1.20 1 4 
The change is too expensive 18 2.89 1.23 1 5 
Insufficient attention to language and cultural barriers 18 3.44 1.42 1 5 
Intense foreign competition 18 3.72 1.23 1 5 
Wrong location 18 2.89 1.28 1 5 
Over-optimism about market size 18 3.22 1.11 1 5 
Lack of expertise 18 2.94 1.30 1 5 
Friedman Test 
Ranks 
Mean Rank 
Insufficient technological resources 5.50 
The tariff burden is too high 5.36 
The change is too expensive 6.11 
Not responding to the customers' needs 5.22 
Lack of government assistance 6.14 
Lack of expertise 6.42 
Lack of international experience 6.92 
Insufficient attention to language and cultural barriers 7.47 
Over-optimism about market size 7.11 
Insufficient financial resources 7.06 
Wrong location 6.28 
Intense foreign competition 8.42 
N 18 
Chi-Square 15.768 
df 11 
Asymp. Sig. . 150 
Table 5.22: The negative factors for the respondents from small companies in Kuwait 
392 
Descriptive Statistics 
N Mean Std. Deviation Minimum Maximum 
The tariff burden is too high 48 3.02 1.28 1 5 
Insufficient technological resources 48 3.00 1.27 1 5 
Lack of international experience 48 3.25 1.31 1 5 
Insufficient financial resources 48 3.31 1.40 1 5 
Lack of government assistance 48 3.02 1.33 1 5 
Not responding to the customers' needs 48 3.38 1.30 1 5 
The change is too expensive 48 3.29 1.20 1 5 
Insufficient attention to language and cultural barriers 48 3.71 1.27 1 5 
Intense foreign competition 48 3.38 1.33 1 5 
Wrong location 48 3.33 1.19 1 5 
Over-optimism about market size 48 3.13 1.12 1 5 
Lack of expertise 48 3.10 1.21 1 5 
Friedman Test 
Ranks 
Mean Rank 
The tariff burden is too high 5.92 
nsufficient technological resources 5.81 
Lack of international experience 6.51 
nsufficient financial resources 7.03 
Lack of government assistance 5.74 
Not responding to the customers' needs 7.06 
The change is too expensive 6.59 
nsufficient attention to language and cultural barriers 7.74 
ntense foreign competition 6.65 
Wrong location 6.88 
Over-optimism about market size 6.05 
Lack of expertise 6.02 
N 48 
Chi-Square 18.460 
df II 
Asymp. Sig. . 071 
Table 5.23: The negative factors for the respondents from small companies 
393 
(Kruskal-Wallis Test) 
Ranks 
Company size N Mean Rank 
Small 48 42.83 
den is too hi h iff b Th t 
Medium 2S 43.36 
ur g ar e 
Large 13 46.23 
Total 86 
Small 48 44.88 
Insufficient technolo ical resources 
Medium 25 43.38 
g 
Large 13 38.65 
Total 86 
Small 48 41.99 
national ex erience fi t k L 
Medium 25 46.94 
p o n er ac 
Large 13 42.46 
Total 86 
Small 48 42.91 
fficient financial resources s I 
Medium 25 48.14 
n u 
Large 13 36.77 
Total 86 
Small 48 45.03 
overnment assistance Lack of 
Medium 25 40.94 
g 
Large 13 42.77 
Total 86 
Small 48 45.01 
to the customers' needs Not res ondin 
Medium 25 37.86 
p g 
Large 13 48.77 
Total 86 
The change is too expensive Small 48 45.22 
Medium 25 42.52 
394 
Large 13 39.04 
Total 86 
Small 48 48.51 
Insufficient attention to lan e and cultural barriers ua 
Medium 25 36.16 
g g 
Large 13 39.12 
Total 86 
Small 48 49.26 
Intense forei n com etition 
Medium 25 35.46 
g p 
Large 13 37.69 
Total 86 
Small 48 43.41 
Wron location 
Medium 25 . 18 g 
Large 13 36.77 
Total 86 
Small 48 41.27 
timism about market size Over-o 
Medium 25 45.72 
p 
Large 13 47.46 
Total 86 
Small 48 43.55 
Lack of expertise 
Medium 25 43.34 
Large 13 43.62 
I Total 86 
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(Mann-Whitney Test) 
Ranks 
Company N Mean Sum of Region Rank Ranks 
United 30 27.90 837.00 Kingdom 
The tariff burden is too high Kuwait 18 18.83 339.00 
Total 48 
United 30 26.63 799.00 Kingdom 
Insufficient technological resources Kuwait 18 20.94 377.00 
Total 48 
United 30 25.33 760.00 Kingdom 
Lack of international experience Kuwait 18 23.11 416.00 
Total 48 
United 30 26.08 782.50 Kingdom 
Insufficient financial resources Kuwait 18 21.86 393.50 
Total 48 
United 30 25.35 760.50 Kingdom 
Lack of government assistance Kuwait 18 23.08 415.50 
Total 48 
United 30 29.55 886.50 Kingdom 
Not responding to the customers' needs Kuwait 18 16.08 289.50 
Total 48 
United 30 27.20 816.00 Kingdom 
The change is too expensive Kuwait 18 20.00 360.00 
Total 48 
Insufficient attention to language and cultural United 30 25.87 776.00 Kingdom 
397 
barriers Kuwait 18 22.22 400.00 
Total 48 
United 
Kingdom 30 22.40 672.00 
Intense foreign competition Kuwait 18 28.00 504.00 
Total 48 
United 
Kingdom 30 27.38 821.50 
Wrong location 
Kuwait 18 19.69 354.50 
Total 48 
United 
Kingdom 30 23.53 706.00 
Over-optimism about market size Kuwait 18 26.11 470.00 
Total 48 
United 30 25.43 763.00 Kingdom 
Lack of expertise Kuwait 18 22.94 413.00 
Total 48 
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Appendix C3: 
Descriptive Statistics 
N Mean Std. Deviation Minimum Maximum 
To establish an international presence 30 3.23 1.41 1 5 
To improve the product / service 30 3.53 1.31 1 5 
To maximize profit from shorter life-cycles product or service 30 3.40 1.25 1 S 
To take advantage of good business opportunities 30 4.47 . 73 2 S 
To take advantage of government policy initiatives 30 3.03 1.10 I 5 
To form favourable joint ventures 30 2.73 1.26 1 5 
Opportunities to increase the number of country markets and 
reduce related risks 
30 4.17 . 83 2 5 
To make best use of available capacity of the company 30 4.37 . 72 3 S 
To gain location advantage 30 3.60 1.00 2 5 
Domestic success encouraging international sales 30 4.00 1.14 1 5 
Innovative capabilities will be valued in international markets 30 3.20 1.42 1 5 
Saturated domestic market 30 3.73 1.01 2 5 
Offering a unique product or service 30 3.63 1.13 2 S 
Gaining economies of scale from additional orders 30 3.93 1.20 1 5 
To defeat competitors in their markets 30 2.90 1.24 1 5 
To take advantage of export promotion programme 30 2.57 1.19 1 5 
Utilizing our brand image internationally 30 3.07 1.39 1 S 
To gain a resource advantage (financial, technological, 
environmental, economical and manufacturing) 
30 3.83 . 91 1 S 
Friedman Test 
Rank Mean Rank 
To take advantage of good business opportunities 13.77 
To make best use of available capacity of the company 13.23 
Opportunities to increase the number of country markets and reduce related risks 12.12 
Gaining economies of scale from additional orders 11.48 
Domestic success encouraging international sales 11.62 
To gain a resource advantage (financial, technological, environmental, 
economic and manufacturing) 
10.58 
Saturated domestic market 10.18 
Offering a unique product or service 9.92 
To gain location advantage 9.77 
To improve the product / service 9.60 
To maximize profit from shorter product or service life-cycles 8.93 
Innovative capabilities will be valued in international markets 8.30 
To establish an international presence 8.50 
Utilizing our brand image internationally 7.58 
To take advantage of government policy initiatives 7.07 
To defeat competitors in their markets 6.62 
To form favourable joint ventures 6.07 
To take advantage of export promotion programme 5.67 
N 30 
Chi-Square 123.794 
df 17 
Asm. Si. 
. 000 
Table 5.26: Motivational factors for the respondents from small companies in the UK 
(Friedman test) 
400 
Descriptive Statistics 
N Mean Std. Dcviation Minimum Maximum 
To establish an international presence 18 2.61 1.14 1 S 
To improve the product / service 18 2.61 1.24 1 S 
To maximize profit from shorter life-cycles product or service 18 3.44 1.23 1 5 
To take advantage of good business opportunities 18 3.94 1.16 1 5 
To take advantage of government policy initiatives 18 2.78 1.22 1 5 
To form favourable joint ventures 18 2.72 1.18 1 5 
Opportunities to increase the number of country markets and 
reduce related risks 
18 3.50 1.15 1 S 
To make best use of available capacity of the company 18 3.61 1.14 1 3 
To gain location advantage 18 3.30 . 99 1 5 
Domestic success encouraging international sales 18 3.28 . 89 2 5 
Innovative capabilities will be valued in international markets 18 3.28 1.07 1 5 
Saturated domestic market 18 3.17 1.15 1 5 
Offering a unique product or service 18 3.28 1.23 1 S 
Gaining economies of scale from additional orders 18 4.00 . 69 3 3 
To defeat competitors in their markets 18 2.61 1.20 1 S 
To take advantage of export promotion programme 18 3.00 1.19 1 S 
Utilizing our brand image internationally 18 2.78 1.40 1 S 
To gain a resource advantage (financial, technological, 
environmental, economical and manufacturing) 
18 3.39 1.29 I 5 
Friedman Test 
Ranks Mean Rank 
To take advantage of good business opportunities 13.25 
Gaining economies of scale from additional orders 12.67 
To make best use of available capacity of the company 11.22 
Opportunities to increase the number of country markets and reduce related risks 11.06 
To gain location advantage 10.78 
To gain a resource advantage (financial, technological, environmental, economic 
and manufacturing) 
10.58 
To maximize profit from shorter product or service life-cycles 10.36 
Innovative capabilities will be valued in international markets 9.78 
Domestic success encouraging international sales 9.53 
Offering a unique product or service 9.50 
Saturated domestic market 9.44 
To take advantage of export promotion programme 8.94 
To take advantage of government policy initiatives 7.86 
Utilizing our brand image internationally 7.86 
To form favourable joint ventures 7.86 
To improve the product / service 7.08 
To defeat competitors in their markets 6.75 
To establish an international presence 6.47 
N 18 
Chi-Square 51.241 
df 17 
Asymp. Sig. 
. 000 
Fable 5.27: Motivational factors for the respondents from small companies in Kuwait 
(Friedman test) 
401 
Descriptive Sta tistics 
N Mean Std. Deviation Minimum Maximum 
To establish an international presence 48 3.00 1.34 1 5 
To improve the product / service 48 3.19 1.35 1 5 
To maximize profit from shorter life-cycles product or service 48 3.42 1.23 1 3 
To take advantage of good business opportunities 48 4.27 . 94 1 5 To take advantage of government policy initiatives 48 2.94 1.14 1 5 
To form favourable joint ventures 48 2.73 1.22 1 S 
Opportunities to increase the number of country markets and 
reduce related risks 
48 3.92 1.01 1 5 
To make best use of available capacity of the company 48 4.08 . 96 1 3 
To gain location advantage 48 3.56 . 99 1 5 
Domestic success encouraging international sales 48 3.73 1.11 1 5 
Innovative capabilities will be valued in international markets 48 3.23 1.29 1 3 
Saturated domestic market 48 3.52 1.09 1 S 
Offering a unique product or service 48 3.50 1.17 1 S 
Gaining economies of scale from additional orders 48 3.96 1.03 1 5 
To defeat competitors in their markets 48 2.79 1.22 1 5 
To take advantage of export promotion programme 48 2.73 1.20 1 5 
Utilizing our brand image internationally 48 2.96 1.38 1 5 
To gain a resource advantage (financial, technological, 
environmental, economical and manufacturing) 
48 3.67 1.08 1 5 
Friedman Test 
Ranks Mean Rank 
To take advantage of good business opportunities 13.57 
To make best use of available capacity of the company 12.48 
Gaining economies of scale from additional orders 11.93 
Opportunities to increase the number of country markets and reduce related risks 11.72 
Domestic success encouraging international sales 10.83 
To gain location advantage 10.15 
To gain a resource advantage (financial, technological, environmental, economical and manufacturing) 10.58 
Saturated domestic market 9.91 
Offering a unique product or service 9.76 
To maximize profit from shorter life-cycles product or service 9.47 
Innovative capabilities will be valued in international markets 8.85 
To improve the product / service 8.66 
To establish an international presence 7.74 
Utilizing our brand image internationally 7.69 
To take advantage of government policy initiatives 7.36 
To take advantage of export promotion programme 6.90 
To form favourable joint ventures 6.74 
To defeat competitors in their markets 6.67 
N 48 
Chi-Square 154.932 
df 17 
Asymp. Sig. 
. 000 
Table 5.28: Motivational factors for the respondents from small companies from both 
regions (Friedman test) 
402 
(Kruskal-Wallis Test) 
Ranks 
Company 
size 
N Mean Rank 
Small 48 34.17 
resence t bli international T h 
Medium 25 53.16 
o es a p s an 
Large 13 59.38 
Total 86 
Small 48 38.94 
rove the roduct / service To im 
Medium 25 46.72 
p p 
Large 13 54.15 
Total 86 
Small 48 41.41 
roduct or service h life-c cles i i f tf t T 
Medium 25 46.06 
rom s y p m ze pro i or er o max 
Large 13 46.31 
Total 86 
Small 48 41.70 
ortunities ood business o k ad anta e of t T 
Medium 25 47.84 
pp a e v g g o 
Large 13 41.81 
Total 86 
Small 48 44.01 
initiatives olic k dvanta e of e nment t T 
Medium 25 37.36 
y g gov r p o a ea 
Large 13 53.42 
Total 86 
Small 48 38.10 
To form favourable joint ventures 
Medium 25 50.40 
Large 13 50.15 
Total 86 
Opportunities to increase the number of country markets and Small 48 41.21 
reduce related risks Medium 25 40.78 
403 
Large 13 57.19 
Total 86 
Small 48 45.07 
To make best use of available capacity of the company 
Medium 25 43.50 
Large 13 37.69 
Total 86 
Small 48 39.92 
To gain location advantage 
Medium 25 45.82 
Large 13 52.27 
Total 86 
Small 48 43.56 
Domestic success encouraging international sales 
Medium 25 39.74 
Large 13 50.50 
Total 86 
Small 48 41.20 
Innovative capabilities will be valued in international markets 
Medium 2S 48.44 
Large 13 42.50 
Total 86 
Small 48 46.75 
Saturated domestic market 
Medium 25 37.48 
Large 13 43.08 
Total 86 
Small 48 46.38 
Offering a unique product or service 
Medium 25 40.92 
Large 13 37.85 
Total 86 
Small 48 47.10 
Gaining economies of scale from additional orders 
Medium 25 39.92 
Large 13 37.08 
Total 86 
404 
Small 48 41,78 
To defeat competitors in their markets 
Medium 25 45.02 
Large 13 46.92 
Total 86 
Small 48 42.51 
To take advantage of export promotion programme 
Medium 25 42.88 
Large 13 48.35 
Total 86 
Small 48 39.66 
Utilizing our brand image internationally 
Medium 25 45.12 
Large 13 54.58 
Total 86 
Small 48 42.15 
To gain a resource advantage (financial, technological, Medium 25 41.64 
environmental, economical and manufacturing) Large 13 52.08 
Total 86 
405 
To gain a resource advantage (financial, technological, environmental, economical 
and manufacturing) N 
N 
Utilizing our brand image internationally C ,y 
To take advantage of export promotion programme N 1`' 
To defeat competitors in their markets 
a 
N r 
Gaining economies of scale from additional orders 
N 
ry 
Offering a unique product or service 
Saturated domestic market N 
Innovative capabilities will be valued in international markets 
SIC '. -t 
Domestic success encouraging international sales N 'r 
To gain location advantage N ey # 
5 
Q yq 
3 
3 
To make best use of available capacity of the company ö_ N 
5 
0 _ 
U 
Opportunities to increase the number of country markets and reduce related risks 
00 
.4 
S 
o 
To form favourable joint ventures 
To take advantage of government policy initiatives , 
00,; rr 
To take advantage of good business opportunities ýý+ N vt 
To maximize profit from shorter life-cycles product or service öe ry 
To improve the product/ service 
0 
To establish an international presence r. r 
ý_ 
O 
u 
00 
IM 
3 
L 
LA 
MO 
U 
: 112 
cd 
0 
Oneway 
ANOVA 
To establish an international presence 
Sum of Squares df Mean Square F Sig. 
Between Groups 30.258 2 15.129 9.019 . 000 
Within Groups 139.231 83 1.677 
Total 169.488 85 
Post Hoc Tests 
Multiple Comparisons 
Dependent Variable: To establish an international presence 
95"/. Confidence 
Interval 
(I) Company 
(J) Company 
size 
Mean 
Difference (I-J) 
Std. 
Error Sig. 
Lowtr Upper 
size Bound Bound 
Small 
Medium -1.00(') . 
32 
. 
007 -1.76 -. 24 
Large -1.46(*) . 40 . 002 -2.43 -. 50 
Tukey Medium 
Small 1.00(+) . 32 . 007 . 24 1.76 
HSD 
Large -. 46 . 44 . 553 -1.52 . 60 
Small 1.46(") . 40 . 002 . 50 2.43 Large 
Medium . 46 . 44 . 553 -. 60 1.52 
Small 
Medium -1.00('x) . 32 . 010 -1.80 -. 20 
Large -1.46(") . 40 . 002 -2.47 -. 45 
Small 1.00('x) . 32 . 010 . 20 1.80 Scheffe Medium 
Large -. 46 . 44 . 583 -1.57 . 64 
Small 1.46(") . 40 . 002 . 45 2.47 Large 
Medium . 46 . 44 . 583 -. 64 1.57 
" The mean difference is significant at the . 05 level. 
407 
Homogeneous Subsets 
To establish an international presence 
N 
Subset for alpha - . 05 
Company size 1 2 
Small 48 3.00 
Tukey HSD(a b) 
Medium 25 4.00 
, 
Large 13 4.46 
Sig. 1.000 . 471 
Small 48 3.00 
Scheffe(a b) 
Medium 25 4.00 
, 
Large 13 4.46 
Sig. 1.000 . 504 
Means for groups in homogeneous subsets are displayed. 
a Uses Harmonic Mean Sample Size = 21.778. 
b The group sizes are unequal. The harmonic mean of the group sizes is used. Type I error levels are not 
guaranteed. 
Table 5.30: ANOVA test for the motivational factors of small, medium and large 
companies 
(Mann-Whitney Test) 
Ranks 
Company 
N Mean Sum of Region Rank Ranks 
United 
Kingdom 30 26.93 808.00 
To establish an international presence Kuwait 18 20.44 368.00 
Total 48 
To improve the product / service United 30 28 08 842 50 Kingdom . . 
408 
Kuwait 18 18.53 333.50 
Total 48 
United 
Kingdom 30 24.32 729.50 To maximize profit from shorter life-cycles product 
or service Kuwait 18 24.81 446.50 
Total 48 
United 
Kingdom 30 26.92 807.50 
To take advantage of good business opportunities Kuwait 18 20.47 368.50 
Total 48 
United 
Kingdom 30 25.78 773.50 
To take advantage of government policy initiatives Kuwait 18 22.36 402.50 
Total 48 
United 30 24.48 734.50 Kingdom 
To form favourable joint ventures Kuwait 18 24.53 441.50 
Total 48 
United 
Kingdom 30 27.53 826.00 
Opportunities to increase the number of country 
markets and reduce related risks Kuwait 18 19.44 350.00 
Total 48 
United 
Kingdom 30 28.02 840.50 To make best use of available capacity of the 
company Kuwait 18 18.64 335.50 
Total 48 
United 
Kingdom 30 24.70 741.00 
To gain location advantage Kuwait 18 24.17 435.00 
Total 48 
United 
Kingdom 30 28.45 853.50 
Domestic success encouraging international sales Kuwait 18 17.92 322.50 
Total 48 
409 
United 30 24.18 725 50 
Innovative capabilities will be valued in 
Kingdom . 
international markets Kuwait 18 25.03 450.50 
Total 48 
United 30 27.02 810 50 Kingdom . 
Saturated domestic market Kuwait 18 20.31 365.50 
Total 48 
United 30 25.93 778.00 
Kingdom 
Offering a unique product or service Kuwait 18 22.11 398.00 
Total 48 
United 30 25.17 755 00 Kingdom . 
Gaining economies of scale from additional orders Kuwait 18 23.39 421.00 
Total 48 
United 30 25.70 771.00 Kingdom 
To defeat competitors in their markets Kuwait 18 22.50 405.00 
Total 48 
United 30 22.65 679.50 Kingdom 
To take advantage of export promotion programme Kuwait 18 27.58 496.50 
Total 48 
United 
Kingdom 30 25.57 767.00 
Utilizing our brand image internationally Kuwait 18 22.72 409.00 
Total 48 
To gain a resource advantage (financial, 
United 
Kingdom 30 26.02 780.50 
technological, environmental, economical and 
manufacturing) 
Kuwait 18 21.97 395.50 
Total 48 
410 
To gain a resource advantage (financial, 
technological, environmental, economic and 
manufacturing) 
Utilizing our brand image internationally 
To take advantage of export promotion 
programme 
To defeat competitors in their markets 
Gaining economies of scale from additional 
orders 
Offering a unique product or service 
Saturated domestic market 
Innovative capabilities will be valued in 
international markets 
Domestic success encouraging international 
sales 
To gain location advantage 
To make best use of available capacity of the 
a6 company 
Opportunities to increase the number of country 
markets and reduce related risks 
To form favourable joint ventures 
To take advantage of government policy 
initiatives 
To take advantage of good business 
opportunities 
To maximize profit from shorter product or 
service life-cycles 
To improve the product/ service 
To establish an international presence 
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Appendix C4: 
Descriptive Statistics 
N Mean Std. Deviation Minimum Maximum 
Relative skill level of labour force 30 3.33 1.32 1 5 
Education and employment level 30 3.00 1.20 1 5 
Wage level 30 3.40 1.35 1 5 
Percent of business community who speak English 30 3.30 1.34 1 5 
Preferences and prohibitions in the foreign country 30 3.27 1.31 1 5 
Language 30 2.67 1.24 1 5 
Degree of political stability 30 3.63 1.22 1 5 
Extent of restrictions on free and open trade 30 3.63 1.13 1 5 
The probability of tax relief on imports and local materials 30 3.33 1.30 1 5 
Government regulations and restriction that could affect operations 30 3.40 1.16 1 5 
Cost and efficiency of transportation 30 3.47 1.28 1 5 
Accessibility (proximity to highways and airports) 30 3.23 1.14 1 5 
Low cost-base of resources 30 3.27 1.17 1 5- 
Buyer's ability to pay for product 30 4.73 . 52 3 5 
Future trends and growth rate of the foreign market 30 4.10 . 84 2 5 
Types and number of competitive products 30 4.13 . 82 2 5 
Exact tariffs, import duties, and taxes assessed by the foreign country on 
our products 
30 3.33 . 96 2 5 
Tariffs concessions allowed by the foreign country 30 2.93 . 83 1 4 
Legislative framework to support business 30 2.87 1.01 1 5 
Financial control and freedom to move financial resources internationally 30 3.00 1.11 1 5 
Environmental controls 30 2.53 1.04 1 5 
Friedman Test (Ranks) Mean Rank 
Buyer's ability to pay for product 18.32 
Types and number of competitive products 15.08 
Future trends and growth rate of the foreign market 14.43 
Degree of political stability 12.48 
Extent of restrictions on free and open trade 12.37 
Cost and efficiency of transportation 11.92 
Wage level 11.47 
The probability of tax relief on imports and local materials 11.08 
Government regulations and restriction that could affect operations 11.08 
Relative skill level of labour force 10.95 
Low cost-base of resources 10.72 
Percent of business community who speak English 10.72 
Exact tariffs, import duties, and taxes assessed by the foreign country on your products 10.67 
Preferences and prohibitions in the foreign country 10.50 
Accessibility (proximity to highways and airports) 10.12 
Education and employment level 9.30 
Financial control and freedom to move financial resources internationally 9.17 
Le islative framework to support business 8.27 
Tariffs concessions allowed by the foreign country 8.15 
412 
Language 7.45 
Environmental controls 6.77 
N 30 
Chi-Square 134.337 
df 20 
As . Sig. . 000 
Table 5.32: Friedman test of market attraction factors for the respondents from small 
companies in the UK 
Descriptive Statistics 
N Mean Std. 
Deviation 
Minimu 
m 
Maximu 
m 
Relative skill level of labour force 18 3.00 1.24 1 5 
Education and employment level 18 2.83 1.10 1 5 
Wage level 18 3.61 1.04 2 5 
Percent of business community who speak English 18 3.00 1.19 1 5 
Preferences and prohibitions in the foreign country 18 4.11 . 76 3 5 
Language 18 3.06 1.00 2 5 
Degree of political stability 18 3.89 . 90 1 5 
Extent of restrictions on free and open trade 18 4.28 . 75 2 5 
The probability of tax relief on imports and local materials 18 3.94 . 94 2 5 
Government regulations and restriction that could affect operations 18 3.94 1.00 2 5 
Cost and efficiency of transportation 18 3.44 1.10 1 5 
Accessibility (proximity to highways and airports) 18 3.56 . 98 1 5 
Low cost-base of resources 18 3.72 1.18 1 5 
Buyer's ability to pay for product 18 4.50 . 99 1 5 
Future trends and growth rate of the foreign market 18 3.89 . 90 2 5 
Types and number of competitive products 18 3.83 1.10 1 5 
Exact tariffs, import duties, and taxes assessed by the foreign country on 
your products 
18 3.78 1.11 1 5 
Tariffs concessions allowed by the foreign country 18 3.56 1.04 1 5 
Le islative framework to support business 18 3.17 1.15 1 5 
Financial control and freedom to move financial resources 
internationally 18 3.28 1.07 1 5 
Environmental controls 18 2.56 1.20 1 5 
Friedman Test 
Ranks Mean Rank 
Buyer's ability to pay for product 16.75 
Extent of restrictions on free and open trade 14.89 
Preferences and prohibitions in the foreign country 13.83 
Government regulations and restriction that could affect operations 13.50 
The probability of tax relief on imports and local materials 12.94 
Degree of political stability 12.83 
Future trends and growth rate of the foreign market 12.69 
Types and number of competitive products 12.69 
Exact tariffs, import duties, and taxes assessed by the foreign country on your products 12.31 
Low cost-base of resources 11.31 
Wage level 11.03 
413 
Tariffs concessions allowed by the foreign country 10.94 
Accessibility (proximity to highways and airports) 10.42 
Cost and efficiency of transportation 10.03 
Financial control and freedom to move financial resources internationally 9.42 
Legislative framework to support business 8.64 
Language 8.28 
Relative skill level of labour force 8.14 
Percent of business community who speak English 7.94 
Education and employment level 6.94 
Environmental controls 5.47 
N 18 
Chi-Square 89.026 
df 20 
Asymp. Sig. . 000 
Table 5.33: Friedman test of market attraction factors for the respondents from small 
companies in Kuwait 
(Kruskal-Wallis Test) Ranks 
Company 
size 
N Mean Rank 
Small 48 43.54 
tive skill level of labour force l R 
Medium 25 36.80 
a e 
Large 13 56.23 
Total 86 
Small 48 42.31 
lo ment level Education and em 
Medium 25 41.28 
p y 
Large 13 52.15 
Total 86 
Small 48 43.31 
e level Wa 
Medium 25 39.16 
g 
Large 13 52.54 
Total 86 
Small 48 46.04 
eak English who s Percent of business communit 
Medium 25 42.06 
p y 
Large 13 36.88 
Total 86 
414 
Small 48 44.02 
Preferences and prohibitions in the foreign country 
Medium 25 45.34 
Large 13 38.04 
Total 86 
Small 48 44.36 
e n ua L 
Medium 25 37.82 
g g a 
Large 13 51.23 
Total 86 
Small 48 42.54 
olitical stabilit ree of D 
Medium 25 44.24 
y p eg 
Large 13 45.62 
Total 86 
Small 48 48.22 
trade tricti ns on free and o f e t t E 
Medium 25 39.08 
res o p n o en x 
Large 13 34.58 
Total 86 
Small 48 46.06 
orts and local materials babilit of tax eli f on i Th 
Medium 25 38.48 
y r e mp e pro 
Large 13 43.69 
Total 86 
Small 48 47.69 
Government regulations and restriction that could affect Medium 25 41.38 
operations Large 13 32.12 
Total 86 
Small 48 42.97 
ortation Cost and efficienc of trans 
Medium 25 
, 
45.36 
y p 
Large 13 41.88 
Total 86 
Accessibility (proximity to highways and airports) Small 48 42.35 
Medium 25 43.00 
415 
Large 13 48.69 
Total 86 
Small 48 44.11 
w cost-base of resources L 
Medium 25 39.22 
o 
Large 13 49.46 
Total 86 
Small 48 44.83 
bilit to a for roduct ' B 
Medium 25 44.52 
y p y p uyer sa 
Large 13 36.62 
Total 86 
Small 48 40.35 
n market rowth rate of the forei ds and t F t 
Medium 25 42.18 
g g ren ure u 
Large 13 57.65 
Total 86 
Small 48 46.31 
es and number of com etitive roducts T 
Medium 25 45.10 
p p yp 
Large 13 30.04 
Total 86 
Small 48 44.41 
Exact tariffs, import duties, and taxes assessed by the foreign Medium 25 50.64 
country on your products Large 13 26.42 
Total 86 
Small 48 43.84 
n countr the forei Tariffs concessions allowed b 
Medium 25 44.20 
y g y 
Large 13 40.88 
Total 86 
Small 48 42.52 
ort business islative framework to su Le 
Medium 25 42.50 
pp g 
Large 13 49.04 
Total 86 
416 
Small 48 40.11 
Financial control and freedom to move financial resources Medium 25 41.22 
internationally 
Large 13 60.38 
Total 86 
Small 48 44.28 
Environmental controls 
Medium 25 38.22 
Large 13 50.77 
Total 
1 
861 
417 
00 N 00 
n Environmental controls 
N { 
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00 
00. 
N a0 
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N N 
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00 
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(Mann-Whitney Test) 
Ranks 
Company N 
Mean Sum of 
Region Rank Ranks 
United 30 25.90 777.00 Kingdom 
Relative skill level of labour force Kuwait 18 22.17 399.00 
Total 48 
United 30 25.35 760.50 Kingdom 
Education and employment level Kuwait 18 23.08 415.50 
Total 48 
United 30 23.95 718.50 Kingdom 
Wage level Kuwait 18 25.42 457.50 
Total 48 
United 30 26.00 780.00 
Kingdom 
Percent of business community who speak English Kuwait 18 22.00 396.00 
Total 48 
United 30 21.13 634.00 
Kingdom 
Preferences and prohibitions in the foreign country Kuwait 18 30.11 542.00 
Total 48 
United 30 22.82 684.50 Kingdom 
Language 
Kuwait 18 27.31 491.50 
Total 48 
United 30 23.70 711.00 Kingdom 
Degree of political stability Kuwait 18 25.83 465.00 
Total 48 
Extent of restrictions on free and open trade 
United 30 21.38 641.50 Kingdom 
419 
Kuwait 18 29.69 534.50 
Total 48 
United 30 22 08 662 50 
The probability of tax relief on imports and local 
Kingdom . . 
materials Kuwait 18 28.53 513.50 
Total 48 
United 30 21 90 657 00 
Government regulations and restriction that could 
Kingdom . . 
affect operations Kuwait 18 28.83 519.00 
Total 48 
United 
Kingdom 30 24.73 742.00 
Cost and efficiency of transportation Kuwait 18 24.11 434.00 
Total 48 
United 30 22 97 689 00 Kingdom . . 
Accessibility (proximity to highways and airports) Kuwait 18 27.06 487.00 
Total 48 
United 30 22 35 670 50 Kingdom . . 
Low cost-base of resources Kuwait 18 28.08 505.50 
Total 48 
United 30 25 43 763 00 Kingdom . . 
' Buyer s ability to pay for product Kuwait 18 22.94 413.00 
Total 48 
United 
Kingdom 30 25.60 768.00 Future trends and growth rate of the foreign 
market Kuwait 18 22.67 408.00 
Total 48 
United 
Kingdom 30 25.72 771.50 
Types and number of competitive products Kuwait 18 22.47 404.50 
Total 48 
420 
United 30 21.92 657.50 
Exact tariffs, import duties, and taxes assessed by Kingdom 
the foreign country on your products Kuwait 18 28.81 518.50 
Total 48 
United 30 20.83 625.00 Kingdom 
Tariffs concessions allowed by the foreign country Kuwait 18 30.61 551.00 
Total 48 
United 30 23.12 693.50 Kingdom 
Legislative framework to support business Kuwait 18 26.81 482.50 
Total 48 
United 30 23.12 693.50 
Financial control and freedom to move financial 
Kingdom 
resources internationally Kuwait 18 26.81 482.50 
Total 48 
United 30 24.35 730.50 Kingdom 
Environmental controls Kuwait 18 24.75 445.50 
Total 48 
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4- Pairwise comparison judgement matrix for employing a six-point scale to rate 
alternatives as discussed in Section 3.3.3.1: Step 2; 
Where: P= Poor, F= Fair, A= Average, G= Good, VG= Very good and E= Excellent 
Excellent 9 8 7 6 5 4 3 2 Excellent 
Excellent 9 8 7 6 5 4 3 2 1 Very Good 
Excellent 9 8 7 6 5 4 3 2 1 Good 
Excellent 9 8 7 6 5 4 3 2 1 Average 
Excellent 9 8 7 6 5 4 3 2 1 Fair 
Excellent 9 8 7 6 5 4 3 2 1 Poor 
Very Good 9 8 7 6 5 4 3 2 Very Good 
Very Good 9 8 7 6 5 4 3 2 1 Good 
Very Good 9 8 7 6 5 4 3 2 1 Average 
Very Good 9 8 7 6 5 4 3 2 1 Fair 
Very Good 9 8 7 6 5 4 3 2 1 Poor 
Good 9 8 7 6 5 4 3 2 Good 
Good 9 8 7 6 5 4 3 2 1 Average 
Good 9 8 7 6 5 4 3 2 1 Fair 
Good 9 8 7 6 5 4 3 2 1 Poor 
Average 9 8 7 6 5 4 3 2 Average 
Average 9 8 7 6 5 4 3 2 1 Fair 
Average 9 8 7 6 5 4 3 2 1 Poor 
Fair 9 8 7 6 5 4 3 Fair 
Fair 9 7 6 5 4 3 2 1 Poor 
Poor 9 
j i'- 
7 6 5 4 3 2 Poor 
The result of the comparison is: 
Judgments Relative Weight 
Excellent (E) 
Very Good (VG) 
Good (G) 
Average (A) 
Fair (F) 
Poor (P 
5- The reviewer will use the Judgments relative weight values to judge and weight each 
sub-objective based on his/her own personal knowledge and the data collected by 
using Expert Choice software. 
6- The alternatives between going global or staying local will be weighted. 
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4- Pairwise comparison judgement matrix for employing a six-point scale to rate 
alternatives as discussed in Section 3.3.3.1: Step 2 
Where: P= Poor, F= Fair, A= Average, G= Good, VG= Very good and E= Excellent 
And the relative importance are; 
1.0 = Equal importance of both elements, 3.0 = Moderate importance of one element over 
another, 5.0 = Strong importance of one element over another, 7.0 = Very strong 
importance of one element over another, 9.0 = Extreme importance of one element over 
another, 2.0,4.0,6.0, and 8.0 = Intermediate values. 
Excellent 9 8 7 6 5 4 3 2 Excellent 
Excellent 9 8 7 6 5 4 3 2 1 Very Good 
Excellent 9 8 7 6 5 4 3 2 1 Good 
Excellent 9 8 7 6 5 4 3 2 1 Average 
Excellent 9 8 7 6 5 4 3 2 1 Fair 
Excellent 9 8 7 6 5 4 3 2 1 Poor 
Very Good 9 8 7 6 5 4 3 2 Very Good 
Very Good 9 8 7 6 5 4 3 2 1 Good 
Very Good 9 8 7 6 5 4 3 2 1 Average 
Very Good 9 8 7 6 5 4 3 2 1 Fair 
Very Good 9 8 7 6 5 4 3 2 1 Poor 
Good 9 8 7 6 5 4 3 2 zjý Good 
Good 9 8 7 6 5 4 3 2 1 Average 
Good 9 8 7 6 5 4 3 2 1 Fair 
Good 9 8 7 6 5 4 3 2 1 Poor 
Average 9 8 7 6 5 4 3 2 Average 
Average 9 8 7 6 5 4 3 2 1 Fair 
Average 9 8 7 6 5 4 3 2 1 Poor 
Fair 9 8 7 6 5 4 3 2 Fair 
Fair 9 8 7 6 5 4 3 2 1 Poor 
Poor 9 8 7 6 5 4 3 2 Poor 
The result of the comparison is: 
Judgments Relative Weight 
Excellent (E) 
Very Good (VG) 
Good (G) 
Average (A) 
Fair (F) 
Poor (P) 
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5- The reviewer will use the Judgments relative weight values to judge and weight each 
sub-objective based on his/her own personal knowledge and the data collected by using 
Expert Choice software. 
6- The alternatives between the proposed global markets in this research will be 
weighted. 
Task 2: AHP analysis for small-sized companies from Kuwait 
AHP analysis for small-sized companies from Kuwait will follow the same procedure for 
Stage 1 and Stage 2. The variables that will be used are the same as mentioned above 
except the factors listed for the success factors and the market attraction factors tables are 
different. The success factors are illustrated in Table 5.16 (see Appendix Cl) while the 
market attraction factors are illustrated in Table 5.33 (see Appendix C4). 
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